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pendants and earrings in unequalled 





TO RETAIL AT 





PENDANT — No. 107 
EARRINGS — No. 4025 
Simulated colored stones 


PENDANT — No. 297 
EARRINGS — No. 4566 
Simulated Pearls 


PENDANT — No. 227 
EARRINGS — No. 4393 
Simulated Pearls 


ee - Sica MOTHER’S DAY 
Simulated Pearls 
GRADUATION 
BRIDESMAID’S GIFTS 


and every other 
gift occasion 


PENDANT — No. 163 
EARRINGS — No. 4012 
Simulated colored stones 


| . EARRINGS 
PENDANT No. 4537 
No. 299 Simulated Pearls 
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PENDANT — No. 275 
EARRINGS — No. 4545 
Simulated Onyx 





No. 2154/7 
7 stone cluster 








ee 


‘No. 1257/7 
19 stones, large high center 





ae ; . No. 490/ 
In these exquisite rings we have preserved the 8 9 stones, Jarge high center 


true spirit of the Early American jewelers’ art. KON-ITE 

Early American Reproductions are made in exactly the same , 
manner as the originals, cast in one piece of 14K solid gold, 

with unusually massive tops into which precious stones can 7 sal N- : i: 


be set with absolute safety and assurance against loss. 











Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset : A S A U E R & (. O 


as shown or, upon order, complete with stones to suit the 
KONITE BUILDING 


customet’s taste and price range. Earrings available to match. 
Cincinnati 2, Ohio 


Brochures showing 17 designs will be sent upon request. 
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This four-color table setting orig- 
inally appeared in House Beautiful 
and is reproduced here through the 
courtesy of that magazine. 
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“For CS trtas - « » Marce Presents an 
exciting new group of diamond bracelet 
watches... all distinguished by the regal ele- 
gance and precise craftsmanship that have 


become traditional with WBO creations. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W NEW YORK 23, N. Y. 
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a The urge to buy starts with the eye 
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nn ) ie \ i mie Look for this stamp on the outside of the case 

when buying watches. It tells at a glance the qual- 

ity of the case. It is also your assurance that the 

fine movement has the protection of precision case 

craftsmanship... plus the distinctive beauty for 
which Wadsworth is renowned. 





WATCH CASES 


designed to custom-fit fine watch movements 


. beautiful, nationally advertised WADSWORTH POWDER CASES 


In the same fine tradition . . 
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When you buy K &B products, you receive 
top quality merchandise that reflects the highest 


standards of skilled manufacture, the result 






TSS 
LSet 





Matched Set with 
K&B “SNAP-ON 


DUAL-LOCK" of over twenty-five years experience. Our 


157/ 470.21/35 


44056/223 versatility in the mounting and ring finding 


field has earned us the reputation as 


“The Source of Supply” in the Jewelry Industry. 
For Quality 
“Make it a point 
to ask for 
DIE-STRUCK 
RING MOUNTINGS” 


THE LEADING RING FINDING MANUFACTURERS — , 
We sell exclusively | 
to manufacturers and wholesalers (6 ‘ We 


Fri te er (‘jeclrsuliiniiaiidaiti lala 3% aie 
(A <4) Maen of oo base.) 17 /8G WEST FOURTH STREET NEW YOBK, /4.N. ¥ 
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Yes, it’s going places in more ways 


than one. You see it in jewelry stores. You see it 
on men’s ties. You see it in women’s hair. It’s even 
being used as a money clip. 

Now to keep sales a’rolling at an even faster pace 
you ll see the Simmons Stubby clip nationally ad- 


vertised in the March 25 issue of Colliers. 

Cash in on this pip of a clip. Have a good supply 
on hand. Available in many styles . . . some in 
Simmons Quality, some in Sterling, others delight- 
fully decorated with leather. 


ss 
k AZ Samus Camper arisore, nassacnusern 


Manufacturers of Simmons Quality Gold Filled Watch Chains, Jewelry and Fine Leather Watch Straps 


SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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LAUNCHES A 
SENSATIONAL NEW 






\ MERCHANDISING IDEA... 




















SUITS BY PAUL PARNES 


GOWN BY CEIL CHAPMAN 





The official “Stop Watch Test” by U. S. 
Testing Company, proved that anyone can 
attach the new J-B END-O-MATIC End 
to any size watch lug in 8 seconds, or less, 
and detach it in less than 3 seconds! Now, 
for the first time, ladies can change watch 





bands for daytime, evening and _ sports 
wear...as easy as changing a necklace! 


NEW OPPORTUNITIES TO MULTIPLY 
YOUR WATCH BAND SALES! 


Instead of selling one band at a time, 
youll sell 2 or even 3 J-B Watch Bands 


*Patent Pending 
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Now you'll sell 2 or 3 J-B Watch Bands 
with quick-change END-O-MATIC’ End 
to the same customer for the same watch! 





to the same customer for the same watch! 


Never again need you switch a customer 
from one band to another because the ends 
wouldn't fit. With the J-B END-O-MATIC 
End your customers can have the watch 
bands they want then and there—regard- 
less of lug size. No delays for fitting! No 
waiting on special orders! You'll make a 
sale every time! 

Don’t buy any ladies’ watch bands until 
you see the new J-B Line with quick- 
change END-O-MATIC Ends. Get in 
touch with your wholesaler today! 












IT’S A TREMENDOUS IDEA... 
BACKED BY THE BIGGEST ADVERTISING 
CAMPAIGN IN J-B HISTORY! 
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have the marvelous new § BROADCASTS OVER DOZEN : 
END-0-MATIC™ End 


*Patent Pending 


Attaches to any size 
watch lug in seconds! 
EASY AS 1-2-3! 
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parry YOU’RE ALL SET TO CASH IN ——— 
—— WITH THE J-B "34” DEALS! 


Ail bands in both assortments have the new J-B quick-change 
END-O-MATIC End. Order these fast-selling numbers today! 






















THIS BEAUTIFUL 
‘ os : : COMBINATION 
ASSORTMENT “34” A — 12 Mixed Expansions and Snake Chains. . "e Satn necaReRRR TRAY-DISPLAY 
Two each of Nos. 6065, 6055, 6056. et ecnnteseontamma st 

= One each of Nos. 6044, 6039, 3039, 3044, 3045, 6045. : a eiagaane 
i ses io legs prongs ASSORTMENT “34” B — 12 Full Expansion Bands. —_—_ ; ASSORTMENT 
apart easily with fingers. | Four each of Nos. 6055, 6056, 6065. —_——, 

| | a Covered with hand- 


RETAIL SELLING PRICE ror each assortment $85.00 — — = . oomeee some luggage- 








YOUR COST ror either assontment............. 34.00 ie —— — brown leatherette; 


and lined with rich 


your mort. . : % 37.90 a —— “mo ad turquoise and 


(After deducting $13.10 Fed. Tax) black velvet. 


All J-B Watch Bands Are Now Fair Traded 














2 — With watch in one hand, hold IN MEN’S BANDS, TOO, 
prongs open with thumb and fore- 
finger of the other hand — then 
slip END-O-MATIC into watch lug. 


“ 
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3- END-O-MATIC End snaps 
on quick-as-a-wink. Fits large, 
medium or smalllugs.Can'tcome JACOBY-BENDER, INC. + 161 AVENUE OF THE AMERICAS 
loose, yet detaches in 3 seconds, 

NEW YORK 13; WN. .Y. 

































“Some * wateh brands have come to a 


SALES STANDSTILL? 


(from a report of the watch market published in January) 


Stability has been Hamilton’s watchword for 

28 years—stability of price... quality ... value. 
knot Hamilton Public recognition of that 

fact keeps Hamilton sales moving—good times 


and bad — without high-pressure. 






3 BA 
= = 2 > . © 
profit-eating stimulants. 





Pin 


HAMILTON WATCH COMPANYe LANCASTER, PA. 











STEELDON — Grade 748; 18 jewels. 
Beautifully styled in stainless steel with 
Hamilton’s exclusive patented cfd con- 
struction (sealed against dirt and moisture). 
Luminous numerals and hands or applied 
Rhodium numerals on silver dial. $62.50 


another new SELLABLE HAMILTON 
7 » (ae 
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Inspiring 


Creations 
by Bristol 
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BRISTOL SEAMLESS RING COMPANY « 71 NASSAU 
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turning over. In 






















ov'llfind over-pricing YOU GET FULL MARK-UP! 
f 3 Hosa t By holding your regular mark-up margins . 
even with this slash in retail price, Kreisler insures 
traffic brings the pay-off. wart suaionk 
‘comes in when the price is right! U FEATURE FULL QUALITY! 
) real style, Kreisler Quality is every bit as high as it a 






been—though you promote the new $9.95 price 
one of these $9.95 numbers is 1/20 12 KT. 











In national ads, in colorful scinnbes and 
plays, with sensational new packaging—Kreisler 
$9.95 the top-selling bracket for you. For a 
Spring 1950, there's the big sell-sation in 
Bamboo. Look for the follow-up to come 
Golden Citation! 
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Your selling job is complete! Because your Kreisler Sarehwalare 
is complete with four bands below $9.95. And you 
concentrate on $9.95 where you show not one but three of 
YOU FEATURE FULL SELECTION! the finest watch bands ever made. Each different! 

Each a distinct style! Each a best seller! And each comes 

in colors of yellow, pink, or white gold. 
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new fashion 


for 1950. 
Nothing like it! 


Golden 
Citation 


the new band 
of ‘49 — now 
an established 


classic! 


Golden 
Guardsman 


a basic, 
masculine style — in 
the popular “curb 


chain” fashion! 


For Volume—Kreisler’s “Big Three” is your Key—at °9.95 


Originator of Watch bands for Men and Women - Jewelry for Men 


North Bergen, N. J. * N.Y. Showroom at 630 Fifth Ave. . © 5. K. Mfg 
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You’ve got to actually use this new liquid flux to appreciate its convenience, its fast 
solvent action, how it sticks close to metal surfaces during heating and how this feature 





helps hold small parts in place when soldering. Order a bottle now and try it on your 
gold and silver soldering uperations. We're sure you'll like the effective fluxing job 
it does. | 


BULLETIN 18 tells you all about it. Write for a copy today. 
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‘“There’s an easier way to build store traffic’’ 


Beautiful Gemex watch bands, shown in your window, 
provide a solid foundation for the traffic in your store. 


Now, Gemex brings you a new Sonata, with triple-housing 
and sealed-spring construction, plus the loveliness of a 

rich design engraved on each link... 

your customers are already reading 

about it in their favorite 

fashion magazines. 





FINE WATCH BANDS 


Sold only through Authorized Wholesale Distributors — 
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— YOUR STORE Is 





“The natural beauty of Keepsake 


diamonds, whether large or small, has 





been luxuriously enhanced by placing them 





in settings that are lovely in design — eloquent 





L oem in fashion appeal.”’ 


. ? if ‘ 
: aa Glenn 
“, Emil Alvin Hartman 


DIRECTOR FASHION ACADEMY 
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BADQUARTERS | 
fer Ube Fashion Ring of the Gear 


K eCep S ak © always famous for guaranteed high quality | \ 


DIAMOND RINGS 





is now more famous than ever as 





THE FASHION RING OF THE YEAR. This 


means that you, aS a Keepsake Jeweler, can sell the 


very same rings which won the 1950 Fashion Academy award. 


ONLY KEEPSAKE OFFERS YOU 
THESE 3 BIG SELLING ADVANTAGES! 


1. Keepsake as the Fashion Academy Award Winner MEANS that 
your customers can actually BU Y and WEAR America’s Fashion 
Ring of the Year! 

2. Keepsake offers your customers ABSOLUTE PROOF of QUAL- 
ITY. The famous Keepsake Certificate of Permanent Regis- 
tration and Guarantee gives written proof of quality and 
value. The words ‘‘Guaranteed Registered Perfect Gem’”’ 


appear on the famous tag. 


3. Keepsake is the Best-Advertised, Best-Recognized Name in f 
Diamond rings . .. constantly pre-sold in your community by f 
the biggest national advertising program ever put behind a 
brand-name ring. 


Kemisons “Your Customers Buy by the Name They Know! It P 


pays to feature Keepsake ~ the Name They Know Best!” P 


™~., 
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pan neation dived fashioned: . — i  #  @23723273CL 
mpany y “Par EW veo 


= reflector and sparkling border of flashing , ee 
e . : U.S. PAT. OFF. 


NO. 152469 


%: 


Makers of Fine fewelry Since 1904 


42 W. WASHINGTON ST. 
INDIANAPOLIS 4, IND. 


TERRITORY OPEN FOR SALESMEN WITH NON-CONFLICTING LINES. WRITE. 
THE JEWELERS’ CIRCULAR-KEYSTONE 





CLIMATEST 


My 


Wiese: 






786 — Y-W, $10.95 F.T.I. 


also available in 14 Kt. Gold. 


@ 


CuMATEST represents the 


TohicXa amore Zelalel-laal-lalme lame iilcmmeelikiiaeren 





tion of fine jewelry. Genuine Snake . 
The New Convenient Adjustment Box 
Chain made the Modern Way —the ithe’ Catateas Cath 

Forstner Way—has kept the Karat 

Gold on the outside where it is 

needed most. This, plus the use of 

Ul a-Mb lol. 4-1 ok MoM oleh t-MmelUlolcelili-t-cme 

high degree of corrosion-resistance 


ale} me) eyiollatele)(-mal-a-siehicla-¥ 


Used first in the new Forstner watch 


b lets, the CLIMATEST fac- 
racetets, the a The model shown is one of the many 


turing process offers a 1/20th 12 Kt. 1/20 12 Kt. Gold Filled CLIMATEST 
Gold Filled quality that assures wate bracelets: ae: owailabie 
superior wear under virtually all datcolelo|:Meli Mimelatial-lameolFSidlelll cola es 


. rel Hiaatenitemecelatoititel ste 


SE VNB sd Biil-Xolaktelel'] o)(-Belaeli-vailolay 


fewer returns, more satistied custom- 





ers. As always, you can recommend 


| Forstner products with confidence in 
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FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 





Far Above the Rest 
Down to Earth Prices 


One Carat Co Bifly OTA LLL 
LL LEO LL  L 
from one of lhe worlds largest 
collections .... the House i 
Diamonds ” fatulows aay of 
diamonds and diamond 


ado ned fowelry. 


66 Bowery ct Canal 
ul lek (3, My 
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The New 
KESTENMADE 








The Handsomest 
an’s Expansion Band 
Ever D e sig ‘ ed 








9). wide, bold and handsome .. . out- 
standingly masculine . . . truly distinctive. 
Get your share of sales and profits from 


this fast-moving style leader—order now! 


Through Your Wholesaler 


Ich Bands Are 


MELERIUE 


KESTENMAN BROS. MFG. CO. 
280 Kinsley Ave., Providence 3, R. |. 
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eee00e0e0e00e0000000HERE’S ALL YOU DOloeeoeeeoooeeces 


PUT UP a display of Community in your store. 
Keep application blanks here. Place easel display 
card on your counter. 


DISPLAY Community in your window. Use the 
special window streamer which will be sent on re- 
quest. 


SCHEDULE Model Search 
mats in your newspaper, start- 
ing right after March 20, and 
follow up with another re- 
minder on or about April 24. 


ug 


A NATIONWIDE 
FOR GIRLS TI 


HERE’S HOW IT WORKS 


And we know it works, because this spec- 








tacular promotion has been tested, tried, 
proved in South Bend, Indiana. The par- 
ticipating jewelers in that test city were 
amazed at the interest this model search 
aroused. Theirs was necessarily a local 
success. But you will have the power of 
Community magazine advertising (in 10 
sreat publications) on your side, plus 
weekly newspaper advertisements in 96 
newspapers in 79 cities, plus radio, tele- 
vision and printed publicity. Get ready 
for action—the customers you’ve been 
after, the bride-age girls who buy silver- 
ware, are on their way to you! 


HAND out the official application blank to girls 
who come to your store. Be sure each form con- 
tains your store name and address. Be prepared to 
help the applicant fill out application. 


SHOW each girl who ap- 
plies all five patterns in Com- 
munity, so that she may 
name her favorite on her ap- 
plication. } 


GIVE each girl who applies 
a special gift jelly server in the 
Community pattern she prefers. 
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The folder enclosed with each server ex- 
plains thatitis given with yourand Commu- 
nity’s compliments. You may order as many 
servers as you will need at 25¢ each. Under 
no circumstances may you advertise this 
gift. Itis not to be used to promote entries 
in the search for models. It is your thank- 
you gift to the girl to build good-will with 
a possible future customer for Community 
and the other merchandise you carry. 


To Order Your Jelly Servers 
Mail This Coupon Today! 


*TRADE MARK REG. 
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Mail this order to your wholesaler 



































| 
7 : 
| Name 
} Address City 

[ 
| Gentlemen: Please send me the following Community Jelly Servers 7 
at the special price of 25¢ each: 
Evening Star —____Morning Star 
| Coronation Lady Hamilton —_____ Milady , 
: | 
= Name 
os \ Address : 
City State 
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THAT FITS ALL WATCHES 


Soo 


sk your wholesaler about the new Foster line—new 
the trade under the Foster trade mark—one of the major pro. 
ducers of quality bands for nearly two decades. Here is a line ' 
that offers jewelers the greatest profits, the most selling fea. 
tures, the best values,—the line that eliminates jewelers’ watch. 
band fitting costs. Yes, in addition to all other features, Foster 
offers these patented, exclusive time saving ends. They will 
enable you to cut your inventory. That saves money. Or you 


can stock more numbers and sell any one to any customer.. 


“LADIES 
FITS-ALL 


» more corroded spring pins to fuss over. To attach Foster’s sensational FITS-ALL for 

fMawirl the knurl and the telescope exten- the ladies, just pull the prongs apart. Slip 

)Werk in or out—and lock in position. them over a watch lug, wide or narrow, and 
ee it fits, securely. 


- “SF a 


OS el 





: . ae 
3 ” “get RO 
=i ge y ‘ge oa iF bet ak Mass ‘ 
BR a POE 9 ptt 
; SLaaes 


Bee ae 


Ve > 3 & fe. f * 
i oh Ee ee, ae 
a ‘ Saas oe ae “oP 
= Py : -* DN ~~ 

ere oe he 


* 














. 
&. 2 
* cv 
? - 
&, 
- 
= 
- 




























Dynamic, dramatic, stream=- 
lined—the new velvet-lined 
luxury case for the top num- 
bers in the Foster line is a 
rested winner in attracting 
male interest. 
No. 13 Stellar Series 1/20-12K-G.F. $9.25 F.T.I. 
12 Stellar Series 1/20-12K-G.F. $9.25 F.T.I. bee 
= > > a ; oS 
J mae 
No. 190 Air Leader 1/20-12K-G.F. $10.50 F.T.I. : FI S-ALL rs 
Se OM WT ee ag Ga Hor GE Ropes 


OU CAN 
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No. 170 Air Scout 1/20-12K-G.F. $10.50 F.T.I. 39 
Also available in Stainless, Rhodium Finish $6.95 : 


P . . me Se : , and 
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*No. 14 Stellar Series 1/20-12K-G.F. $9.25 F.T.I. _ Ak <<" x | | Lo , 


ye e Ee 





"No. 11 Stellar Series 1/20-12K-G.F. $9.25 F.T.I. Pla | 


Bron. 


Ladies FITS-ALL bands come pack- : > : 5 be | 
aged in an old rose, crystal, and gold y, | | eg | “Te eet fae 
cigarette case holding almost a full JE : << — A 
pack—a sales aid of proven merit. y, aenessiasse ipa 
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Will this Come-On come off ? 


It doesn’t take a cootch to catch customers. Not 
if you feature a jewelry line with as much customer appeal as SWANK. 
This nationally advertised men’s jewelry is the top favorite both with 
men, and with women who buy for men. Stock and promote it as a 


traffic-builder, as a steady, year-round profit-maker. 


Swank, Inc.— Manufacturers of Gold Filled, Karat Gold and Sterling Silver men's jewelry. 
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We Are Now Located 


AT OUR NEW OFFICES AND PLANT, WHICH 
ARE ENLARGED, AND MORE CENTRALLY 
LOCATED QUARTERS AT 


25 WEST 47th ST. 
NEW YORK 19, N. Y. 


FORMERLY AT 26 JOHN STREET, NEW YORK 


FOR BEST RETURNS 


SEND US YOUR SWEEPS, FILINGS, OR SCRAP 
CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 











HONESTY & 





8) ACCURACY 


FOR MANUFACTURERS: 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON nc. 


25 West 47th St. © Phone JUDSON 2-3095 ©@ New York 19, N. Y. 
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NATIONALLY ADVERTISED 





THE WHOLE 
COUNTRY IS 
TALKING ABOUT 
PATENTED .. . 


MULT; 
a AGNIFIED FISHT ALS 


ENGAGEMENT and 
WEDDING RINGS 





ae 


They sell on sight! Because the diamonds 
look LARGER...BRIGHTER...more BRILLIANT! 





Miss and Mrs. U.S.A. know FEATURE LOCK Rings 
are best, by actual comparison, by years 











(“WE 
WV PWS EE . 
\ Gc of proud ownership. 


ee. eerie a ek eit 


You can’t see the lock. You can’t feel it when 
FEATURE LOCK Rings are worn separately. No clips, 


no attachments, nothing protrudes to mar their 


No sign of a 
lock when 
worn together. 


a a i a ee ee ee ee = 


beauty or exquisite design contour. 





\ 
AN\\ 


The sale of one ring 
must mean the sale of 
the other for you. 
















ENGAGEMENT AND WEDDING RINGS No sign of a 
lock when worn 


individually. 








A saues “A 
in SALES in POPULARITY 


. 
° / 
. 


Watch for our greatly expanded national SOLD ONLY THRU 
advertising campaign in 1950 in LIFE, /% AUTHORIZED DISTRIBUTORS. 


FEATURE RING CO., Inc. 


CONFESSIONS, MODERN SCREEN, PHOTO- 
PLAY, N. Y. TIMES MAGAZINE. 
126 West 46th St., New York 19, N. Y. 


‘ 
5% £ 
‘~~ 
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Ordinary rings twist, 
shift and tilt—but not 
FEATURE LOCK RINGS! 

















THE JEWELERS’ CIRCULAR-KEYSTONE 


@ botham Wale 


TERAN'S SE 


DON’T MISS THIS CHANCE TO CASH-IN. 


Over Five Billion Dollars will be distribu- 
ted to VETERANS during the early months 
of this year. They'll be looking for watches. 


Use this promotion to get your share of this 
BIG BUSINESS opportunity. 






% 


\ HITCHCOCK 
4 $59.50 







Y CLARK» 
$24.75 


Na 





/ 


~ PROMOTION 









AMPAIGN OFFERED! DODSON 
SS $49.50 
MAILING CARDS! . 
NEWSPAPER MATS! Only a few of the special Veteran's models 
WINDOW DISPLAY CARDS! are shown here... WRITE, WIRE or PHONE... 
RADIO SCRIPTS! for complete details. 
\ 


AS ADVERTISED IN... 


REE — In your promotion of this series . . .Wgmust eae LIFE-post-Colliers-Look 


Gotham Watches 
Product of Ollendortf Watch Go INC., 20 W 47th STREET, 


oo Oe eo NEW YORK, NN. fF. 
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10AX: 10BC. A 

with all white stones 
or white with colored 
stones at quarter 
hours. Flat, sunburst 


Baas « 
1068/89 ° 
10!/p 10BC, 410 Gruen 
New, jewel corrugated 
bezel. Flat, dome, 3 
way, sunburst crystals. 


1 1\f8y| 


nh ‘¥ 
lilly ae 


IN| 
a 1 Hy , Mn 


976R 
834; 9%; 10/0E; 
10/0W. Available 
with all white stones 
or white with colored 
stones at quarter 
f. hours. Flat. sunburst 
Z crystals. 


11'4,; 6/OW; 6/OE; 
307ETA; BEN. BBI; 
11'/y thin curved dial, 
3 way, sunburst, dome 
crystals. 


a a vy 
1149/88 
10) eae Bh, ee Ya ©) 
6/OH: 6/OW: 4/OE:;: 
10AX: 10BC: Flat, 
sunburst crystals. 





Available with plain 


1147 88 


Bezel 


WATCH CASE CORP. 


150 Varick Street 
New York 13, N. Y. 


1069/29 
10'/p 10BC, 410 Gruen 
Flat, dome, 3 
sunburst crystals. 


1069/88 

10BC, 410 Gruen 

dome, 3 
sunburst crystals. 


way way 
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7 Inspired by the impeccable taste of 


Beau Brummel, Flex-Let has created this luxuriously 
rich, magnificently simple man’s expansion band. 


No other band can approach Beay Brummel for 
splendor of design or the masterful manner in 
which it accents the beauty of a man’s watch. 


Yellow, pink or white. $13.75 tax incl. 


FLEX-LET CORPORATION 


Famous for Quality Since i919 
E. PROVIDENCE, R. Il. 
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XLtl BAND 





Of course Flex-Let Bands appeal to the masses. But 
more importantly, they have an overwhelming ap- 


peal to customers who form your ‘class’ market. 


That’s because Flex-Let Bands have that custom- 
tailored look. Every detail of their design, manufac- 
ture and finishing is handled with care worthy of the 


creation of an object of art. 


Betniiyty these bands look ‘cu 


... they’re styled with originality, crafted with unusual skill! 
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stom-tailored — not ‘mass-produced '! 


As you know, Flex-Let Bands give years of service. 
They feature ‘‘Tru-Rivet’’ Construction. They‘re com- 
pletely corrosion resistant. And they carry a one 


year guarantee of performance. 





For watch bands of distinctive style and distinguished 
quality, Flex-Let is the line you should feature. 


Flex-Let Watch Bands are sold direct to retailers. 


FLEX-LET CORPORATION 


Famous for Quality Since I919 
E. PROVIDENCE, R. lI. 


SLENDERETTE DE LUXE 
$9.00 


























The contidence of dealing with a firm whose 
reputation and methods meet your own 
high standards! That confidence is why so 
many men, who value the name they have 
built up for themselves in their community. 
prefer to deal with Gordon Brothers when 
they decide to go out of business. Yes, even 
if ewery thing else were equal — * the dollars 
and cents, we mean — they'd still want to 


liquidate their store through 

















*always a reliable bid, usually the highest 


— =— the oldest and largest firm of its kind in the United States 
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The year’s sensational styles! 


HADLEY 


AND HADLEY ALONE offers you such a superb group for 





1950 style-leadership in expansion bracelets .. . 
rugged, bold for the men... wispily dainty for the ladies 


«.. they're destined to be “Foremost for the Fifties”. 


Century's sensational features! 


HADLEY anp wavtey atone offers you wonderful “Floating Rivet 


Construction”, Money-Back Guarantee, plus other special 
SyK features. 


NEW “FLOATING RIVET CONSTRUCTION” gives the longest, 


PTZ) WU smoothest, most trouble-free stretch since expansion brace- 


Chinhtuch lets were invented! 


NEW SPRING BAGUETTE END PIECE springs apart to fit any 
__ einai size watch case. Instant, time-saving counter attachment 
without tools! 


NEW PINCH-ON END fits all watch cases — wide or narrow, 


merchandiser 


Resembles an expensive, tooled-leather book, opening 
flat to display the complete line. As requested by the 


Sp trade, each watch attachment is mounted on a space- 





saving, beautiful maroon velvet pad, instead of a bulky 
box. THE MERCHANDISER FREE WITH PURCHASE OF 
20 BRACELETS. 


AND HADLEY ALONE makes this guarantee to back up the 


claim that “Floating Rivet Construction” is the greatest 


advance since the introduction of the expansion bracelet. 


THE HADLEY COMPANY, PROVIDENCE, R. J. 































There's a distinctive air of quality about 
Seidman creations. It’s a matter of design, 
too. Has nothing to do with price. You 
sense it the moment you see Seidman styling. 
It explains the saleability of the line, the 
quick turnover and the soundness in your 


choice of Seidman merchandise. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 
. NEW YORK 19, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





eee de a eee SP putt iat orcs re 

















The best 
gold filled jewelry 
has a 





“Quality” describes any piece of gold filled 


or rolled gold plate jewelry. 


“Top Quality” describes that same jewelry when it 
p y | y 


has a foundation of pure Nickel. 


For, it’s the Nickel foundation that backs up the 


surface layers of carat gold with solid durability. 








Nickel, like gold, resists corrosion by body acids. 
A pure Nickel foundation will never discolor 
the gold above ... and affords equal protection 


to the wearer’s skin. 





) FLEX-LET CORPORATION says: 


“We firmly believe there is a definite and distinct difference 








JEWELERS! between gold filled on a Nickel base and gold filled on other 


Find out about the gold filled 
jewelry you sell. Ask your 


metals. We know through experience that gold filled stock on 


a pure Nickel base is the best possible material obtainable.” 


manufacturer or supplier. If it Mr. J. R. Storti, Executive Vice-president 
| has a foundation of pure 
Nickel, it’s quality jewelry all “THE GOLD IS FOR BEAUTY” 


the way through. 


| Nickel 


se ° 
... Your Unseen Frtend”’ 


EMBLEM OF SERVICE 




















THE INTERNATIONAL NICKEL COMPANY, INC. + 67 Wall Street, New York 5, N. Y, 
FOR MARCH, 1950 ” 














Yes SIR! INITIALS BY 


Here’s the new “SIR” line that, style-wise, is as far out in front, as \ 
the nationally famous Anson Grip-Clip.....it opens! 
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FEATURES: 


(Please note these superior sales points) 


I. 
2. 


Modern, smart, readable, easily applied initials. 


Never a lost sale with 24 DOZEN ASSORTED “SIR” 
INITIALS (8 '% doz. is ordinarily considered sufficient. Anson 


provides 24 dozen initials with each unit sale!) 


The GRIP-CLIP that opens ( Patented ) cannot injure the 


most delicate tie fabric. 


Tie Chain and Key Chain (see above) are genuine square 


snake—AND NOTE THE VALUE! 


Entire unit sold from a combination wood and velvet open 
“book”’, Size 10° x 11”. A counter display that is as new, 
attractive and appealing as the “SIR” jewelry itself. 
(Display FREE with each unit sale.) 


IMMEDIATE DELIVERY: through your Anson wholesaler. 
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Anson is Advertising in: 


LIFE — POST — COLLIER’S — TRUE — ESQuire 


¢ DEALER DISPLAY - 


UNIT #10-49 


Consists of the following: 


1 Doz. GRIP-CLIPS #B3494 $2.50 Retail 

1 Doz. TIE SLIDES #B3270 $2.50 Retail 

1 Doz. CUFF LINKS #H3460 $2.50 Retail 

"I, Doz. TIE CHAINS #G3069 $2.00 Retail 

*'Y, Doz. KEY CHAINS #K3200 $2.50 Retail 
*Genuine Square Snake Chain. 


Above supplied with 24 dozen assorted initials 
RETAILERS COST ONLY $58.50 


ALWAYS LOOK for trade name (PRICES SLIGHTLY HIGHER IN CANADA) 


Sbrason on our jewelry and boxes. 


@ Anson Inc., Providence, R. |. Anson Canada Ltd., Toronto, Ont. 
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“NIFE-SL 


Patent Pending 
it’s different ... it’s practical ... it’s a money maker! 


A beautifully designed tie-slide — with a keen hardened iia. 
steel blade that positively cannot open on tie — and locks 
safely and securely when extended for use. 


We recommend that you order as follows: 6 “Nife- 
Slides” mounted on a handsome burgundy and gold easeled 
window and counter display (as shown) — together with 
12 additional “‘Nife-Slides” in the distinctive Anson gift- 


boxes. Retail price — $2.50 each (plus tax). 


Here's really a gift, he'd choose for himself! 
Immediate delivery from your Anson wholesaler. 


Anson is advertising in 








ALWAYS LOOK for trade name Sbruson 


on our jewelry and boxes. 











© Anson Inc. Providence, R. |. Anson Canada Ltd. 
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DIAMOND RING SETS 


Ss 


27 Diamond 
Combination Set 
\ Due to popular acceptance and volume 
production, there is no extra charge 


for the patented Interloc’ feature. 












ad 
ott -a-*. 


The Diamond Engagement and Wedding 
rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 


Miracle Sets priced from $20.00 up 





Styled to Sell - - Priced to Sell! 


rns 
Any and all infringements of Shiman Bros. patents oe 
or trademarks will be prosecuted to the fullest extent 
of the law. 


SHIMAN BROS. & CO., Inc. 








Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 
fry of the Miracle rings. 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned...prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


“Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


———’ 








No connection with any other firm 


AQ) 





234 WEST 39th STREET NEW YORK 18, N. Y. 
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The new, handmade 
Heartbeat Choker 


by 











€ 


“Heartbeat’”’...a handsome, 
handmade choker with superbly 
fashioned, plain-finish locket. 
May be ordered with any fancy, 
handmade chain illustrated, with 


or without locket. 
#513C/HT 
Matching bracelet also available. (actual size) 
Order today through your whole- 


saler. | , y 








1/20 12Kt. 


Gold Filled 
#250C/HT 
#241C/HT 
#2488C/HT 
WLU 





NEW YORK CHICAGO SAN FRANCISCO, CALIF. 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. Betz A. B. PINERO Georce A. HARRAH 













CHAINS © BRACELETS * LOCKETS © KNIVES * BABY JEWELRY * IDENTIFICATION BRACELETS 
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Multiply Your Easter Sales 


with these 


JOHNSON Profit Winners! 


It’s not too late to order last minute Easter gift items from 
J. W. Johnson Ine. . . . the house famed for dependable 
service to America’s leading jewelry retailers for over 
80 years. Check the list below and drop us a card TODAY 

. well rush the merchandise you need to you in ample 


time for Easter display . .. and extra EASTER PROFITS! 





Check Your Stocks of these Fast Sellers 





STERLING FLATWARE 


Rogers Sterling 
Amston Sterling 
Alvin Sterling 
Manchester Sterling 


STERLING HOLLOWWARE 


Dresser Sets 

Baby Goods 

Sterling Handle Pieces 
Hollowware items 


CLOCKS 


Westclox 
Telechron 
Seth Thomas 
Revere 
Herschede 
Semca 


Phinney Walker 
ELECTRICAL APPLIANCES 


Manning Bowman 
Knapp Monarch 


J.W. i 





PLATED FLATWARE 
1847 Rogers Bros. 

William Rogers & Son 
Community Plate 

Tudor Plate 

Alvin Plate 

Silco Stainless Steel 


PLATED HOLLOWWARE 


1847 Rogers Bros. 
Anchor Rogers 
Community Plate 
Tudor Plate 
Poole Hollowware 


JEWELRY—LIGHTERS, ETC. 


Ronson Anson 

A.S.R. Speidel 

Zippo Jacoby Bender 
Remington Razors Gemex 


Heller Pearls 





All merchandise on this list is illustrated 
in the big, new 1950 catalogue. 
Send for your copy today. 





OHNSON — vewrone 2m 


Estabilshed 1869 
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.. with STAR if STYLE and QUALITY 








(enlarged to show detail) 





No. 3-Y¥-25 










Ferrer emerald flanked by synthetic white spinels, 
set diagonally in 10K white gold mounting ...a 
smooth effect, similar to precious stone jewelry, 
at a popular price. 


Popular demand for the white gold-emerald 
and white spinel combination has inspired 
STAR RING to design a complete series, of 
which 3-Y-25 is one of the newest. Retailers 
chalked up remarkable sales records on this 
combination last year. 


Ask your wholesaler about 3-Y-25 and this STAR 
RING series. 











TRADE MARK 









MANUFACTURING COMPANY, INC. 


adties’ and Mens 10K and 44K Quality Rings 
887-889 MAIN ST. BUFFALO 3, NEW YORK 
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lt PAYS to PUSH this 
HAMILTON BEACH Profit Pair! 


HAMILTON BEACH Products 
Pay FULL PROFIT! 


$1775 Check your 
RETAIL price sheets. 


($18.25 Denver 
and West.) 
includes bracket and 


screws for BOWS ¢ | 


wall-mounting. 
now 

CASH IN ON THIS fast-moving combination! Stock both ey 
and you'll se/l both. In the famous Hamilton Beach, pYRer 
you offer the easiest-to-use mixer of its size in the a 
entire food mixer field. That ease of use counts with all 
women, your customers included, is evidenced by the 
fact that they’re buying Hamilton Beach as never 
before. And now, along come Pyrex Ware bowls to 
keep the ball rolling! 


IN MIXETTE, you have the answer to the ‘“‘small-kitchen’’ house- 
wife’s prayer. It hangs on the wall or fits in a drawer for the 
millions upon millions to whom storage space is a problem. Yes, 6 tan RETAIL 
“and it’s the only 3-speed portable that can be operated with one a” ($34.90 Denver 
hand—but one of many 4big-mixer features. In price, in packaging A = West.) 
... it’s a gift-item natural! 3 mice ee tee 
$0 PUT THIS profitable combination to work. With Mother’s Day } EXTRACTOR Gngle Seater; 
and the bridal season just around the 9 a you're sure to get , $4.25 
plenty of calls for BOTH items. Get set by calling your whole- , pi oor g ad 
saler, now. Hamilton Beach Co., Div. of Sovill 1 Mfg. Co., Racine, W1s. 


‘ + backed by the BIGGEST Spring Advertising Campaign 


in HAMILTON BEACH History! 


k bags 11 MAGAZINES! 
a 91,606,000 ADVERTISING MESSAGES! 











MESHCAN 
a ws 








4,473,000 110,000 3,469,000 555,000 ‘3,281,000 1,244,000 2,251,000 1,046, 000 9,868,000 
copies per issue copies per issve copies per issue copies per issue copies per issue copies per issue copies per issue copies per issve copies per issue 


Tell the “DEEP-CLEAN” Story! jf *\ The New HAMILTON BEACH 
‘“(DEEP-CLEAN” is the clearest, most "ae me 3 Quick-Dry ELECTRIC HAIR DRYER 


convincing selling idea to hit the tank- (ii el vs 
cheoner ainshet in years. Ie’s cney rn peop” A GREAT NEW ITEM for the huge home- 
ecuieeineendis Minnis omens Gide te aan Ba Of o permanent market! On the record, Hamilton 
en , oe ite a ee Beach is the choice of professionals. All-metal— f 90 
you'll se// the Hamilton Beach “Deep- includes eleven no plastic. Light, easy to handle, yet durable | $14 
‘ , . f cleaning tools tee y lg - ; 
Clean’’—the cleaner with more exclusive $7250 | ‘aac Two switches—-'On-Off” and “Hot-Cold.” AC. RETAIL 
features than any other in its price class. case. DC. Handsome light ivory enamel. Gift package ~~ $15.45 Denver 
RETAIL doubles as attractive counter display. ( and West.) 
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Once again 
one of the 
better things in 
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APRIL 3, 1950 ISSUE 


her Deltah's 


necklace 


give 
ting “Lucia- 
n the captivating 


J gift case a grand opportunity 


enchan 
i 


fan-shape 





to score a smashing 


selling success... 


More than 20,000,000 readers of LIFE 

will see this compelling and colorful 

Deltah ad. From past experiences, we 

know that thousands of these readers in 
your own city will be pre-sold by it. 
Converting most of these into actual, 
profitable sales depends on how resourcefully 
you identify your store as Deltah head- 
quarters. To help you, we make available 
free of charge color display cards of this 
ad as it appears in LIFE, as well as striking 


newspaper ad-mats. Just write for them. 
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CONSULT YOUR WHOLESALER 
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erful gift to me tee hee ee a 
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one who cares. Other lovely Deltoh art : | , : : : ‘ ; : : | i ov 
from $4.50, earrings from $3.60. Prices tne 


Federal tax. At better jewelers averyont a ae a. “a ) | + gs, | 
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SiMULATED @RARES 
us ww vou . Sa L. HELLER & SON, Inc., 411 Fifth Avenue, N. Y. 
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200 RADIO STATIONS (shown in RED) 
broadcast Evans transcribed announcements 
averaging 4 times daily! 


ALSO LEADING 
NATIONAL MAGAZINES 
# 


Over 800 powerful announcements each and every 
day — blanketing the entire nation. This is one of the 
heaviest radio schedules in advertising history—many, 
many times in excess of that given similar products. 


PLUS 84 PARTICIPATING NETWORK, 
REGIONAL, AND TELEVISION SHOWS 















A Total of over 5000 Announcements a Week! 
Stock EVANS, display EVANS, sell EVANS the Economical Wor 


EVANS CASE CO. 
North Attleboro, Mass. 





the lighters 115 million people know about and want 
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7 Genuinely Hand Carved 





F 7D BELOVED 


Barel Bridal wedding ring sets 





| are by far the finest because: 
Each and every BAREL BRIDAL 
is a masterpiece, unsurpassed : : 
\ in distinctive designing, ex- 2 
; quisite workmanship > and . : 


¥ : | seanon qvolity. 


Each and every. ‘BA ‘REL 
BRIDAL is GENUINELY 
















——r—C—“‘“ ‘EL exclusively 
In the largest exclusive assortment of Genuinely 


i Hand Carved Wedding Ring Sets in the country, 
LS to please your customers’ discriminating tastes and , 
Le = contrasting moods... all brilliantly conceived and 
: A : executed in the Barel Bridal plant...sold directly = 


designed by 





the retailer by the manufacturer. 
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Plan NOW for 
Extra Business 
in April and May 


This is your April-May ad. 
Appearing in full color, it will 
make over 86 million reader- 


impressions in LIFE, LOOK, SAT- 
URDAY EVENING POST, TIME, 
NATIONAL GEOGRAPHIC AND 
FARM JOURNAL. 


HERE'S MORE PROMOTION 
OR QUALITY WATCHES 














| “What to give Mother?” is the — m close athand— tical, there's one gift that's perfect be " ed — a fine 

for Mother's Day is May 14th. And, whether Mother is — watch. If the watch you buy - as a wiss yeweled 
a homebody agi -Y — likes to get around, = *ther s _ lever movement, ll be ih ng i utmost in beauty, 
likes gilts chat t are fabulously feminine or pleasantly pr accuracy, and ae a treé f lasting pride 


What every family should know 
about the perfect gift for Mother 





pamny teeing: geen 
can s hav + @ 7 
seit ws ook, one we} cconomic sity and queen. 
ha 





jeweled lever - vement. Any repair expert can 
ae you —never be fon yd = called watch “bargains 
~you usually get aa you pay for! 





For the gifts you'll give with pride—let your jeweler be your guide 


Balance pone ~ qu - phe iss jowelec 
ede ment (left) is pr ade of apecial alo y which j ° 
automatically compensates ro temperature changes ‘ maTre o . . “War . 
tiny timing screws at rim are adjustable to give maxi The W AT CHMAKERS OF . é SWI q ZERLAN D 
mum accuracy. Cheap balance wheel (right), stamped out > ye 
of ordinary metal, is imgeedl ble to regulate properly “ane? 


SOS 0 wiles Federation of Weteh Menulectures 








NE GOOD WAY to make your promotions pay off in sales is to support them with good, 
hard-hitting advertising. And that’s just what The Watchmakers of Switzerland are 
doing for you with their special Mother’s Day ad. 


Headlined—*What every family should know about the perfect gift for mother’’—this 
ad does three important things for every jeweler. It sells quality jeweled-lever Swiss watches 
as the perfect Mother's Day gift; it sells the quality and style advantages of a jeweled-lever 
Swiss watch; and it sells readers on the jewelry store as the perfect place to shop for gifts. 


Every jeweler can capitalize on this ad . . 


. every jeweler will find Mother’s Day ideas in 


it. And every jeweler should tie in with this slogan that appears in this and every ad... 


For the gifts you'll give with pride—tlet your jeweler be your guide 
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Get this free display for Mother's Day! 


| T’S FREE i This big, full-color, 5-piece window display has been es- 
pecially designed to help you boost watch sales during April and May. It 
features the colorfui illustration from the April-May ad by The Watchmakers 
of Switzerland — makes a wonderful center-of-attraction for your store. 








Style your windows around this display, fea- 
turing the many wonderful jeweled-lever 
Swiss watches for women. And be sure to 
have counter reminders so that no customer 
can forget “the perfect gift for mother.” 





In addition to the display, there'll be an 8- 
page merchandising booklet. Written by our 
merchandising experts, this booklet offers 
you a wealth of tie-in and follow-up ideas 


The WATCHMAKERS OF 
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A WATCH WITH A QUALITY 
SWISS JEWELED LEVER MOVEMENT 


that will help make your store gift head- 
quarters for Mother's Day. 

To get this Mother's Day merchandising 
package of display and booklet, write to: 


The WATCHMAKERS OF SWITZERLAND 


c/o Dept. M 
730 Fifth Avenue, New York 19, N. Y. 


SWITZERLAND 
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The Official Catalogue of Swiss 
Watch Repair Parts can save you 
time, trouble and money if you 
read the instructions and use it 
properly! 


@ By simplifying identification of move- 
ments. 


@ By making possible identification of 


unmarked movements. 


@ By simplifying the identification and 


ordering of repair parts. 


@ By speeding up ordering of material 






The WATCHMAKERS OF 


HOW TO TAKE THE GUESSWORK | 
UT OF REPAIR WORK 


Ss 


2»? _— Sty, 


FEDER, 
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Yanuer? 
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and minimizing the possibility of mis- 


takes. 


@ And, because it’s in loose-leaf form, the 


catalogue is always up to date. 


This is the first of a series on the use of 
parts I & IT of the Catalogue. While the 
instructions and introductions of these 
books give complete details, you may 
find these pages helpful to you as an 
outline. To get the most benefit from 
this article, we suggest that you open 
your Catalogue to the proper place as 
you read along. 
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Using Part | of the Official Catalogue to identify 
and order parts for a marked movement 


This symbol and number repre- 
sents an example of the way 
Ebauches movements are 


marked. The outer part of the 
symbol identifies Ebauches, S.A. 





—the inner design identifies the 
specific firm—and the number 
identifies the particular move- 
ment. This symbol is always 
Tolerate Mola Mi dal-Meol lo] M-t(o(-rol ame) (oh i-e 





You now have all information needed: 
1 part +723, Fontainemelon 25. 


1. Let’s assume you have a lever movement to 
repair that requires a new balance staff. The 


above mark tells you that it is an Ebauches 5. It is standard procedure to include the fol- 





movement, so you use Part I of the Cata- 
logue—which covers practically every move- 
ment made by the Ebauches firms. 


Identify the mark, using the list on page 5 
of the Catalogue. This particular movement 
is made by Fabrique d’Horlogerie de Fon- 
tainemelon S. A., located in Fontainemelon, 
Switzerland. 


Now, identify the part number by turning 
to page 6—Lever Movement. Here we see a 
picture of the balance staff with its number 
— 723. This number identifies all balance 
staffs for lever movements. 


Check this identification by referring to 
“List of materials for lever movements,” 
beginning on page 7. Here the parts are 
illustrated, named and arranged in numeri- 
cal order. You will find number 723 on page 
9, together with its photograph and proper 
technical description. 


lowing five identifications when ordering 
materials from your suppliers based on the 
method used in this Catalogue: 


The number of the part. 


The mark and/or name of the firm affili- 
ated with Ebauches, S. A. 


The number of the movement (for chrono- 
graphs, state how many pushers). 

The quantity of parts required. 

Any further identifying special feature of 
the part, such as: diameter of the jewel hole 
for a balance or pallet staff, the height of 


the hour wheel or cannon pinion, diameter 
of screwpitch (thread) of a stem, etc. 


Next month these pages will tell you 
how to use Part I of the Official Cata- 
logue to identify, and order parts for, 
an unmarked movement. Be sure to 
look for tt. 
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If you have any question on the use of these catalogues, please write to 
The Swiss Watch Repair Parts Information Bureau at 730 Fifth Avenue, New York 19, New York. 
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«to the Profit Possibilities of 
No. 451-8 — "Cat a the Full Line with the Patented 


napper”’ in ivory col- 
ored plastic case, 79 
x 42"... 

Retail $4.95* 


No. 451-AL— Same ¥ \.\Sageyfs/) . 

with luminous hands = gs, eae 4 - 

and numerals... i ES eS 
$5.95* 


No. 477-A — Semi- — e oi 
Round Table, in ma- egg Sa MEE: 4 id 
hogany wood colored 
case with fluted base 

Retail $7.95* 





No. 477-AL — Same 

with luminous hands 

and numerals... . = % — Lg 

* Se eeae COUR sane os ee ‘ae 

sees _ No. 486-A — Pussy. 
Footer’’ in ivory col- 
ored plastic case, 43/4 
Rie” +s 

Retail $3.98* 


No. 486-AL — Same ; 

with luminous hands 

and numerals... 
$4.95* 


No. 478-A — Table 
Model in mahogany 
or maple finished 
case, 7/2 x 438"... 

Retail $8.95” 














FEATURED CLOCKS in this line have been, without serious challenge, the 7 


most popular electric alarm clocks of their kind in their time. 


No. 480-A — Table ae _ 
a gee AMZ Now you can follow up this advantage by offering a full and complete line” 
a oe a cn fe with the same famous Sessions name, designed to suit virtually every cus 
metal dial, 5% x ; : 

ln’? | OR ae & : ; . 7 

lee VAIN tomer’s preference. All are priced right. All have the famous, patented 


Retail $8.50* 
Sessions “Tru-Bel” alarm — not a buzzer! Like all Sessions Clocks, they are | 


smooth-running, quiet and dependable . . . and generously advertised nation: 


ally. Better check your stock and round it out now! 


Model in mahosony A 0/0 SN essi OnS bi ocks 


finish, silver colored 


metal dial, 6% x Og = SELF-STARTING e ELECTRIC 


ne” 6. 
: . 
Retail $8.95 wnpOTt EVEN 4 Pups 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT = 
In Chicago: The Merchandise Mart Plaza; In San Francisco: Western >. © ee: 
Merchandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. ee 


@SLIGHTLY HIGHER IN FAR WEST. SUBJECT TO FEDERAL 
EXCISE TAX. PROTECTED UNDER FAIR TRADE ACT. 





Like having an 
extra salesman 


on your counter 


LK 


lx Dra 


or in your window 
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... this Walter Lampl Charm Display sells 
MORE charms to MORE of your customers. 


Designed to show thirty-six charms, this 
handsome, sturdy display unit given FREE 
... On request... with every order for Gold 
or Sterling Silver charms of $100.00 KEY- 


STONE or over. 


Background of display 
unit. . . Black velvet 
criss-crossed in aqua. 


All charms illustrated are Sterling Sil- 
ver and retail from $1.00 to $4.00. 
Most of them are movable, many 
feature famous views. 











608 FIFTH AVENUE 
‘‘creators of the unusual — as usual’’ 
NEW YORK 20 
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| THINK 1950 |_--7y 
WILL BE A 
BOOM YEAR 


FOR SALES! 







































| THINK 1950 

WILL BE A 
GLOOM YEAR 
FOR SALES! 





























































WE DON’T KNOW— 


SO WE’RE NOT TAKING ANY CHANCES! 





Some economists predict 1950 will be a record year 
for home appliance sales. Other economists are not 
so enthusiastic about prospects. 


We don’t know which ones are right—but we’re 
taking no chances! 


And so—for the very first time—we’re putting 
an impressive year-round advertising campaign be- 
hind the beautiful new General Electric Combina- 
tion Sandwich Grill and Waffle Iron. 





You’ll see sales-loaded ads on this new appliance in 


Life... Better Homes & Gardens ... Bride’s Maga- 
zine ... Modern Bride . .. House and Garden... 
and House Beautiful. 


So no matter which way 1950 goes—you can count 
on a boom year for Combination Sandwich Grill 
and Waffle Iron sales. What sales-appeal this new 
beauty has! Appliance & Merchandise Dept., Gen- 
eral Electric Co., Bridgeport 2, Conn. 
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Waffle grids are 60% larger! It toasts delicious sandwiches . . . makes 

four luscious waffles at one time (when large waffle grids are inserted ) 

| ...even fries bacon and eggs—all right at the table. Gives your custom- 

crs almost a square foot of cooking surface. 

| Also available in Automatic model at $19.95. On the Automatic, a 

turn of the Temperature Selector quickly gives the desired heat. And 

: a “‘tell-you-when”’ light signals the instant correct temperature is | 
reached. All at a low, low price. 





You can put your confidence in— 


GENERAL LECTRIC 
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don't trust 
your naked eye 


Let Your Own LOUPE 


prove the PERFECTION of f Lonpe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
, oe aa! @ . through your own Loupe. You will then share the enthusiasm 
ee of other thousands of jewelers who are now successfully 
On” no” 


and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 


& 


° 
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630 FIFTH AVENUE, NEW YORK 20, N. Y. «| 
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isplay America’s OUTSTANDING kiddie line 
. . . sell MORE Kiddie Kraft 





. .. nationally advertised 


... Sweetheart” Jewel Box* 





... foremost in style, variety and 
quality 


..- popular priced—$2.50 and up 


. .. FREE newspaper mats and full-color 
displays—write for yours 


Build extra sales . . . establish a permanent Kiddie Kraft 
department. Contact your wholesaler — TODAY 


MARATHON COMPANY 
Attleboro ¢* Mass. 





Creators of the finest Children's 
Jewelry for over half a century 


’ Kiddie Kraft's new ‘“Sweet- 

) heart’’ 10K Gold Birthstone 
ring assortment will sell rings 
. «. all year ‘round. 


WRITE FOR special $50 Starter Assortment (costs you $25). Best selling 
numbers of Rings, Bracelets, Lockets, Crosses, in 10K Gold and Gold Filled 


at ms oe? ee sesh alasealane 





$30.00 
oMmolT=Taskol avo Mat -5, 


M1020 D1030 M1026 D1042 M2052 D2046 


$24.00 $16.00 $40.00 $25.00 $55.00 $53.00 
Mme fE-TaaKelale MET: 8 diamond set 19 diamond set 


$40.00 pair $65.00 pair $108.00 pair 





Pag 4S KIN LOCK SETS 
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ai } Complete Line from 


$49.00 to $500.00 


Keystone 


ML2028 ML2023 
$130.00 $75.00 


1 MRolt-leslelilo matt; 7 diamond set 











Mats and other promotional material available Rings Enlarged to Show Detail 


Daud Sarkin, Tuc. 37 W. 47th ST., NEW YORK 19, N. Y. 
Leading Ring Stylist for More Than A Quarter Century 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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“Golden Laurel”... 
filigree laurel leaves of 
Trifanium entwined into a 


golden vine to bring beauty 









to your Springtime suits 


or dresses. 


design patent pending 


A SILVER ANNIVERSARY FEATURE Celebrating Twenty-Five Years— 
CZ 0 
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RAFFIC and SALES 
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Better-than-Ever 












Value in this 
ROSITA 3-PIECE 
Baby Crosby 
STERLING SET 


oS SSS ree ere 


Se ba as 


og, 


This new Rosita set has every requisite for sensational sales Retails for $7.95 
success ... Superb quality, irresistible eye-appeal, beautiful 


- packaging and, outstanding value. Includes substantial 
weight sterling spoon, fork and hollow-handle knife with 
stainless steel blade. The delicate Rosita pattern is exqui- b Melts 
Set 









sitely wrought. Order on firm order form or letterhead. 
Cost 


A. COHEN & SONS CORP. Minimum Shipment 


6 Sets 
Pt eet: JFiwvd. $itreet iow. Yowk. 0. FB 


FOR MARCH, 1950 





J wa Ao /VWAA Ph sirinn» week Dewge sts ey iy 19% 
A ee 5 As WAIN oe oe ae! A beso ty Aw 2 Ly, 1980 
JV YA / / . : , : 15 

D amt dy pe, iam banners 19 
7 AW ada were hea eer Jaren tay Pe 1986 
ar T da rent — prs oe 


aie SIS 6 


fo  pataine cs mlIID 
: brewer, S780 


Y 


birginsers ow (756 


mg A pero rnd te in (79) 
cd Persie vn, bw 110 





voted least likely 
to succeed! 


. The fellow who forgot that his diamond business was the key to his 
successful jewelry operation. Don’t let potential jewelry business slip 
through your fingers! The Columbia Diamond Ring Merchandising Plan—the most 

thorough selling program ever devised for the successful 
promotion of diamond rings, will give you the tools to meet 


1950's problems, the “shot in the arm” to lift up sagging volume 





and the impetus to increase your sales and profits. 





There is a place in your store in 1950 for the COLUMBIA DIAMOND 
RING MERCHANDISING PLAN, acclaimed by over 3,000 retail jewelers 


throughout the United States. It is a must for your store. 
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A Product of AXEL BROS., Inc 
21-10 49th Avenue, Long Island City, N. Y. 
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Lururtouly Packaged 


_..a completely dependable 
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No. 174. Emerald-cut 
Rose, Peridot (light gree 


No. 719. Cluster motif 
with simulated pearl cen- 
ter surrounded with genu- 
ine crystal rhinestones. 
| Gilt finish. Luminous dots 
and hands. Diameter:3 7%”. 


: To retail at $29.50 





plus tax 


West Coast Prices Slightly Higher 


Consult your wholesaler 
r 


Senica 
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TI sees RHINESTONE CREATIONS 


1 DAY 7-JEWEL SWISS ALARM CLOCKS 


yill make profitable history in your clock department! Ex- 
iting... colorful ... exquisitely fashioned ...each lovely 
clock is, as well, a masterpiece of precision-craftsmanship 


we 8 el a oem J 75 pe 3 
0 2 an ’ 4 > 
wt 


bossed numerals. Luminous dots and hands. Size: 4%” x 458”. 







... these new Semea creations 


time-keeper. 


mR 





No. 172. Oval-shaped genuine rhinestones. Crystal, Aqua, 
Rose, Peridot (light green), Amethyst, Topaz. Gilt finish. Em- 


bo:sed numerals. Luminous dots and hands. Diameter: 5”. 


To retail at $32.50 plus tax 
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genuine rhinestones. Crystal, Aqua, 
n), Amethyst, Topaz. Gilt finish. Em- 


To retail at $35.00 plus tax 


4 ae 
Seto «Be - 
iPorasd- 


a 4 





No. 173. Set with alternating crystal baguettes and colored 
round genuine rhinestones, or all erystal. Gilt finish. Embossed 
numerals. Luminous dots and hands. Diameter: 5”. 


To retail at $33.50 plus tax 


Aarurious Packaging 


... highlights the sales appeal of these glamor- 
ous new Semca clocks. Exclusive in design, 
crafted in a rich suede finish, gold stamped, 
each gift box readily converts into a dynamic 
display piece! 


SEMCA CLOCKS NATIONALLY ADVERTISED 
BY RADIO and on TELEVISION 


Saedeinsicichatatakdueiosinivinsindasastaraniiniivnietitete ste EWS sa sl SSS 
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30 IRVING PLACE, NEW YORK 3. N. 


THEY’RE NEW! 
HEY’RE NEWS! 





(; J ?) N JEWELRY COMPANY. INC. 
22-14 40TH AVE., LONG ISLAND CITY 1, N.Y.} 
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CONTAINS: 


One Dozen exciting new, incomparable pe iH | S 
PADETTE De Luxe straps . : 














SOE Re 


One Dozen Saddle Stitched straps 


, One Dozen regular straps, including 
: extra-long styles 


+ 


Your Cost.....:....... 18° 
Selling Price........354% 


a 
a 








YOUR PROFIT— *36” 





Build your watch strap selling efforts around this 
new and exceedingly attractive NEET 3-dozen 
display, and watch your sales and profits 
zoom. For this display has the eye-appeal to 
emphasize the buy-appeal of the popular 
straps it features. Be one of the successful 
jewelers coast-to-coast now cashing-in 


on it. Order your displays today! 


CONSULT 
YOUR 


WHOLESALER 


ARISTOCRAT OF 
WATCH STRAPS 


LASKO STRAP COMPANY 200 Hudson St., New York 13 
CHICAGO: 29 East Madison — LOS ANGELES: 220 West 5th Street 
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by day or night. * Daisy Necklace about *12.00, Pins from *7.00 to 53.00, 
Earrings about 56.00. Set of 3 individual ““He Loves Me’’ Petals 


about °2.00. Federal tax extra. * At fine stores everywhere. 


(its ) ee t 
Kx Kramer JEWELRY © 48 WEST 37'# STREET »- NEW YORK 18, N,. Y. 


eo This ad appears in Vogue, March 15th issue. Others in Glamour, 
Mademoiselle and magazine sections of leading newspapers. 
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What's the watch __ . 
worth watching? | Veet rod ACY 
The budget-minded watch, | . 
that’s ticking off sale after sale 
in leading jewelry stores from 
coast to coast... the accurate, 
‘ completely dependable watch 
that makes its appearance in { 
striking national ads millions of 


potential customers will see in 
1950. Naturally it’s a 


NATIONALLY ADVERTISED 


the watch that means greater 
unit profit for you! Remem 
ber, when you sell a Craw- 
ford watch, you sell a watch 
of sound quality,. .. a watch 
that increases your prestige, 
ups your profits. For your 
best watch buy... for the 
watch your customers will 
buy and recommend, look 
» to Crawford. 
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*TRADEMARK REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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Hasy Locking... 


Makes WED-LOK Fasiest to Sell! 


A QUICK GEST URE... and immediately your customer can see the superiority of the lock- 


ing principle in Wed-Lok* diamond ring ensembles. Merely press the two rings together 


gently, and they’re locked. Draw them apart, and they’re unlocked, wearable as lovely in- 


dividual rings. Yet in spite of its appealing simplicity, the new improved Multi-Grip lock is 


a practical development...and so soundly designed that it’s guaranteed for the lifetime 


of the rings. In every way, Wed-Lok* sets mean quality you and your customer can trust. 


1? Reasons Why Wed-Lok* Will Give You 
More Sales...More Satistied Customers ! 


e Gold or platinum Tempered Mountings* (not cast) 
for diamond security and longer ring life 


e Locks at two points, preventing friction and wear 


e Rings are placed in natural wearing position to lock; 
no turning or twisting is necessary to lock them 


e Rings lock together instantly, merely by pressing them 
together gently 


e No attachments or extra gadgets needed to lock rings 


e Improved Multi-Grip lock is guaranteed for the life 
of the rings 


e There is no wearing through of locking parts 


e Wed-Lok* sets are available in a variety of styles in 
both Wide and Narrow rings 


e Rings may be worn and sold separately 


e The Wed-Lok* idea makes it easy to sell two rings in- 
stead of one 


e Wed-Lok* distribution is controlled . . . rings are sold 
direct to retail jewelers only 


e Wed-Lok* dealers receive the best of advertising aids 
(wide choice of mats, booklets, displays, etc.) 








% Seep 











The New, Improved Multi-Grip Lock 
holds rings more securely than ever before... 


More flexible and resilient, this new improvement holds 


rings more firmly and guarantees extra-long wearing quality. 





O) 






lock together 


| 
HERE & HERE 














114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 


FOR MARCH, 1950 


*TRADEMARK REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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9126 Series 
1/20 12K Gold Filled 
$5 retail 


[IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 


JEWELERS’ CIRCULAR-KEYSTONE 


























This New Yorker advertisement > 


shows 


Another 
Universal 
Geneve 


Sales 
Leader 
for 1950 


this SELFWINDER 
is THE Automatic 


of the year— 


built right— 
looks right— 
priced right— 
It Sells on Sight! 


‘Write for details and copies of our 
new ‘Pocket Reference Book’’ 
for your salesmen 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N. Y. 


MEMBER 
tween ywoustey Counc, 


‘© H.S.W.A, 1950 





FOR MARCH, 1950 


THIS IS THE WATCH OF 1950. 
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' Larger than 






actual size 


water-resistant 
dust-resistant 
shock-resistant 





UNIVERSAL 


GENEVE 





40 hours of reliable time generated in a few hours 
of normal wrist wear. 


New, lightweight pendulum with jeweled bearing 
assures greater durability and efficiency. 


New, technically advanced, anti-magnetic 17- jewel 
accuracy movement. 


New, distinguished, super-protected GOLD-FILLED 
case—safeguards against normal watch hazards. 


New, pleasing design of hands and dial gives you 
visibility unlimited. 


Pin-point timing made possible by professional type 
sweep-second hand. 


In other words, a great new automatic watch $ 
and a wonderful investment at 


Federal Tax 
INCLUDED 


309 @ @@ @ 


CALL ELDORADO 5-6158 OR WRITE FOR NAME OF NEAREST DEALER 
THE HENRI STERN WATCH AGENCY, INC., 587 FIFTH AVE., N. Y. 17 
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ROSARIES..... 
fl) CATAMORE 


Here are four more rosary creations in the 

extensive Catamore line, which every day is 

gaining wider recognition as the rosary line. 

Available in sterling, gold filled and 10 karat 

gold, these rosaries reflect the finest workmanship, beauty and qual- 
ity that it is possible to achieve. There’s a Catamore Rosary to satisfy 
your most discerning customers. Ask your wholesaler to show you 
the complete line. 


FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN WILLIAM PEACH 
373 Fifth Ave. 704 Market Si. 29 E. Madison St. 231 Pine Street 


New York. N. Y. San Francisco 2. Cal. Chicago, Hl. Providence 3, R. |. ¢23] PINE STREET » PROVIDENCE 3° R° I 


New York West Coast Mid West East \ | Qarmgam, 


THE JEWELERS’ CIRCULAR-KEYSTONE 





the House of Fisldatls 


AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS 
AND WEDDING RINGS 
IN GOLD OR PLATINUM 


Jewelers from all over 
America know Goldstein-Gerson 
as ‘‘The House of Fishtails” . .. for no 
~ one else has such a wide selection of 
mountings to fit every size diamond from 300 per 
carat to half carat. See this complete line of 


superbly crafted rings in various price ranges. 


Every Popular Style and Size 
Every Popular Price You Need 


EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 
Sold only through Wholesale Distributors 


ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ A.B. GRODMAN e@_ IRWIN GOLDSTEIN 


FOR MARCH, 1950 73 
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WATCH BRACELETS FOR 


Designed for eye-appeal ... precision-made for lagi, 
satisfaction ... priced for volume sales! ; 
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* Stainless Steel 
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1/20 10K G.F. TOP 


Stainless Steel Back Mt . Se a 3373 (No. 204 Yellow, Pink or Whitet 





NATIONALLY ADVERTISED 


Over 256 Radio Stations 
From Coast to Coast 
and ON TELEVISION 
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No. 1D45 Yellow Gold Filled; alsoin S. S. 









Engraved 
Engraved with Locket 
Stone Heart 


Stone Heart and Locket 















Ask Your Wholesaler or Jobber No. 40 > Pa a es 

Yellow, ellow, RAARm 

in ink AAS J 

M. F. G. WATCH BAND COMPANY, INC. =—_*" Pink 


White eens \4 
98 Canal Street, New York City G.F.; Roa = CG ie G. F. 
also ; 3 . 4 . 3 | ota 
Mid-Western Representative: Irving Seltz, 29 E. Madison St., Chicago, IIl. in S. S.* , . rent 
Pacific Coast Representative: George Dolin, 707 South Broadway, Los Angeles, Calif. 

Eastern Representative: George Barr 


Lew Armer, 104 Poplar St., Atlanta, Ga. 

























Southern Representative: 
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/24BULOVA HAND CABINET 


for genuine repair work with speed and money-saving convenience! 
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at all these advantages! 
YR 


a You save $18.00 





loa You get a complete range of Genuine Bulova Hands for 
all popular Bulova models. 





a All hands are of finest quality—all steel, hand-rubbed 
and polished, lipped and socketed for perfect fit. 


74 A complete Interchangeability Chart and Guide is permanently attached to 
the cabinet. 


fp SCT hour and minute hands are packaged one pair to a factory-sealed package. 


Companion Kits for Stems, Staffs, Crowns and 
Mainsprings are also available. An order placed. now with your Ma- 
terial Jobber will insure early delivery. Place Your Order TODAY! 


BULOVA WATCH COMPANY, Inc. 


MATERIAL SALES DIVISION 62-10 WOODSIDE AVENUE, WOODSIDE, L. I., N. Y. 
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These Promotion Specials 
Keep Your Cash Register 


:  } Just look at them! Your customers will... 
othe ~ a if and they'll buy! 
| | | g You'd never believe such excellent quality 


diamond rings could sell for so little! 








And — each of these sales-getting rings is a new, smart design in beautiful yellow or white gold. 


Center stones are in the latest REFLECTOR-TYPE settings to enhance the diamonds’ size and brilliance! 
They're naturals for promotion . . . for increased sales and profits! 


Feature Berland Diamond Rings in your advertising, 


and watch the business roll your way!! 





Triple-row, 21-diamond 
Wedding Ring 


11-diamond combination $4(). # 6869 


Wedding and 
Engagement Set All illustrations enlarged 


$4(). #5292 to show detail . 


JOSEPH BERLAND « MANUFACTURING JEWELERS 
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Createst Diamond Ring Valu 
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Don't lose sales because of overpriced, 


over-packaged watchbands! In quality... 





in design ... in perfection of mechanical 


detail, the Everfine line is absolutely without a peer. 








A Good ge 

. Merchant makes it 
easy for his 

Customer to buy 


Yet the moderate price makes it easy for all 
your customers to buy. The extra volume, the extra 


profit-per-sale, and the extra customer satisfaction, 





mean more to you in the long run. Get Everfine 
on your counters NOW! 


i 
Sold Only Through Your Wholesaler 





JEWELRY MFG. CO. 


157 ORANGE STREET: PROVIDENCE 3, RHODE ISLAND 
U 






Canada Mexico 
REPRESENTATIVES: Filigrane Specialty Co. Everfine de Mexico, S. A. 
Sherbrook, Quebec Mexico City 
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Announcing 


The smallest 


self-winding watch 


Tail celal: 















































Actual size 


Smallest self-winding mechanism makes 
world’s smallest self-winder. Secret of Eterna: 
Matic is the revolutionary winding mechanism 
—an unbreakable ball bearing no bigger than 
the head of a match. It swings the oscillating 
weight freely in a complete circle—clockwise 
and counter-clockwise...winds mainspring at 
the slightest motion of the hand. 


Look for this ETERNA*MATIC symbol on the dial 


FOR MARCH, 1950 


ETERNA-MATIC 


STYLED TO SELL AS EASILY AS IT WINDS 


ETERNA, maker of fine timepieces for 93 years, continues to make watch 
history! In June—the first watch to wind itself on a ball bearing, the ladies’ 
ETERNA: MATIC. In August—the smallest men’s square-faced automatic ever 
made. And now...ETERNA climaxes its near-century of achievement with a 
new line of ladies’ automatic watches smaller and more feminine than ever 
made before by any watch manufacturer. 

At last, a ladies’ self-winding watch that is graceful in size and style! 
These new ETERNA-MATICS are exquisitely designed... flatter the wrist with 
bursts of splendor. And they wind themselves at the slightest motion of 
the hand...stay wound longer because of ETERNA’S patented ball-bearing 
winding mechanism. In stainless steel, 14K or 18K cases. $71.50 to $185.00 
(FTI). Be sure your ETERNA-MATIC line is complete...write for latest 


catalog. 


ETERNA WATCH COMPANY OF AMERICA, INC. + 580 FIFTH AVENUE + NEW YORK 19 
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T ROLLIN’ DOWN THE 


“Llp ROAD TO PROFITS 


with PRE-TESTED WATCH 


PROMOTIONS! 


THEY’RE TERRIFIC! 


Here they come! Promotions! Big Pro- 
motions! Promotions designed to speed 
your watch sales to a new high in 1950... 
and they’re simply sensational! Get off 
to a flying start with this great 8 dia- 
mond 17-Jewel lady’s watch that will do 
a huge selling job for you. Order Num- 
ber C-791. Your cost $47.50 Keystone. 
It’s more proof that once you get on the 
Rulon Road to Profits . . . you’ll never 
stop! 


NEWSPAPER AD MAT FREE! 


3 col. x 10” ad shown at left is furnished free 
with your order. Write today for your mer- 
chandise and advertising material! 








RUN THE 


MARCH WAT C a Cc Oo . 


MONTH 521 FIFTH AVE., NEW YORK 17, N.Y. 


FOR MARCH, 1950 
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Another A-S-R first to make more profits — 











. for you! This handsome A-S-R model in 


To Retail: For 






heavy duty Chrome gives you something 


: new to advertise and sell. Your customers 

| Will love this tiny, automatic lighter with 
No Fed. 

“Yon We predict this A-S-R Midget will be the 








all the famed A-S-R precision features. 









biggest seller in years. 





Facts About The Midget ASR Lighter 
@Smallin size...only 14% @New filling ease... just 
inches tall. pour fuel in. 


- @Automatic light switch @ Stays lit without holding. 
action. : 


Men Like The Midget Too @ Exceptionally large fuel @Precision made and 
It Fits Their Vest or Watch Pocket _ sapecny. guaranteed. 





Medtiuttes Month, A-S-R SALES. crow 





To bigger... BIGGER... BIGGER! 
stomers 
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MIDGET 4 : ' \ 
Ju Gol a Plate hal we 
hodium Finish. Fuliy Leather covered A ‘Fashion First’ in ig 


Utomatic Action. lighters. Alligator—- lighters. Lustrous Another A+S-*R_ success. 

unnot Tarnish. Can Cobra—Morocco— Mother-of-Pearl; Diminutive, sparkling in | 

2 Engraved. Ostrich; Rhodium Rhodium Finish. rich gold plate, com- / Fs 
Finish. lf- § 

Retails for $750 Retails for $1250 ote sme \ 

| No Fed. Tax Retails for $900 No Fed. Tax 

No Fed. Tax Retails for 


ae Ne vo . r #8 he Gif t £ r} G If t er - heya 


Sold By Leading Wholesalers \ AS 4 









LIGHTER DIVISION A-S-R CORP. Brook yn 1, N.Y. 


Nationally Advertised In LIFE... VOGUE... GOOD HOUSEKEEPING 









banne Crain 










































Says... | 
starring in . 
“CHEAPER BY THE DOZEN” | 
a 20th Century Fox 
Technicolor Production 
| 
POUL. : ge wt, er CARVEL HALL’S 
"Guaranteed by La ee. “ National Advertising 
Good Housekeeping git gt ww 
i n ? 7 
| ee ARVEL HALL... the style leader in the 
2 ie cutlery field . . . is your sales leader for 
; eS Steak Knife Sets—4, 6 or 8 1950! Carvel Hall dealers across the 
i coraneroonate a . 44 ” . e ° e ° ° 
| ‘\ in “Jewel-Box’ chest. Classic nation will have their sales hitched to the big- 
i LS handles shown. : , 
gest campaign in Carvel 
oem Hall history. Based 
a . es wai 
around a June Bride peak ru 
promotion starring lovely 4 
Jeanne Crain. She’s on ° 9 
your sales staff, telling | Be atl * 
your customers about the (gus 
perfect wedding oift “we 3 . 
: Carvel Hall Cutlery. os, ‘if 
we Roe Through the powerful z I 
em page ad, right, lovely ee 





Jeanne will tell your sales story to more than 
7,900,000 readers of Better Homes & Gardens. 


Carver and Fork Carver, Fork and Master Set— Carver, 


| shown with Vogue Sharpening Steel, Fork and six Steak Knives ; 
| handles in in ‘‘Jewel-Box”’ chest. in ‘Jewel-Box"’ chest. She'll tell over 12,000,000 more through other 


“sewel-Box Guam, Vogue handles shown. Vague Rundies sagwn. ads in Good Housekeeping and House & Garden. 
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“I'm going to help you sell 








She tells the story of Carvel Hall microned blades — 
scientifically honed to a microscopic edge, precisely tem- 
pered, backed by a lifetime service guarantee. She draws 
attention to the Carvel Hall package to add more impact 
to your display tie-ins. This great all-inclusive promotion 
has everything to make it the biggest merchandise mover in 
the cutlery industry. 


Write for Promotion Book! Send today for 
your free copy of the Briddell June Bride Promotion Book. 
It gives complete details on the national ads, display mer- 
chandiser, mats, electros, photos, radio and _ television 
scripts, booklets and billing stuffers. What’s more, it tells 
you how to enter the Promotion Display Contest and how 
to tie-in your sales personnel in the Retail Sales Contest. 
Both contests have attractive cash awards. Send now for 
details on a real sales push that can vay off for you! 


BRIDDELL 


CRISFIELD, MD. 


Sine Quality Cutlery 


FOR MARCH, 1950 





4 nnouncing ; 


June Bride Promotion 





CARVEL HALL 


Cutlery Sets” 








‘ 


Here’s Y our Alil=Star Cast of 
Merchandising Aids to Boost 
Your Sales and Profits .. . 


Display Merchandiser-colorful counter or window 
card that draws attention and builds sales. 





Mats, Electros, Photos— Mats or electros of com- 
plete ads or product cuts. Glossy photos of cutlery 


and portraits of Jeanne Crain! 
' nn 
——— 
S 
s/ 
>= 
> 
~ ™ 


Imprinted Stuffers — tested sales-boosters fea- 
turing Jeanne Crain and Carvel Hall Cutlery. Send 
them out with your bills. 


Radio and TV Scripts— complete scripts and de- 
scriptions for use. Timed for 1 minute or 15 seconds 
with space for your own signature. 








Cash Award Contests — for your window or 
counter displays . . . for your own sales people to 
tie them in. 
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All New Designs Featuring Gold Filled 
Tops, with Stainless Steel Backs. 
Individually Packaged in Attractive 
Plastic Box. All Airflex Expansion 
Bracelets Are Unconditionally Guaran- 
teed Against All Mechanical Defects 
for a Period of One Year. 


PRICES TO FIT 
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Manufacturing Jewelers : 


137 South 8th St., Philadelphia 6, Pa. | 


NEW YORK OFFICE: Sales Mgr., George Kramer, 565 Fifth Ave. 
MONTREAL, Canada: Jay Flex, Ltd. » MEXICO CITY, Jaske’s de Mexico 
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Wyler 
Ne is» 


incafle x 
world’s only watch with the flexible balance wheel that absorbs shock. 


WYLER WATCH AGENCY, INC., 630 Fifth Avenue, New York 20, N. Y. 
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Hayward makes a real hit 


by combining 


Smart Packaging. .. 
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ina 


triking Visplays 






and the newest in 


tocuet 1), ans 





“lice important 


factors that add up to 
easy sales and greater 
profits for you. The 
Hayward way is the 
easy way, the profitable 
way. 


* 
WALTER E. HAYWARD CO., INC., ATTLEBORO, MASS. 
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SUPPLIERS 


TO THE JEWELRY TRADE 
WHO ARE SUPPORTING THE WORK OF 
THE JEWELRY INDUSTRY COUNCIL 


The Jewelry Industry Council was created for one purpose — and one purpose only — to help keep 
retail jewelry sales at high levels. It works for the retailer. In so doing it works also for the supplier. 


In response to requests from retailers for the names of suppliers to the industry who are supporting the 
work of the Council, its officers and directors proudly announce the following: 


Special Note: Check this list carefully. Because of space limitations, company names 
appear only under one heading. When a concern makes or distributes many lines, 
the company has selected the heading under which it has preferred its listing. 


MANUFACTURERS AND IMPORTERS 


DIAMOND DEALERS 


COLORED STONE AND 
PEARL DEALERS 


American Gem & Pearl Co. 
E. H. Ashley & Company, Inc. 
Belgard & Frank, Inc. 

H. R. Benedict & Sons, Inc. 
James A. Drilling Co. 

Max Duraffourg Gem Co. 
Eldot & Company, Inc. 
Jack J. Felsenfeld, Inc. 

Sol Gordon 

H. S. Import Co., Inc. 

L. Heller & Son, Inc. 

Heller Hope Co. 

Imperial Pear] Syndicate 


Leonard Levin Co. 

Leys, Christie & Co., Inc. 
The Linde Air Products Co. 
C. Frederick Loch 
George H. Marcher 
Marvella Pearls, Inc. 

S. Nathan & Co., Inc. 
Wm. V. Schmidt Co. 
Edward Starke 

Taunton Pearl Works 
Victoria Pearl Co., Ltd. 
E. Max Weiss, Inc. 


Arnstein Bros. & Co. 
Charles Barnett Co., Inc. 
Baumgold Bros., Inc. 
Lawrence Bodenheimer, Inc. 
Colker Bros. 

Barnett Davis, Inc. 

J. &S. S. DeYoung, Inc. 
Julius Dreyfus, Inc. 
Edward’s Diamond Co. 
Eichberg & Co. 

M. Elkon Co. 

Walter Engelsman Co. 
M, Fabrikant & Sons 
Max Fine & Sons, Inc. 
Hubert A, Fischer 
Maximilian E, Friedman 


Ralph E. Goebel, Inc. 

N. Gogolick & Son 

Fred’k M. Gottlieb & Co. 
Justus Grun 

Wm. S. Hedges & Co. 
Arthur Herzl 

House of Milner 

Jacobson Brothers 

A. Jaffe & Son, Inc. 

L. & M. Kahn & Co. 
Lazare Kaplan & Sons, Inc. 
J. Kroll Company, Inc. 
Frantz E. Landau 

Samuel Lashof & Co. 
Charles Lesser Co., Inc. 
Michael Levy Jewelry Corp. 





See Following Pages —»> 





DIAMOND DEALERS 


Continued 


Carl D. Lindstrom 
Jacques Mandelbaum, Inc. 
Maybaum Brothers, Inc. 
Miller & Veit 

W. R. Neumann & Co., Inc. 
Norling & Bloom Co. 
Reuben N. Popkin Inc. 
Regency Diamonds, Inc. 
Reichman Bros. 

Phil G. Ruvelson Co. 


M. W. Schiffman & Co. 
Schless-Harwood Co., Inc. 
Son & Prins Co. 

Arthur Turkisher, Inc. 
Carl Van Dam, Inc. 

Van Dam Diamond Corp. 
B. & L. Veit, Inc. 

The Victor Corporation 
Ferd, Werthheimer, Inc. 


KARAT GOLD AND PLATINUM 
JEWELRY MANUFACTURERS 


Acme Ring Mfg. Co., Inc. 
Advanced Ring Mfrs., Inc. 
Alberts & Son 
Allsopp-Steller Co. 

James A. Apffel Co., Inc. 
Baden & Foss, Inc. 

B. A. Ballou & Co., Inc. 
Barrasso & Blasi, Inc. 
Baskin Bros., Inc. 

Walter F. Beer Co. 
Benstock Ring Mfg. Co. 
Harry S. Bick & Son 
Binder Bros., Inc. 

The Bock-Lewis Company 
Byard F. Brogan 
Budlong, Docherty & Armstrong 
Church & Company 

Clark Ring Company 
Joseph J. Cleary 

Corbett & Bertolone, Inc. 
Dattelbaum & Friedman 


Davidson & Sons Jewelry Co., Inc. 


Durastyle Jewelry Mfg. Co. 
W. C. Edge Jewelry Co., Inc. 
Engel Bros. 

Feature Ring Co., Inc. 

E. S. Feinstein & Co. 

FE. & F. Felger 

Harry & Ben Frackman, Inc. 
S. Fuschetti 

Garrigus & Co., Inc. 
Goodman & Co. 

Granat Bros. 

Gutfreund & Arnold Co. 

W. J. Harber Co. 

J. & L. Hartzberg 

Helm & Hahn Co. 

Oscar Heyman & Bros. Inc. 
B. F. Hirsch, Inc. 

The House of Kraus 

Alfred Humbert & Son 
Jabel Ring Mfg. Co. 

Jones & Woodland Co. 

‘ Morris Kaplan & Sons 
Kasper & Esh, Inc. 

Kinsley Jewelry Mfg. Co. 
Kirchner & Renich 


Krementz & Company 
Kushner & Pines, Inc. 
Larter & Sons 

S. Lesse & Sons, Inc. 
Lester & Company 

Loretz & Benoit 

Walter H. McKenna & Co., Ine. 
McTeigue & Co., Inc. 

J. Milhening, Inc. 

Moore & Son, Inc. 

Nathan & Berg, Inc. 

John C. Nordt Co., Inc. 
William B. Ogush Inc. 
Ostby & Barton Co., Inc. 
Paramount Wedding Ring Co. 
Preformed Parts, Inc. 

M. A. Reich & Co. 

Romega Inc. 

Rosenthal & Kaplan 
Rosfelder Bros. & Co. 

Leon Rudberg 

David Sarkin, Inc. 

George Schuler & Co., Inc. 
The Schumer Bros. Co., Inc. 
Wm. F. Schumer & Son, Inc, 
Seidman & Company 
Shiman Bros. & Co., Inc. 
Shiman Mfg. Co. Inc. 

M. H. Shiman & Co., Inc. 
Meyer Siegel, Jeweler 
Simons Bros. Co. 

Maurice Spain & Son 

Star Ring Mfg. Co. 

Stern Mfg. Co. 

Stern & Stern Inc. 

George O. Street & Sons 
Louis Tamis & Sons 

S. Toepfer, Inc. 

Traub Manufacturing Co. 
Untermeyer, Robbins & Co. 
René Vauges Co. 

M. Waslikoff & Sons, Inc. 
J. J. White Mfg. Co. 
Whitehouse Bros. 

J. R. Wood & Sons, Inc. 
Franz X. Zirnkilton 


ROLLED GOLD PLATE 
AND GOLD FILLED JEWELRY 
MANUFACTURERS 


American Jewelry Chain Co. 
Anson Inc. 

H. F. Barrows Co. 

Bliss Brothers Co. 

Carl-Art, Inc. 





Cheever, Tweedy & Co. 
Dolan & Bullock Co. 
Finberg Manufacturing Co. 
J. M. Fisher Co. 

Forstner Chain Corporation 
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General Chain Co., Inc. 

The R. L. Griffith & Sons Co. 
Walter E. Hayward Co., Inc. 
F. A. Hermann Co. 

Imperial Jewelry Co. 

J. T. Inman & Co. 

Jewelry & Cutlery Novelty Co. 
Lestage Mfg. Co. 

Otto H. Mueller 

Pitman & Keeler, Inc. 

W. E. Richards Co. 

Ripley & Gowen Co: 


WATCH MANUFACTURERS 
AND IMPORTERS 


The American Rolex Watch Corp. 
Bayer, Pretzfelder & Mills, Inc. 
Benrus Watch Co. 

Jules Borel & Co. 

Bulova Watch Co. 

Calvert Watch Company 
Canterbury Watch Co., Inc. 
Concord Watch Co., Inc. 
Crawford Watch Corp. 

Cyma Watch Co., Inc. 

Doxa Watch Agency, Inc. 
Elgin National Watch Co. 


Eterna Watch Co. of America, Inc. 


Jean R. Graef, Inc. 

The Gruen Watch Co. 

Gubelin International Corporation 
R. Gsell & Co., Inc. 


WATCH CASE AND 
WATCH ATTACHMENT 
MANUFACTURERS 


A. & Z. Chain Co. 

Ralph W. Biggs & Co., Inc. 
Bruner-Ritter, Inc. 
Chambers Manufacturing Co. 
Flex-Let Corporation 

Gemex Co. 


SILVERWARE MANUFACTURERS 


The Alvin Corp. 

Currier & Roby Inc. 

Elgin Silversmith Co., Inc. 
The Gorham Company 

The International! Silver Co. 
Samuel Kirk & Son, Inc. 


“Lunt Silversmiths 


National Silver Co. 
New England Silversmiths 
Oneida Ltd. 





Ross Jewelry Mfg. Co, 
The Samsan Co. 
Sheffield, Inc. 
Silverman Brothers 
R. F. Simmons Co. 
Speidel Corp. 

Louis Stern Co. 
Swank, Inc. 

Taylor & Co. 
Troob-Gordon Co. 
Van Dell Corporation 
Wells Manufacturing Co. 


Hamilton Watch Co. 

Helbros Watch Co., Ine. 

Holzer Watch Co., Ine. 

Hyde Park & Glycine Watch Co, 
Kelbert Watch Company 

Walter Kocher & Co. 

Emil Leichter Watch Co., Ine. 
Longines-Wittnauer Watch Co,, Ip 
Norman M. Morris, Inc. 
Ollendorff Watch Co., Inc. 

Jules Racine & Co. 

James Schultz 

The Henri Stern Watch Agency, In 
Vulcain Watch Company, Inc. 
Wyler Watch Agency, Inc. 
Yorktown Watch Co. 


The Hadley Co. 

Leo Heilbrun Co., Inc. 
Jacoby Bender, Inc. 
Kestenman Bros. Mfg., Co. 
Jacques Kreisler Mfg. Corp. 
Star Watch Case Co. 


The Randahl Shop 

Reed & Barton 

Relda Sterling Products Company 
J. W. Robbins Co. 

Saart Bros. Co. 

The Stieff Company 

Towle Manufacturing Co. 

R. Wallace & Sons Mfg. Co. 
The Watson Co. 

Webster Co. 

Frank M. Whiting & Company 





FASHION JEWELRY 
MANUFACTURERS 


Atlantic Novelty Jewelry Co. 
M. Bonn Co. 

Coro Inc. 

Felch & Co. 

Leo Glass & Co., Inc. 

The Knobby Krafters 


Milglo Jewelry Co., Inc. 
The Napier Co., Inc. 


Otis Co. 


Sceptron Jewelry Creations 


Trifari, Krussman & Fishel, Inc. 


Whiting & Davis Co., Inc. 
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CHAINS AND FINDINGS 


WATCH SUPPLIES 


American Time Products, Inc. 


Pacific Jewelers Supply Co. 


PEN AND PENCIL MANUFACTURERS 


A. T. Cross Pencil Company 


EMBLEMATIC, SCHOLASTIC AND FRATERNAL 


Norma Pencil Corporation 


JEWELRY MANUFACTURERS 


J. A. Buchroeder & Co., Inc. 
Dieges & Clust 

Dorst Jewelry Co. 

A. H. Fetting Company 
Herff-Jones Co. 


Irons & Russell Co. 
J. Jenkins Sons Co., Ine. 


Josten Manufacturing Company 


Robert Stoll, Inc. 


Wefferling, Berry & Co., Inc. 


PERSONAL LEATHER GOODS 
MANUFACTURERS 


The Springfield Leather Products Co. 


COMPACT, CIGARETTE CASES AND™ 
DRESSER SET MANUFACTURERS 


Eagle Silver Co. 


Elgin American, Division of Illinois Watch Case Company 


ROLLED GOLD PLATE 
MANUFACTURERS 


Edward N. Cook Plate Co. 

Cook, Dunbar, Smith Co. 

General Plate Division of Metals & 
Controls Corp. 

Horton-Angell Co. 

The Improved Seamless Wire Co. 


Raymond Abrahams 
Aisenstein & Gordon, Inc. 
I. Alberts’ Sons, Inc. 

Benj. Allen & Co., Inc. 
Robert Allen Co. 

American Jewelry Distributors 
Baldwin-Miller Co. 

The Ball Company 

A. Jos. Baltin & Co. 

Thos. L. Barrowman 
Bernard Bartikowsky 
Bauman Massa Jewelry Co. 
Joseph B. Bechtel & Co., Inc. 
A. C, Becken, Jr. 

A. C, Becken Co. 

The Bergman Company 
Biggard & Co., Inc. 

Bogle Bros. 

Bolotin & Sheinin 

Emil Braude & Sons 
Thomas N. Breese 

Alpheus L. Brown, Inc. 
James J. Burke Co. 

J. P. Byrne & Sons 


Leach & Garner Co. 

D. E. Makepeace Co. 

I. Stern & Co., Inc. 
Union Plate & Wire Co. 
Vennerbeck & Clase Co. 
A. T. Wall Co. 


Armbrust Chain Co. 

Atlas Chain Co. 

Augat Brothers 

W. R. Cobb Co. 

Concord Manufacturing Corp. 
Essco Mfg. Co., Inc. 

Excell Mfg. Co. 

Federal Chain Co. 


General Findings & Supply Co. 


Goldsmith Mfg. Co. 


Guyot Brothers Co., Inc. 

M. S. Company 

Metal Finding Mfg. Assn. 
Millard Wire Co. 

¥F. H. Noble & Company, Inc. 
Pilling Chain Co. 

Sweet Mfg. Co. 

A. E. Waller Co., Inc. 
Universal Chain Company, Inc. 


BOXES AND DISPLAYS 


Arrow Mfg. Co., Inc. 
Baranger Studios Inc. 
Buffalo Jewelry Case Co., Inc. 
Bullard-Pickering Co. 

Louis Ettlinger & Sons 


Eureka Manufacturing Co., Inc. 


Edwin Freed Inc. 

The Mason Box Company 
The Mautner Co., Inc. 
Rueckert Mfg. Co. 

Oscar Trilsch Co. 


ADVERTISING AGENCIES 
AND SERVICES 


The Louis Bass Company 
Cecil & Presbrey, Inc. 
Ellington & Company 
Foote, Cone & Belding Int. 


Edwin Freed Advertising Corp. 


Grey Advertising Agency, Inc. 


Lyons & Blaine 

Luckoff, Wayburn & Franke! 
Metro Jewelry Service 

Norm Advertising, Inc. 
Simons-Michelson Co. 

S. J. Surnamer & Co., Inc. 


REFINERS 


The American Platinum 

Works, Inc. 
Attleboro Refining Co. 
Baker & Co., Inc. 
Cincinnati Gold & Silver 

Refining Co. 
Sigmund Cohn & Co. 
Glines & Rhodes 


T. B. Hagstoz & Son 

Handy & Harman, Inc. 
Hoover & Strong Inc. 
Kastenhuber & Lehrfeld, Inc. 
Pease & Curren, Inc. 

B. Shteinshleifer 

N. L. Shteinshleifer 


LIGHTER MANUFACTURERS 


Alfred Dunhill of London, Inc. 


WHOLESALERS 


Cahn & Kornbrodt Ine. 
Ed. Cain & Co., Inc. 


Central Watch Materials & 
Supply Co., Inc. 


S. H. Clausin & Co. 
A. Cohen & Sons Corp. 


Jacob Cohen & Sons Jewelry Co. 


Harry Cornell & Co. 
George F. Crook Co. 

C. E. Demarest & Sons 
E. De Santis 

Edwards & Company 
Eisenstadt Mfg. Co. 

J. Engel & Co. 

Ewing Bros. 

Feinstein Bros. 

A. H. Ficken Co. 
Finkelstein Brothers, Inc. 
S. Frackman & Sons, Inc. 
Franklin Bros. 
Freudenheim Bros. Inc. 
A. Frisch & Co., Inc. 

R. P. Gallien 


Georgia Diamond Merchants 


The Gerson Company 
Gerwe Brown Co. 

Martin Gluck & Son, Inc. 
Simon Golub Co. 
Nathaniel I. Goodman, Inc. 
Samuel Gordon & Co., Inc. 
The Gould Co. 

Harry Greenwold Co. 

J. H. Gross & Co. 

A. I. Hall & Son 

H. Hamburger Co. 
Hamilton Distributors 

B. M. Hammond Co., Inc. 
Leo Heilbrun Co., Inc. 
Heller & Heller 

Heyne & Groves, Inc. 
Higbee & Dorrer 

Hiller Jewelry Co. 

H. O. Hurlburt & Sons 
D. Jacobs Sons Co. 
Stanley O. Jacobs Co. 

J. W. Johnson, Inc. 

The W. J. Johnston Co. 
Juergens & Andersen Co. 
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Samuel Kamsly, Inc. 

L. H. Katz & Co. 

Geo. Katzman Co., Inc. 
Kelco Products Co. 

C. A. Kiger Co. 

Kilb-Beck Co. 

Edmund W. Kirby 

Klein Brothers Co. 

B. Kleitz & Bro. Co. 

The Philip Kohn Co. 

Koke Slaudt Co., Inc. 

Jos. Korsen Co, 

Leonard Krower & Son, Inc. 
A. C. Kuesel & Son 
Kunzelman Bros. Mfg. Jewelry Co. 
Layko-Ross & Co., Inc. 
Loeb Distributing Co. 
Albert F. Long Co. 

Lossau & Kramer 

The M. A. Lumbard Co. 

L. Luria & Son, Inc. 
Lynagh-Ewbank, Inc. 
Manheimer Watch Company 
















WHOLESALERS 


C. & E. Marshall Co. 


Maschmeyer-Richards Silver Co. 


Wm. S. McCaw Company 
Rudolph Metzger Co. 
Meyer Jewelry Company 
S. M. Mickelson Co. 
Moore-DeGrazier Co. 
Morgan & Allen Co. 
National Mercantile Co. 
Eddie Nelson Co. 

Erwin Neuman, Inc. 
Sten. F. Nilson 

The Non-Retailing Co. 
Nordman & Aurich 
Northwestern Jewelry Co. 


Oneida Watch Supply, Inc. 


The Oskamp Nolting Co. 
M. S. Page Co. 

Henry Paulson & Co. 

D. C. Percival & Co. 
Petersen-Max & Co. 
George Phillips & Co. 
Warren Piper & Co. 
Clifford B. Poage 

Harry Polner, Inc. 


Continued 
Markowitz-Friedman, Inc. 


A. C. Possin Co. 

E. H. Pudrith Co. 

C. & H. Rauch Inc. 

R. C. Read & Co., Inc. 
Burton M. Reid Sons, Inc. 
E. W. Reynolds Co. 
Enos Richardson & Co. 
A. G. Rider 

Frank Rifas Co. 
Charles S. Rivchun 

R. S. Robinson 

Rosen Jewelry Mfg. Co. 
Ross-Beck Company 
Ross Jewelry Co. 

Nick Saad & Co. 

Samuel Sachs 

Paul H. Samuels Co. 
Sandown & Kendall 

E. H. Saxton Co. 

A. G. Schwab & Sons, Inc. 
Scribner & Loehr Co. 
M. Schussler & Co., Inc. 
Jacob Segal & Son, Inc. 
Louis Sickles 

M. Sickles & Sons, Inc. 
J. A. Silver Co. 

S. Silverman Co. 
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WHOLESALERS 


Singer Jewelry Novelties 
Albert S. Smyth Co., Inc. 
W. C. Snodgrass 

Eugene Sobel Co. 

Saul L. Solomon & Son 
Solomont & Ettinger 
Albert Spring 

Standard Jewelry Co. 
Staiger & Sons 

Stein & Ellbogen Co. 
Herbert W. Stranger Co. 
Swartchild & Co. 

A. D. Taff 

Taylor & Company, Inc. 









Continued 


, Ine. J. L. Teeters & Co, 
Edward Tinkleman, Ine 
The Tynes Co. 

U. S. Jewelry Co. 
Vic’s Watch Supply 
Wallenstein Mayer Co, 
Wm. 8S. Waples 
The Wechter Company 
M. Weingrod Co. 
Samuel Weinhaus Co. 
Wm. Werkhaven 
David Weis & Company 
Woodstock-Hoefer Watch 
& Jewelry Co. 





OTHER SOURCES 


AN 


The ‘‘American Horologist & 


Jeweler’’ 
J. Charles Hummel 


The Jewelers’ Buyers Guide 
‘‘Jewelers Circular-Keystone’’ 


‘‘Jeweler’s Outlook’”’ 
‘‘Jewelry”’ 
Jack L. Kaufman, Inc. 


D SERVICES 


Kiglar Mfg. Co. (Silver Polish) 
The ‘‘Manufacturing Jeweler" 
The ‘‘Mid-Continent Jeweler” 
‘‘National Jeweler’’ 

‘*Pacific Goldsmith”’ 
Charles A. Parker 
Alexander Saunders & Co, 
‘Southern Jeweler”’ 





OFFICERS 


Chairman, VicTOR A. LAMBERT 
Lambert Brothers Jewelers, Inc. 


Secretary, HARRY J. BROMLEY 
National Jeweler 





Chairman, Finance Committee 


GUSTAV H. NIEMEYER 
Handy & Harman, Inc. 





Silversmiths 


Company, Inc. 





MAURICE ADELSHEIM, S. Jacobs Co. 
J. CARLTON BAGNALL, Swank, Inc. 
MYER B. Barr, Barr’s Jewelers & 


WALTER H. Butter, E. W. Reynolds 
IRVING N. CHAYKEN, Armstrong’s 

SERENO P. Davis, Jacobson Bros. 

ALLEN Davipson, Thomas Long Company 
LEON J. ENGEL, J. Engel & Co. 

Myron Everts, Arthur A. Everts Co. 
JOHN P. Fix, George R. Dodson, Inc. 
GEORGE GERBER, Gerber’s Inc. 

BuRRILL M. GETMAN, The Gorham 


Leo Guiass, Leo Glass Company 
JAMES H. HETZEL, Eisenstadt Mfg. Co. 


Vice Chairman, H. A. GOLDBERG 


DIRECTORS 


LouIs HEYMAN, Oscar Heyman & Bros. 
GorDON Howakrp, Elgin National Watch Co. 
RICHARD JESSOP, J. Jessop and Sons 
BERNARD JOLIS, Diamond 
Distributors, Inc. 
RUDOLPH M. KANT, Hamilton Watch 
Company 
Ceci, D. KAUFMANN, Kay Associates 
Leo D. KIND, Reid, Inc. 
Oscar M. Lazrus, Benrus Watch Co. 
CaRL D. LINDSTROM 
IsADOR MEYER, Meyers Jewelers, Inc. 
A. W. MOLIN, Roy & Molin, Inc. 
Craig D. MuNSON, International Silver Co. 
H. Victor PAuL, Wiss Sons, Inc. 
RALPH REDAK, Ramor-Morris 


AND DIRECTORS 
of THE JEWELRY INDUSTRY COUNCIL ( 


Treasurer, LEONARD SHIMAN 
Shiman Manufacturing Co., Inc. 


Chairman, Policy and Plans Committee 


W. WATERS 
J. R. Wood & 


Executive Director 
ALBERT E. HAASE 








SCHWAB 
Sons, Inc. 


Executive Secretary 
WILLIAM D. MCNEIL 











Harry J. 
PETER M. 





GERALD ROSENBERGER, Coro, Inc. 

JAMES M. Ruppker, Claude S. Bennett, Inc. 
BERNARD G. RuDOLPH, Rudolph Bros., Inc. 
D. E. SANDERSON, Oneida, Ltd. 

Sam ScHwartTz, Charles Schwartz & Son 
A. N. SLAvIcK, Slavick Jewelry Co., Inc. 
KENNETH I. VAN Cort, Van Cott Jeweler 
Ray F. WarrkEN, Bulova Watch Co. 


Technical Advisors: 


Circular-Keystone 


Legal Counsel: 
Byron L. SHINN, Lipper, Shinn & 
Keeley 
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BROMLEY, National Jeweler 
F'AHRENDORF, Jewelers’ 














For Further Information on Membership... Write 
JEWELRY INDUSTRY COUNCIL, 366 Firth Avenue, New York 1, N.Y. 
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WATCH SALES wiTH HYDE PARK! 
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Are greater watch profits through stepped-up, more 
satisfactory sales your target? Then The Watch that Times America's Test Pilots 
bear this in mind: you won't miss with nationally advertised 


HYDE PARK watches! Their public acceptance is 


rooted in tested dependability, obvious case beauty, 





superior value. So take careful "aim''—and make every 
MEMBER 


promotion "'shot'’ good—with celebrated [iL 40 





HYDE PARK, America's fastest growing watch line. 


CONSULT YOUR WHOLESALER 






EMIL LEICHTER WATCH COMPANY, Inc- 551 FIFTH AVENUE, NEW YORK 17, N. Y. 


e 








Quality is guoranteed under the terms of Commercial Standard CS 47-34 as issued by the United States Department of Commerce 


90 





Certainly, karat gold ——- the ——— quality 


in gold jewelry. But only a few can afford it. 

How about the millions who can’t afford karat gold 
but nevertheless want to buy high quality but popu- 
lar priced jewelry? How about the other millions 
who want to keep up with changing styles, but who 
do not want to go to great expense in doing so? 


What's their answer? 


Any one who knows the relative qualities in jewelry 


will readily say Gold Filled jewelry. For Gold Filled. 


Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. LAYER OF 


PROVIDENCE 7, RHODE ISLAND 


and approved by the American Standards Association 
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made the Old Sheffield way...by fusing or welding 
a layer of karat gold to an economical but durable 
supporting base and then rolling the combination 
under tons of scientifically controlled pressure...is 
the nearest you can get to the beauty and durability 


of karat gold within the reach of the popular purse. 


Nothing else at its price can compare with Gold 
Filled jewelry. Nothing else offers such an active 
widespread market. Nothing else will sell as fast if 
you feature and explain the merits of Gold Filled 
jewelry. - 





HARD COMPACT 


KARAT GOLO 











THE JEWELERS’ CIRCULAR-KEYSTONE 








LPN, 














for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 


Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 











Los Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 
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Styled to add just the right touch to the 
newest Spring Look is this new Deknatel 

Simulated Pearl Set, one of the modern 
Deknatel designs in step with ’50 Fashions. 


These designs of flawless beauty and incomparable 


quality are styled for sales, at a profit to you, because — 


Deknatel sells direct to jewelers, at the same price to all : 


... stands 100% behind its product. 


For a new Spring Look in your Simulated Pearl Department, SUGGESTED 
we invite you to write us today for prices, for full information RETAIL PRICES 
on our complete Simulated Pearl Line, for the many Necklace 2082—-$10 
reasons why jewelers like to Deal with Deknatel. Bracelet 2165—$5 


Earrings 2231—$2.50 


Set with Box—$20.00 
SIMULATED PEARLS OF FLAWLESS BEAUTY. 


J. A. DEKNATEL & SON, INC. 96-14 222nd STREET © QUEENS VILLAGE, L. I., N. ¥. 
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Pacific Silver Cloth increases your store 
traffic, sales and profits...and builds silver- 
ware business too! 


National advertising and friends tell your customers 
that Pacific Silver Cloth chests, bags, rolls and wraps 
...nothing but Pacific Silver Cloth ...save work, 
time and energy for life. ‘No rubbing! Keep silver 
always bright and clean without polishing. 

Your Pacific Silver Cloth customers enjoy their 
silverware, use it more often, take more pride in it and 
find ownership of additional silver more desirable. 
They show it off in its original beautiful appearance, 
talk about you and Pacific Silver Cloth and their silver 
at parties, and increase your store traffic... give you 
more silverware business. 

Every customer you sell Pacific Silver Cloth is in 
effect insured against ‘‘silverware prejudice’? caused 
by tarnish. Tarnish cannot dampen their ardor for 
silver. That is why Pacific Silver Cloth customers buy 
more silver. 

In a recent survey of average housewives at Home 
Arts Guild, Chicago, 38% now use Pacific Silver Cloth 
to make polishing unnecessary. The other 62% without 
Pacific Silver Cloth are generally of the opinion 
“polishing is a disagreeable chore’’, many saying that 
polishing makes silver less desirable to own. Learning 
that silver can’t tarnish in a Pacific Silver Cloth con- 


FOR MARCH, 1950 


DO YOU KNOW... 


tainer, 9 out oi 10 now desire to buy a Pacific Silver 
Cloth chest, bag, roll or wrap. Most say that with 
Pacific Silver Cloth protection they are more apt to 
buy new silver. 

Carry a complete line of Pacific Silver Cloth prod- 
ucts and display the new beautiful Pacific Silver Cloth 
self-selling wrap on your counter. Order from your 
favorite distributor now or send the convenient cou- 


pon below. 


PACIFIC MILLS, Department JC-3, 
214 Church Street, New York 13, N. Y. 


Gentlemen: I am interested in Owraps,0 chests,D hollow ware bags, 
C place-setting rolls, 0 packets made with Pacific Silver Cloth. Send 
me names of sources of supply and descriptive literature. 


NAME 





POSITION 





DEPT. 





STORE 








STREET ADDRESS 


CITY Oe ee ona 
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SPECIAL 


DEAL | 
| # 


BRACELETS - 
& TRAY 


assorted for boys, 
girls, men, women 


Your Cost 
‘e7°" 


Suggested Retail 
Selling Price 
S7Li5 F:1: 





STERLING SILVER with Rhodium Finish 


Heavily Made * Hand Tooled ° Finely Polished + Fully Guaranteed 


all persons, for any occasion. You can’t get better 


Eico makes it easy for you to sell Idents to the 
Idents than “‘Elco’’. And with this Special Deal 


entire family. Get this Special Deal, including 
bracelets of all sizes and push Idents as gifts for you're sure of extra profits. 


See Your Wholesaler 


MILGLO JEWELRY COMPANY 


302 Fifth Avenue, New York I, N. Y. 
Chicago: Harold Charmack, 36 South State St., Chicago, Ill. * Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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— Store Fixtures 


















“THE GEM" 
a 40” high, 20° deep, 


"THE ALL-PURPOSE" 
40 high, 20° deep, 


70” long, E 7 4 0 0 J a | 


“THE 6 FOOTER" | 





| 2. ) There’s magic “Know How” in each Ed 
7 ft. high, 20° deep, Freed fixture, the kind of fixture wisdom that high- 


72” long, 00°° 
sig $2 honskied ae Se lights your entire store! They're out to merchandise 
— -— and do a real selling job. That's because experience- 


thC—, ripened men designed them, men who ‘Know How 
dopey — Our fixtures are custom made to your own specifica- 

tions. Full value, .amazingly low prices, eye-charming 
beauty—in your choice of Rich Walnut, Modern Lus- 
trous Maple, or Gorgeous White Oak. In ANY size 


you like, ANY shape, ANY design. Estimates given. 


F,0.B. my office, N. Y. Call fixtures shipped 
in wood crating at slight extra charge) 





"THE SIT-DOWNER" 


48 long, 6 Y 7§ -— al RS " 






“THE DOUBLET" 
40 high, 20° deep, 


SR Ss soe 
4 SAB ae = 
. , NSN 
R32 = 3 
70° Ion Pu | 
8 e Ss 3 
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. . < pe . . a 
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Boon 


“THE 16 FOOTR ee a a 


16 ft. 8 4 6502 


‘ 
wee 


ae Oo le) Oh ee) oe 
7 ft. high, 20° deep, 


72” long, $2259 


1233 Avenue of the Americas 
at 49th Street, N. Y. C. 19, N. Y. 
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WIVJLIY FILLE 


CROSSES 10K and 14K Gold fy PHILIPS 


DIAMOND 























¢ Exclusive Designs 
¢ Hand Engraved 
¢ Engine Turned 


Each cross comes in 
“Cathedral” gift box in ici 
with antique finish, pda 
ecclesiastical motif in q richly tp 
effect. The twin doors are hinged 
the sides and swing Open to dj 
the cross against the rich baci 
ground of a deep-piled velvet o.4 
This distinctive gift box has 
nent value as a beautiful m 
table piece. 


@ UNique 


~ EVERY CROSS 
PRESENTED IN THE 
DISTINCTIVE 


Cathedral 


BOX 


antle or 
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CP1ID 


CX540 CP10/68 CP9/8 €545/1 
10K or 14K Crucifix ie 10K or 14K Cross 10K or 14K 10K or 14K 10K or 14K Cross 10K or 14K Cross 
CX545—3/,” 7 CX547—1'/, CP8/68—3/,” © CP12/68—11/,” _ Cross Cross Genuine Diamond Genuine Diamond 


CPID—Y,” © CPI3D~I\/| 
t f 








CX60 (75/14 CP11/15 €540/2 CP11/3D CP11/4D 
10K or 14K Crucifix , 10K or 14K 10K or 14K 10K or 14K 10K or 14K Cross 10K or 14K Cross 
CXSS—3/,” © CX65—1'/,” Cross Cross Cross nuine Diamonds Genuine Diamonds 


3 Ge 4 
a pe ® CP9/3D—3/,” © CP13/3D—11/,” CP9/4D—3/,” © CP13/40—!'i') 
‘ fi f 











CPX11 C320 CP13/72 €547/6 €040/9 Cx040 
10K or 14K Crucifix 10K or 14K 10K or 14K Cross 10K or 14K Cross 1/20 12K G.F. 1/20 12K G.F. 
CPXK9—3/,” © CPX13—11/,” Filigree Cross Cross Crucifix — 
C310—3/,” © €330—11/,” ALL CROSSES SHOWN ARE ACTUAL SIZE €045/9—3/,” © C€047/9—11/,” CX045—3/,” ° cxoa7—Ii 
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INTO YOUR STORE! 


Yes, that’s an absolute fact, 


CALVERT Does BRING BUYERS 


into your store and keeps on bringing them 
in, long after you’ve made the original sale. 


The 
CALVERT TIME CHECK 


is the answer to your urgent need for 

















increased store traffic in a steady flow. 
It’s simple, it’s effective, it’s free and it’s 


EXCLUSIVE WITH CALVERT WATCHES. 


ss 
nd 





Advertised nationally in leading, large-circulation magazines. 


Write today to your nearest wholesaler for valuable information on CALVERT 
WATCHES for men and women, 7 to 17 jewels, to retail from $19.75 up. 


And for Spring there’s a new promotional display “that brings them in”. 


CALVERT 


pe Cherished aK 
WATCHES 


681 FIFTH AVENUE e NEW YORK 22, N. Y. 

















Exclusively Distributed By 


1. ALBERTS’ SONS, INC. A. C. POSSIN CO. EDWARDS & COMPANY THE GERWE BROWN CO. 

Boston— Syracuse Milwaukee Kansas City, Mo. Cincinnati—New Orleans 
BALDWIN-MILLER CO. S. H. CLAUSIN & CO., INC. J. ENGEL & CO., INC. E. W. REYNOLDS CO. 

Indianapolis Minneapolis— Spokane Baltimore Los Angeles—San Francisco—Honolulu 
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RARLION 
Jhe Finest in Nylem Shaps 


Not just an ordinary Nylon strap, but the finest made 

at popular prices—Karlton presents genuine DuPont Nylon in 

a rich mesh weave of distinctive appearance. Cool, comfortable, 
washable... these superior straps are finely tailor-finished 
with Nylon treated eyelets that require no metal reinforcing. 
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Made in five attractive shades: Suntan, Pale Tan, Dark Brown, 
Grey and White; also available in extra long and extra short sizes. 
-Handsomely-styled buckles in white or gold finish to match. 













REG. U.S. PAT. OFF- 


CALIFORNIA OFFICE: 


i §=DAVID GUSS & COMPANY 


MAKERS OF FINE WATCH STRAPS SINCE 1922 


PHONE: VANDIKE 1475 121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. 


SALES REPRESENTATIVE: GEORGE DOLIN 









SOLD TO AND THRU 









Attractively designed, 





Holds 12 assorted straps, 


veee: prmeeorive por 
Holds 12 assorted straps. 









WHOLESALERS ONLY - WRITE FOR SAMPLES 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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CHECK THESE EXCLUSIVE 
FAST SELLING FEATURES! 


Exclusive “see-thru” dial 
blends with all furnishings. 


Excites traffic-building custo- 
mer curiosityl 
New mechanical principle 


years ahead for practicality. 


Rich, 24-karat gold plated 
cast base and dial. 


Modern hands and arabic 
numerals are radium treated. 


Each clock pre-tested for split- 


second accuracy. 


a NEW GIFT IDEA 


TRS DY sth 


$1995 


List Price 


Unlimited Gift Appeal at a Popular Market Price! 


The sensational new “Golden Hour” electric clock means NEW store 
traffic and will boost your clock volume to new heights! Customers 
not only wonder how it works . . . but how the hands move at 2 differ- 
ent speeds. Precision construction and beauty make it a sell-on-sight 
item. A perfect new gift idea too. Order now! 


35 Years of Electrical Achievement Back It Up! 






Ask your wholesaler about 
this handsome permanent 
display! 


electric clock 





ORDER FROM YOUR WHOLESALER NOW 
JEFFERSON ELECTRIC CO., BELLWOOD, ILL. 
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The only watch 
ge: bm _ ttt | with the six vital 
replacement parts 


needed for possible 






(DESIGN 
PATENTS 
PENDING) 


future repair... 
safety-sealed in the 


box—as illustrated! 


WHEN YOU SELL A JULES HOWARD WATCH- 


You supply each purchaser with the genuine, standardized parts—AT NO COST 
—that will eliminate long delays, expenses, and customer-resentment in event of 


future needed repairs! 


SPECIAL FEATURES OF THE JULES HOWARD WATCH 





SIX VITAL REPLACEMENT PARTS 


Every watch is packaged with the six vital replacement parts—the Staff, 





Mainspring, Jewel, Stem, Crown, set of Hands. 


* ONE YEAR WRITTEN UNCONDITIONAL Guarantee 


* EACH WATCH INDIVIDUALLY REGISTERED FOR 
CUSTOMER PROTECTION 


For complete information on this 
COMPLETE sensational merchandising plan, write to 
PRICE RANGE 


FROM 





NOW! IT's EASY TO SELL WATCHES with 
this SENSATIONAL MERCHANDISING PLAN 


en 

















UNLIMITED 
PROMOTION 
FROM THE 
MANUFACTURER 


@ Cooperative 
Newspaper Ads 


@ Cooperative 
radio advertising 


@ Store wide 
prize promotion 


@ Window displays 
@ Counter displays 


@ Stuffers for 
monthly mailing 


This amazing plan 
has been tested for 
18 months at a lead- 
ing department store 
in San Jose, Califor- 
nia* with phenome- 
nal results in sales 
and in customer sat- 


isfaction. 


*STORE NAME 
ON REQUEST 





gers sco MSM LUMA RAI 1 


AT RETAIL Executive Offices: 
sao WATCHES. .~«=©Cd HOWARD BUILDING e@ 209 POST STREET 
SAN FRANCISCO 8, CALIFORNIA 
or eth *k New York Office: 11 East 48th Street 
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SALESMAN: Where's a good place to begin? 


STORE OWNER: Tell ‘em what palladium is. It's 
one of the six members of the platinum family of pre- 
cious metals — platinum, palladium, rhodium, ruthenium, 


iridium and osmium. 


SALESMAN: Is palladium alloyed with other 


metals 2 


STORE OWNER: The palladium used in jewelry — 


is 95% palladium. It is hardened with ruthenium, an- 
other of the six platinum metals. So you see, jewelry 
palladium is an all-precious metal. 


SALESMAN: Is palladium a new metal ? 


STORE OWNER: No, palladium has been used 
for many years as settings for diamonds on gold rings. 
It’s the best to be had. Palladium has a brilliant natu- 
ral white color that brings out all the fire and life of 





diamonds. It's strong, too, and holds each stone firmly. 


SALESMAN: That last point is a good one. The 
customer would blame us if her diamond dropped out 
and was lost. With all those advantages, it’s easy to 
see why more and more designers are making all- 
palladium pieces. 


STORE OWNER: Yes, we have quite an assort- 
ment of all-palladium jewelry including rings, brooches, 


ear-clips and pins. 


SALESMAN: I've seen advertisements on palla- 
dium jewelry in my wife's fashion magazines. 


STORE OWNER: That's being done to help us 
sell palladium creations. Those ads are also reproduced 
in the form of counter display signs, which are sup- 
plied by the advertiser on request. They also furnish 
descriptive booklets for counter and mail distribution. 


PALLA [.) UJ M::°2 PRECIOUS METAL 
FOR FINE JEWELRY 


FOR MARCH, 1950 





PLATINUM METALS DIVISION « THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 3, N. Y. 
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This history-making CENTENNIAL PROGRAM 





to help you sell Artcarved diamond rings! 


Profit-making, too, because Artcarved rings combine quality diamonds and 
fashion-right mountings of original, outstanding design! Best of all, Artcarved’s 
quick reorder plan requires no heavy inventory! 


—that will appear every 9 days throughout the spring in 
leading national magazines, spearheaded by LIFE and LOOK, 
the nation’s top two, which deliver 245,000,000 reader 


messages to your best customers! 


—that sells hard for you! Every Artcarved advertisement 
features special Centennial-Value matched sets at popular 


prices! 





—from coast to coast on radio and television! Millions of 
customers see Artcarved rings on “Stop the Music TV” 
over the entire ABC-TV network! And on local and national 
radio shows, Artcarved is talking to your customers—for you! 














0) 
And here are brand-new RADI Neiys, Mr, 
‘ ‘ . REc 6, 
selling aids that will make Row, * Mg 
! OVIE ay = CRy 
your store a stand-out! > TV Pane 
S$! 
T . 
RAVELING Displays, 
lor detailed information about this exciting Art- ARDS! 
carved campaign, see your copy of the new Spring MAILING POSTC es! 
Advertising Broadside! If you haven’t received a <yor* cAS me 
copy, write for yours today to J. R. Wood & Sons, ° sf 
Inc., 216 E. 45th Street, New York 17, N. Y. g° 
< 
9 
DISPLAY ARTCARVED 
JI. R. WOOD & SONS, Inc. CENTENNIAL VALUES DURING 
NEW YORK ° LONDON ° AMSTERDAM ° ANTWERP — 
OAS07 
creator of p.. SS ——? 
+ . — — 
Artcarved and WOODCREST "+ ZO ** 
Ji 
diamond rings ; &XHIBY" 
MARCH 23—APRIL 12 
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DIAMOND DIGEST 


DIAMOND "KNOW-HOW" 


A friend of ours recently told us 
that his golf teacher, a former 
Champion, practices his shots two 
hours each day. "Why is this neces-— 
sary?" our friend asked him. "You 
know everything there is to know about 
the game." 


"That may be true," replied the 
golfer, "but three days without 
practice and I become rusty. You have 
to keep at golf to be good at it." 


We found an object lesson in this. 
To be good at anything-—-the diamond 
business included-—-you have to "keep 
at at." 


Arnstein Brothers and Company's 
daily contact with thousands of 
diamonds keeps our diamond experts in 
top form. They know everything there 
is to know about the stones, and the 
benefit of this knowledge is passed on 
to our customers. 


There are other reasons, too, why 
diamond merchants from coast—to-coast 
use Arnstein Brothers and Company as 
their source. They can be sure they 
are getting expertly polished diamonds 
rigidly standardized as to size, color 
and quality. They can also be certain 
that they are getting this merchandise 
at lowest market prices. 


Dealing with our firm has still 
other advantages, less obvious ones 
perhaps. Sixty-three years of experi- 
ence with diamonds also means sixty- 
three years of experience with diamond 
merchants and their problems. Asa 
result, we give our customers service 
"plus"—-plus standing for any advice 
they may seek on retailing problems 
such as overhead, expansion, promotion 
and the like. 


The merchant, of course, directs all 
this information toward one goal: 
raising his gross profit margin. He 
accomplishes this in a number of ways, 
one being the judicious selection of 
diamonds to fit various types of 
mountings. 


(This is the first in a series cof 
discussions on interesting diamond 
problems. ) 


DIAMOND CUTTERS AND IMPORTERS 






608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS’ CIR 


LADYS HANNAFORD, widely 

travelled and well informed lec- 
turer on diamonds, seldom is called 
upon to address audiences of less 
than college age. Recently, however, 
a tour of hers included a class in a 
girls’ high school. They became in- 
terested in her presentation to the 
degree that one of the girls, just a 
minute before the bell marking the 
end of the lecture period, asked for 
an explanation of the proper propor- 
tions of a diamond. 

With only a minute to go, Mrs. 
Hannaford went through a_neces- 
sarily condensed demonstration and 
concluded with the statement ‘Most 
of the weight is under the girdle 
where it doesn’t show.” 

During the split-second silence. 
preparatory to her closing “thank 
you,’ a voice from the audience 
(pitched to a cross between a whisper 
and uncontrollable mirth) carried the 
rejoinder “That goes for things other 
than diamonds.” 

Just then the hour was up and Mrs. 
Hannaford later remarked “Now I 
know what it means to be ‘saved by 


the bell!’ ” 
© © 


For several years, Herrera’s Watch 

Shop down Texas way in Dallas 
has kept up with the activities of an 
unusual organization called the Bone- 
head Club, whose policy is to do 
everything backwards. They close 
fairs before they are opened and 
build universities from the roof down, 
finishing everything except the first 
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floor and also having the building 
site lacking. 

It seemed most fitting that this 
group should have a watch that runs 
backwards, since it endeavors to learn 
more and more about less and less 
until they finally know everything 
about nothing. The watch will keep 
going backwards and time will retro- 
gress until the country might be in 
such a condition that the Indians 
might consider taking it back. Thanks 
to Herrera, Bonehead meetings are 
no longer held without a watch. With 
a standard 8-0 Elgin, he completely 
rebuilt it to run backward as well as 
others run forward. 

We hate to think what would hap- 
pen if everyone began wearing 
watches like this one: no more late 
trains; no more late comers to the 





Something to Think About 





INDEX OF VALUE OF 


DEPARTMENT STORE SALES 


INDEX ADJUSTED FOR SEASONAL VARIATION 
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office; and lots of time to do every- 
thing—backwards. We wonder .. . 


© © 


N Passaic, N. J., there’s a clock in 

the tower of the Municipal Build- 
ing that has a dislike of building 
inspectors but has always faithfully 
kept time. Whether the building in- 
spector had in mind condemning the 
municipal building, or the clock just 
thought that he might some day, it 
showed its dislike by letting go of 
the 2000-pound weight which acti- 
vates the striking mechanism while 
Mr. Jelleme was in his office below. 
The weight dropped 20 feet, going 
through a cabinet and tearing down 
a flight of stairs, coming to a halt 
next to Jelleme’s desk. It’s probably 
lucky he was deaf, for he might have 
been frightened to death. 


The clock which has outlived the 
company that made it and the man 
who owned it, finally gave up chim- 
ing during World War II but the 
movement carries on, as it has since 
1906, lovingly wound and oiled by 
Theodore Kuenstler of the jewelry 
store of the same name. One thing 
Kuenstler regrets, though, is the fact 
that he couldn’t keep it chiming at 
the end of the last war as he and his 
father did on Armistice Day in 1918. 


© © 


FE, remember when we saw sur- 
realist artist Salvador Dali’s 
paintings for the first time, one of 
the things that stood out in our mind 
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“Theyte patting our chest on the back! 


From Chicago: “... Received 36 cabinet chests. We sold From San Antonio: “...A hundred-line space in the 
them all, and could have sold more... It was the chest paper sold all 5 chests and we're ordering more.” Shaw 
that sold the merchandise.” L. Fish Co. (Jack Camp- Jewelry Co. 

bell) From Hartford: “We want to salute 1847 Rogers Bros, 
From Dallas: “... ¥% of all my chest sales during Christ- for the new CABINET CHEST. The beautiful cabinetwork 
mas were cabinet chests.” Titche-Goettinger Dept. Store is outstanding... It’s helped keep our cash register ring. 
(Pearson Rockett) ing!” Savitt. Inc. (William Savitt) 
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This new idea in silver cabinets can do the same for you! 
[847 Rogers Bros. new 62-piece” Cabinet Chest 


HINKING about that SPRING WEDDING TRADE? Cabinet Chest and all 62 pieces for only $79.75! 
Well, you can get your share of it (and then some! ) Comes in rich walnut-grain finish, traditionally styled, 
when you feature this new Cabinet Chest that stands or in blond-finished modern as illustrated. 
upright! Hurry! Order it now—display it—capitalize on one of 
Generous proportions and exquisite cabinetwork give the greatest magazine campaigns ever devoted to a sin- 
it a substantial, expensive appearance. Yet, you sell ale chest and service! 
, R . 4 * ’ 
54, Kogers r0S. Americas Finest Silverplate 
* Also available with 78-piece service for 12 eee $98.75. The International Silver Company, 169 Colony Strect, Meriden, Connecticut. 
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was the drooping watch which ap- 
peared in many of his paintings. A 
psychiatrist finally cured us of that 
nightmare. 

We didn’t think that Dali would 
ever delve into the jewelry business, 
but we may have to see our analyst 
again, for Dali has taken to designing 
precious jewelry. The drooping watch 
doesn’t work but it’s there to see and 
touch and wear. It’s hanging on a 
limb of rough gold. In fact, it’s a 
very attractive piece of jewelry as are 
the other things he has designed. A 
lapel pin made in the shape of a 
mouth. of which the lips are two rows 
of rubies with two lines of pearls for 
teeth, is a pretty bauble. 

Another “lapel watch” is made in 
the shape of an eye. All very sig- 
nificant. The face of the watch is in 
graduated shades of blue with lids of 
round and baguette diamonds with 
one red ruby in the corner. And then 
there’s another—well, frankly. we 
don’t want to go on. 


© © 


LTHOUGH this column doesn’t 
reach the extremes of the late 
W. C. Field’s attitude toward chil- 
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dren, we like to point out that some- 
times they can be very, very ob- 
noxious, as this story of Billy, aged 
four, proves. For some reason, people 
say that the blame rests on adults’ 
shoulders for leading a child down 
the road to ruin. There are excep- 
tions. 

Billy, accompanied by two women 
companions, entered a jewelry store 
in a Pennsylvania town and one of 
his accomplices requested to see a 
watch on display in the window. This 
was the youngster’s cue. He began 
raising a tantrum that shattered not 
only the owner’s nerves but a hand 
mirror as well. The poor jeweler, 
worried about the path of the child’s 
destruction, momentarily forgot the 
watch. At this point, the two female 
associates grabbed the child and ex- 
cused themselves quickly, saying that 
they would return later without little 
Billy. When the trio had gone, Mr. 
Jeweler looked for the watch to put 
back in the window. It, too, was 
gone. 

But Billy was no ordinary crimi- 
nal. He led the clique right across 
the street and, by the same methods. 
relieved another jeweler of a watch 
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worth $65. Total haul for the day: 
$102.50. which is a lot of shoes for 
baby. 

Another moral to be drawn from 
this story is that a child in a jewelry 
store is about as welcome as a bull 
in u china closet. 


© © 
6¢4 ‘HIMES ON TIME,” is the sub- 


ject of a report in Business 
Week which states that the New York 
department store of John Wanamaker 
is selling electronic tower chimes to 
churches and public buildings on a 
budget-payment plan. Prices range 
from $750 to $5,135. 


© © 
T= pace is increasing. Noise is 


getting louder. Pressure is on. 
The public is becoming pretty sick 
of it, as was manifested recently 
when it won its fight against loud- 
speaker commercials in Grand Cen- 
tral station. 

Merchants, too, want and need a 
little old-fashioned tranquility. In a 
city the size of New York, it would 
be difficult to get certain people to 
leave others alone—there are too 
many of them, but in Douglas, Ga., 
business men have banded together 
to have an annual “Leave Us Alone 
Week.” The idea is that for one 
week, merchants will not be com- 
pelled to shell out for any local, state, 
or national drives. Too many appeals, 
week in and week out, for cash. Even 
the Department of Commerce has 
recognized this week and list it in 
their book of official observances. 
Signs in Douglas stores read “Open 
for Customers Only . . . . Leave Us 


Alone Week.” 


At least once a week, we wonder 
why a whole year couldn't be set 
aside for this purpose and the 10 per 
cent we deduct from income taxes 
for charity be placed in a common 
fund and administered according to 
need. The whole procedure would 
take only one day, but that’s pretty 
wishful thinking, isn’t it? 


© © 
4 heres one is open to all readers 


who wish to participate: 
The New York Times Magazine stated 
that K. Mikimoto, Nippon’s cultured 
pearl king, “employs only women 
divers, because they can hold their 
breath longer than men.” 
OK boys, carry on from there. 


107 






























































\ 


“fp 


—_— 











Ready YOUR Store for the 


The Jewelry Industry Council’s 1950 Diamond Exhibit 


is going to be the biggest ever—prepare for it now! 


=—— gained last year when the 
Jewelry Industry Council coordinated its first nation-wide 
diamond promotion under the name, “The 1949 Dia- 
mond Jubilee” is being put to good effect this year for 
the second annual diamond promotion that is being 
staged as “The 1950 Diamond Exhibit,” March 23 to 
April 12. The Council’s recently issued promotional idea 
and plan book for retail jewelers plainly shows this to 
be a fact. 

The Council’s Executive Director, Albert E. Haase, 
touches on one of the major lessons learned last year in 
his introductory statement in the Council’s promotion 
idea book, under the heading, “Effective Old and New 
Methods of Promotions now United in a New Setting 
for The 1950 Diamond Exhibit,” when he says: 

“Fairs and exhibits—in the days before modern adver- 
tising—played a very important part in stimulating 
jewelry store sales. 

“They played this role because they exposed the beauty 
and gleaming splendor of diamonds and other jewelry 
to the visiting public. In time, however, modern adver- 
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tising outmoded the fairs and exhibitions and replaced 
them as a major method of promotion to the public. 

“In 1949, when the Council staged and co-ordinated 
its first nation-wide diamond promotion under the name 
of ‘The 1949 Diamond Jubilee,’ it was widely observed 
that many diamonds moved out of diamond dealers 
vaults into the display cases and windows of retail stores. 

“The old exhibition idea of the nineteenth century came 
to life again for diamonds. Diamonds were really on | 
exhibit, not in just one place, but in thousands of jewelry | 
stores, where their presence was widely publicized by 
means of modern advertising. 


“This year—for reasons already observed—the Coun- | 


cil’s nation-wide promotion of diamonds is called “The 
1950 Diamond Exhibit.’ 

“People still go to exhibits—art exhibits, book ex 
hibits, etc.—enthusiastically. There is‘no reason why this | 
habit cannot be applied to a nation-wide Diamond Ex. 
hibit when such an exhibit is properly promoted. 

“So stage your own 1950 Diamond Exhibit! Promote! 
Increase store traffic. A recent study of jewelry store | 
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operations made on a national basis shows that one out 
of every two persons entering a jewelry store actually 
makes a purchase. Certainly such a ratio of sales per- ia 

formance makes it decidedly worthwhile to promote your Vow Re? Meng, 


own ‘1950 Diamond Exhibit, as a_ trafhic-drawing ee a fourky 
79 = Sees 
magnet. brighten | p lour Diamonds 


Throughout the idea book, the importance of traffic 
to the retail jeweler is stressed; a number of suggestions 
‘1 addition to the time-tested methods of using news- Che amen 
paper. radio and direct mail advertising is made. ! 
A new feature stressed in this promotion book as part 
of the campaign to get traffic into the jewelry stores 
during the time of “The 1950 Diamond Exhibit” is the “mew” 
Council’s suggestion that retail jewelers offer to brighten 
up the appearance of diamonds—check up the safety of 
diamond settings, free of charge, for the public. To help 
retail jewelers in stressing this idea, the Council makes 
available to retail members a special easel-backed display 
card which reads: “Double the Enjoyment of Your Dia- 
mond Jewelry. Brighten Up Your Diamonds—Check Up Two display cards that 
on Your Settings—Come in—Let us Clean up your will help bring traffic 
Diamonds—Check your Settings for their Safety—While inte jewelry steces 


; ; . ae over the country during 
you Wait, No Charge during our 1950 Diamond Exhibit. the 1950 diamond exhibit. 
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6 1950 Diamond Exhibit! 


In connection with this particular trafhc-getting idea. 
the Council has pointed out to retail members in a special 
enclosure in the book. that they should explain to their 
customers, when other work, over and above washing and 
checking, such as polishing and refinishing is desired. 
there would be a charge that would vary according to 
the nature of the piece of diamond jewelry and _ the 
amount of work to be done. 

Another traffic-getting device which the Council’s pro- 
motion book urges upon retailers is the use of a special 
card of invitation that would be printed well in advance 
of the promotion and would inform the public that the 


(Please turn to page 148) 


The Broer-Freeman store in Toledo, Ohio, attracted 
notice by this display on how a diamond is processed. 
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Cooper’s capitalizes on the ever-present 






public interest in diamonds 






and conducts a prestige building promo- 







tion that increases volume. 






The special in-store display featured fabulous 
diamonds and diamond set jewelry as well as a 
technical display explaining cutting and polish- 
ing processes and replicas of famous gems. 






















Diamonds 


D., MOND promotion must be handled with 
care. It has to be accomplished with dignity, for with- 
out this qualiiy, the danger would be to detract from a 
store's prestige. One cannot announce a cut-rate promo- 
tion of the gems without losing customers who have been 
sold stones of equivalent weight and quality in the past 
and at a higher price. No jeweler wants to jeopardize 
any part of his clientele and that’s exactly what happens 
on a cut-rate promotion of any kind. Diamonds represent 
a steady, profitable source of revenue; they are not 
“impulse sales” and their merchandising should be con- 
sidered on a long-range basis. 

There’s no stone like it—literally and figuratively— 
but sometimes a little stimulant is necessary to remind 
the public how truly beautiful it is. And that’s exactly 
what Cooper’s Jewelers and Silversmiths proved when 
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Are Dramatic 


they staged a three-day, $500,000 diamond exhibit for 
the public of Portsmouth, Va. Cooper’s is not inexperi- 
enced in promotions. During the year, they sparked two 
large shows with two table setting contests for silver. 
china, and glassware. Since their diamond business was 
off a bit in 1949, the thought occurred to them, why noi 
stage a diamond promotion on a large and lavish scale? 

To direct the show. and in keeping with the reputation 
of the store and its merchandise, H. A. Goldberg, store 
owner and President of the National Association of Credit 
Jewelers, contacted Suzanne Steinem, noted gemologist 
and geologist, directress of research at the Washington 
School of Gemology, to take charge of the display, ar- 
range details. and lecture. Miss Steinem’s qualifications 
are excellent for such a job, for she has given more than 
40 exhibits throughout the country and cuts and polishes 
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Above and left: The stage of the Colony 
Theater was the scene of a special pre- 
view of the diamond display. The event 
was broadcast over radio station WSAP. 
Below: The brightly lighted exterior of 
the Colony Theater on the evening of the 
preview advertised the $500,000 display. 





eems as a hobby, one that grew from a childhood avoca- 
tion of collecting colored stones. 

Newspaper ads to announce the show began on Mon- 
day for the event which was to take place on Thursday, 
Friday, and Saturday. The advertising appealed not only 
to wives and sweethearts but to groups of students from 
local schools to come learn the history and processing 
of diamonds from mine to ring setting. Special arrange- 
ments were made for such groups. 

As a means of reaching an even larger public, a pre- 
view was held on Wednesday night on the stage of the 
Colony Theater. The gems were modeled and a special 
broadcast of the proceedings was announced by Dave 
Nelson over station WSAP., a Mutual Broadcasting 
affiliate. Miss Steinem gave a running comment about 

(Please turn to page 158) 
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This display of baby goods ot 
Thomas Long Company, Boston 
Mass., demands attention. The 
thrilled baby in center set 
the tempo for high interest 
in the gift merchandise shown. 
ee —— ee ree — an ce ae 
“0 =< age ne a o.oo bouquet above picture. Com. 
: [ ~€ EeGy: position board cutout fitted 

: to window frames the display. 
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Tradition theme is especially good around elec- 
tion time. Castelberg's, Washington, D. C.. 
tied in with Inauguration Week last year with 
display of antiques and modern counterparts. 
Hamilton watch made in 1893 was one feature. 


Arthur A. Everts Co., Dallas, Texas, focused 
attention on their special designing depart- 
ment with this display. Sketches of modern 
jewelry were shown on cutout artist's palette 
and in foreground, with pieces of old and re- 
designed jewelry. The ribbon running through 
brushes reads: "Designed Exclusively For You.’ 
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This presentation of pearls and pearl-set jewelry with its 
under-sea motif stopped crowds for the J. B. Hudson Company, 
Minneapolis, Minn. Opened treasure chest done in gold-shot 
brocade revealed strands of pearls, and other necklaces and 
bracelets were shown against pink-shaded sea shells. Groups 
of shells, coral, and starfish added to atmosphere of display. 
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Above: Pastel drawing on black velvet is 
highlighted with actual diamond pieces in 
this window used by Vermes Credit Jewelers, 
Minneapolis, Minn. Air of elegance is given 
to display by ornate frame draped with 
slack net. Flowers give added color note. 


Left: Tying in with local showing by French 
Chamber of Commerce, Arthur A. Everts Com- 
pany used this display of French handmade 
jewelry. Small national flags and a large 
travel poster in background set the theme. 






= over the pavement, baskets of 
flowers outdoors, and inside, living statues on pedestals 
were some dramatic highlights of a program indicating 
how a jeweler can capitalize on improving an already 
modern store. Members of the firm of S. Kind & Sons 
refer to the affair as their “remodeling” followed by a 
“formal reopening.” But these terms are a bit paradoxical, 
for “remodeling” usually calls to mind replacing anti- 
quated fixtures and too ornate decorations with the clean 
sweep of modern lines—accomplished here ten years ago. 
As to “formal reopening’—the store has never been 
closed. 

The situation was occasioned by the remodeling of the 
rest of the building at Broad and Chestnut Streets in 
Philadelphia where members of the Kind family in their 
77th year of business were operating an already attrac- 
tive jewelry store with a streamlined front and all modern 
fixtures. However, they decided this would be the op- 
portune time to increase the selling atmosphere of the 





Looking down through the circular opening in the maroon-colored 
mezzanine on the new Fashion Jewelry section with its gilt background. 
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Color Contrasts Work Magic! 


When an already modern store further modernizes, it’s news but 



























it’s even more newsworthy when the store’s novel use of varied 


color schemes gives the illusion of completely separate sections. 


by ANNA ROBBINS 


store by granting each department more individuality 
and privacy. Merchandise had been departmentalized for 
many years, but the only evidence of this practise ap- 
parent to the customer was the grouping of similar types 
of goods together. The store was enlarged to give each 
department its own background and a setting more con. 
ducive to the sale of its merchandise. 

As as result, the silverware room in the rear of the 
store now has a “Sterling Atmosphere.” As soon as the 
prospective customer steps off the stone floor onto the rose 
carpet which helps set this section off, she is cut off from 
the rest of the store as though by magic, lost in an at. 
mosphere of soft grays and rose trim with comfortable 
seats inviting her leisurely shopping. The “magic” js 
effected by the contrast in colors between this room and 
the main store and by the device of breaking the selling 
floor into intimate little alcoves. 

In front of the silverware Jepartment is the stationery 
section in its own alcove too. Here a customer may pull 
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Models, statue-like, in 
the wall niches, were a 
big hit at the Kind re- 
opening ceremonies. They 
wore jewelry which was 
worth a million dollars. 


Sota 


up an upholstered chair to the display table and thus 
have her back to the rest of the store. She tends. thus, to 
give her undivided attention to the purchase of writing 
paper, cards, or wedding announcements. 

Nearer the front of the store and to the left as one 
enters, a small, square, clock room opens off the watch 
department. Here wall clocks hang as though in the home, 
and to enlarge the apparent size of the room. mirror glass 
covers exposed wall space. 

Smaller clocks, such as traveling and bureau clocks. are 
displayed in a built-in showcase against the wall behind 
the watch counters, thus permitting sales personnel to 
suggest them to watch customers. Kinds have discovered 
a very close tie between their smaller clock and watch 
sales through their years of experience. For instance, 
watch customers seem to be most susceptible to a sales 
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Above: The smartly-styled new Silver Room gets its 
share of attention from opening-day visitors. Left: 
The clock room off the watch department allows wall 
clocks to be hung as if they were placed in a home. 


talk on traveling clocks yet, at the same time, not so 
interested in hearing about large clocks. Very often a 
prospect who finds the watch he desires too expensive 
for immediate purchase, may be readily turned into a 
buyer of a bureau clock. Displaying them separately, yet 
close together enables sales personnel to take greatest 
advantage of suggestive selling to increase unit sales on 
both groups. 

The watch department, too, has been given a new look 
with the addition of several display cases. Instead of one 
case for men’s watches, another for women’s, there is now 
one for men’s, one for women’s, one for precision and | 

(Please turn to page 150) | 
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Cet Acquainted With Fashion . . 


Too many jewelers are afraid of Dame Fashion—afraid of 
her mystery. The author of this article, Miss Parker, an 
expert in the field of fashion in general and a working prac- 
titioner in the fie'd of jewelry in particular, removes this 
veil; reveals some of today’s basic fashion characteristics. 
She tells here in simple terms how any jeweler can under- 
stand current fashion and capitalize on the opportunities 


it presents for more sales, more often to more people. 








by WINIFRED PARKER 


- may have begun with a fig leaf, but 
it didn’t take her long to advance to a cut of leopard 
skin, and to entwine a garland of flowers about her 
throat. The fact that each modern Eve is still pursuing 
eagerly one fashion change after another should mean 
an ever increasing profit for jewelers all over America! 
For Morning The importance of Fashion to the jewelry industry 
For Afternoon cannot be too strongly stressed. As a potential factor in 
building sales it has barely begun to be realized. 

Let us consider for a moment the meaning of Fashion 
and what constitutes its growth. According to Webster, 








For Evening 


Necklaces, chokers, bibs, 
lariats are “‘top-news”’ 


with the low, low neck- “Fashion is the make or form of anything.” When a 
lines. woman pursues a new fashion she is not following a 


caprice. She is following'a deep basic urge within her- 
self for beauty, happiness and security. It is an urge 
that is fundamental and important. Within her own mind 
she is creating a new world by outpicturing a new ap- 
pearance. This urge to express a new outward picture 
arises from the constantly changing problems of our day 
by day living. 

The first man to forecast the postwar fashion of the 
lowcut neckline and frankly feminine contour based his 
prediction upon the fact that so many men were lost 
during war years that the feminine need to attract was 
deeply biological. His sensitive prediction is now 4 
matter of history. The new fashions came. They were 
accepted. 

Yes, Fashion is an important lady courted arduously by 
creat international business. Her progress is planned 
through strong promotional methods, and her acceptance 
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oe the brilliantly designed “Ostier” tassel watch bracelets. 
These are a revolutionary creation in the watch band 
realm! They are subtly fashioned of meshed gold and 
are of such exquisite beauty they place a watch in the 
precious jewel status. Delightfully versatile, they can be 
worn in many ways—as a bracelet encircling the wrist, 
as a provocative lapel ornament, or flaunting new smart- 
ness as a belt or pocket jewel. 

Neckline fashion has taken a two-fold stand! Neck- 
lines are very low—or very high! Dresses, blouses and 
even sweaters with low, low necks will be seen from 
early morning sun-styles to the final flicker of pre-dawn 
fashions. This means that necklaces, chokers, lariats and 
bibs will be “top-news” from morning until night. Nadja 
Buckley, famous Fifth Avenue designer, has this to say 





Bracelets on upper 








and lower arms deco- 
rate sleeveless dresses. 


by the public is skillfully arranged by hard-headed in- 
vestors. 

The fashion trends for 1950 are now established. They 
have been sponsored carefully by brilliant minds on both 
sides of the Atlantic. You, the jewelers. can now take 
advantage of the established pattern. You can put it to 
work immediately for your own profit. As never before, 
fashion is holding out both hands to the jewelry indus- 
try. The new fashions need jewelry to highlight and 
dramatize the new contour lines. The jeweler who helps 
a4 woman to complete the fashion picture of loveliness 
she has painted within her mind is doing more than 
make a sale. He is making a friend who will turn to his 
experience again and again for guidance. 


UNDERSTAND CUSTOMERS’ NEEDS 


In order to supply your customers with the jewelry 
that will give them the greatest satisfaction it is impera- 
tive that you understand their needs. This means that 
vou must be informed of current fashions and current 
trends—for to sell wisely means that you must have 
selected your merchandise with the utmost discrimina- 
tion. Let us then consider some of the fashion features 
that are important to the buying and selling of jewels 
and jewelry in 1950! 

There is a definite trend toward white-topped neck- 
lines, and this influence will be felt in the tone-sparkle 
of jewels. Since diamonds are the bedrock of a jewelry 
business every lever of promotion should be seized upon 
and used! The white-topped trend provides an excellent 
opportunity to give impetus to diamond sales! The em- 
phasis on white for accessory importance is further 
complimented by a returning favoritism (especially for 
evening) for the white metals—silver, white-gold, plati- 
num and palladium. You should give this trend con- 
sideration when buying new watch bands and bracelets. 

Undoubtedly the biggest piece of news in the world 
of fashion is the sleeveless dress. Think what this style 
canmean! There should be bracelets both for the upper 
and lower arm; flexible bracelets, firm circlets of gleam- 
ing metal, bracelets sparkling with lovely jewels and 
softly glowing rope bracelets of pearls. And while we’re 
on the subject of bracelets it is irresistible to mention 
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about necklaces and fashion: “It has always been my 
belief that fashion and jewels are very closely allied and 
| have always therefore seen the Paris collections and 
studied their relation to the jewels I was planning.” 

There seems to be this same feeling toward conserva- 
tism throughout the entire fashion industry. Although 
rumors persist that we shall swing back to the fashions 
of the 1920’s—and all present trends confirm this—there 
is a reluctance towards the exaggerations of that period 
and real enthusiasm for moderation and genuine beauty 
of line. 





Opulent jewelry in bold proportions 
dramatize the bulky-top silhouette. 


Directly in contrast to the low neckline stands the high 


throated neckline featuring dramatic wing-tipped collars 


which in turn require dramatic jewelry in clips, pins, 
necklaces and chokers. Madame Quilleret emphasizes 
this quality of drama with her gold-nugget creations 
encrusted with colorful precious jewels, with her lavishly 
clustered chokers of pearls and boldly proportioned rings 
that balance the bulky-topped silhouette line. The flar- 
ing collars and bulky-topped sleeves between elbow and 
shoulder really demand this richly opulent jewelry. 
Among world events influencing the fashions of 1950 
is the Holy Year in Rome. With men and women from 
(Please turn to page 157) 
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Simplified Inventory Control 






Inventory record keeping is not necessarily a complex operation but it’s 


a “must” in a buyers’ market. Here’s a simple stock control system that 


covers a four-year span and permits a complete sales picture at a glance. 


by FRED MERISH 


Mos: jewelers assume that inventory con- 
trol is a complicated operation. Like all systematic pro- 
cedure, it is fundamentally simple. In detail, it can be 
complex and costly. The big industrialist does have to 
follow a lot of recording red tape to keep himself “in the 
know” on his inventory. That isn’t because the system 
is fundamentally complicated; it’s because his opera- 
tions are involved and a system must always mirror 
operations, hence, there is much detail to be recorded. 

The jeweler can use the same fundamentals, applied in 
a simple way, and get comparatively as beneficial results 
with a minimum of recording and cost. 

There are two phases of inventory control—financial 
and recording—the former concerned with maintaining 
the inventory investment in safe ratio to working capital. 
turnover and operational expense; the latter concerned 
with the accurate recording of incoming and outgoing 
stock and customer requirements. 

The inventory control record shown here covers a four- 
year span and permits the jeweler to record the data in 
a limited space over a long period of time at minimum 
cost. Unless the stock runs into thousands of items, an 
office clerk or the boss himself can keep this system in 
little spare time. Here’s how it works. 

At the top of the card, list the item, source, grade, size, 
color, etc., then file the card by the name of the item— 
alphabetically. If the headings shown do not cover the 
information required, add other heads to suit. 

OH stands for on hand, O for ordered, S for sold. 
The figures entered show how the computation progresses. 
At the beginning of January there were 10 units on hand, 
15 were ordered during January,- making 25, out of 
which stock 20 units were sold, leaving 5 on hand the 
first of February. Repeat this progression each month. 
At the end of the year take a physical inventory and enter 
the result, which becomes the beginning inventory for 
January of the next year. 

If there is a substantial difference between the recorded 
figures and the physical inventory, the jeweler should 
investigate fully. However, it is unwise to make such 
comparison only at the end of the year. With these cards 
as guides, the jeweler can make test checks during the 
year to see whether there are substantial differences due 
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to error, theft, damage, etc. This simple, economical 
system minimizes such “invisible losses.” If possible. 
take inventory twice yearly, checking the recorded stock 
against the actual count and changing the records to 
agree with the count. 

Arrive at the turnover for an item by adding up the 
OH column, dividing by 13, which gives the average 
“carry. Divide this figure into the sales to get the 

(Please turn to page 186) 





INVENTORY CONTROL CARD 





Four-year record 
Item Supplier Color Grade 


Size Style Pattern No. Min. Max. 








—_ a — 


1} f 


Year 1949 1950 1951 | 1952 
| 
Month ,OH OS ||OH| O | S (OH| O| S§ ||OH| 0} 8 
ee a is el 7 : a ae +t, | 
January 10 15 20 | | 








February 5 


March 





April | 
May | | | 
June | | | | 
July | | | | | 


August | 1 
} | 








September 








October | | | | 


November 


Ending 
Inventory 





December 1 | | | 


Turnover 





At the end of each month enter the figures under columns OH, O 
and S, and use the same progression shown from month to month. 
At the end of the year total the three columns. The column O 
provides figures that will aid when making subsequent purchases. 
The column S gives an idea of how sales of the item run month 
to month and in total. The total of the OH column may be used 
to figure turnover on the item. 

If this column totals 260, divide by 13 for reasons explained in the 
article, to get the average "carry", which is 20. If the total under 
column S is 60, the stock has been turned three times, 20 divided 
into 60. 
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Handsome— 
compact—com- 
plete! This eye- 
catching Ronson 
Accessories Cabinet 
asks for and gets more 
sales—and attracts prof- 
itable store traffic! It 
holds representative stock 
of: Ronsonol® Lighter Fuel — 
25¢ retail. 

Ronson ‘‘Five-Flinter” — 5 extra- 
length Ronson Redskin Flints 

in handy slide packet— 

15¢ retail. 
Ronson Plastikit— handy kit of 
“*flints’’, wick, inserter, brush— 
25¢ retail. 

Use this beautiful cabinet to display 
nationally advertised* Ronson Lighter 

Accessories prominently! They’re 
best for any lighter and outsell 

all other brands combined — 
giving you more total 
dollar profit! 


ONO) 















Smart sales-getting 
cabinet takes up 
only 10%” x 634” 
on your counter. 






































Ronson distributor 
how YOU can get 
this cabinet 
without extra cost. 
Offer limited 
...act now! 



















*Ronson Accessories pre-sold for you on 
Johnny Desmond Show, Wednesday nights, 
ABC; and Ronson’s **20 Questions”, Saturday 
nights (Sunday nights, Pacific Coast), Mutual 

Network. Plus Television in leading cities! 
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This Bank Still Pays Dividends 






In Increased Jewelry Store Traffic 








Store exterior at night presents dramatically lighted appearance. 
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by E. R. LOOMIS 


View of store from front en- 
trance. A _ structural glass 
wall at the right separates 
the optical department from 
the rest of the store. Wall 
is broken up by two shadow 
boxes showing small pieces. 


A NEW store installation capping 60 years 
of successful jewelry store operation has brought divi- 
dends in increased store traffic and sales to Martin's 
Jewelers of Walla Walla, Wash., established in 1889 
by the late Charles D. Martin and now operated by his 
widow, Hazel B. Martin, and his son, Port C. Martin. 

An interesting feature of the new establishment was its 
conversion from an old-fashioned bank building to a 
modern jewelry store. The vaults were retained and 
adapted for use in the new operation. 

As listed by Port C. Martin, here are some of the 
benefits which his firm has realized from the move to 
the new location: 

1. A better location from the point of view of pedes- 
trian street traffic. Though it is located only a_ block 
away and on the opposite side of the street from the 
former store, there is a considerably greater flow of foot 











trafic past the new location. This was a major con- 
sideration in selection of the new site. 

9. An increase in floor space of 20 per cent, with a 

100 per cent increase 1n effective display area. 

3. Departmentalization of merchandise and better fa- 

cilities for the display of related items. 

4. A store arrangement which encourages a flow of 

traffic through the entire display area. 

5. Addition of new lines of merchandise made possible 
by the expanded display facilities. 

6. Improved lighting installation which considerably 
‘ncreases display effectiveness. 

By contrast with their former establishment’s 13 x 40 
foot dimensions, the new store’s display area measures 
18 x 50 feet. Of this, a 6 x 20 foot section at the right 
front of the store is occupied by an optical company. 
Access to the latter is through the jewelry store’s street 
entrance, the two areas being separated by a structural 
glass partition. Possible future expansion when the 
opportunity arises will be in this direction, plus addition 
of a second floor display room. 

The main selling space of the store therefore occupies 
an area 12 x 50 feet in size. The store’s lay-out and 
arrangement of fixtures has completely eliminated any 
tendency toward the “long, narrow look.” Three flat 
cases at the front. for example, were built so they could 
be “staggered” by placing at an angle partially facing 
customers as they come in the door. 

Another feature is the silver room which is located on 
the right side of the store behind the optical room. This 
has a front and rear entrance and is separated from the 
rest of the store by a partial curved partition. The latter 

curves outward into the main selling space. This narrows 
the aisle space at that point, inducing a flow of traffic 
through the silver room. 

The “silver room” is used for the display of china and 
(Please turn to page 153) 
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Top: Structural glass wall is 
dramatically backlighted, set- 
ting off pair of shadow boxes. 
Below: Small appliances are 
shown on modern designed shelv- 
ing which divide two entrances 
leading into the Silver Room. 















Compact Silver Room is designed 
for efficient operation. China 
and glassware are displayed too, 
allowing customers to view com- 
plete table service in one spot. 








Alvin Wiese, treasurer of 
the Tegtmeyer store, and 
Marion Pehowski of radio 
station WMAW discuss the 
“Protraits in Gems" show. 
Below: two samples of the 
ads that have proved such 
wide appeal for the store. 
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Appropriate 


Proves a Tratfic Builder 


by SILVIA SCHUSTER 





iciinins particularly appropriate to just before this minister's speech was given, thus assuring 
jewelry is part of the public relations work that the their own plug of a ready-made audience! 
Archie Tegtmeyer, Inc., Jewelers, of 10 Plankinton A few months ago they ran their famous “So You 
Arcade, in downtown Milwaukee, Wisconsin, are using Want to Stay Married” program which aroused so much 
as part of their sales building. interest throughout this city. This devoted each of the 

Firm believers in the pulling power of radio broad- thirteen fifteen-minute broadcasts to the dramatization of 
casts, the top managers of this store have been noted for some marriage problem with a subsequent discussion of 
the many short programs they have run in the past few how to solve or avoid that problem. 
years. Always these broadcasts have had strong tie-ins When that program had run its full length and the 
with jewelry, and always they tried to be of help to the (Please turn to page 155) 
listeners. : 

And they haven’t been afraid to experiment with dif- aap aR por ~~" 
ferent times or stations or programs. That’s one reason. deletes a>. DIAMONDS 
thinks Alvin Wiese, treasurer of this firm, that their out- MELE Sra _ SEMEL SE 
look has stayed young even though their store is going on 
fifty-seven vears! 

Right now, for instance, they have two separate pro- 
grams on two different Milwaukee radio stations. On 





WEMP they use only a 100-word spot announcement, but 
they put it in a spot which shows how shrewd they are 
at getting real value for their advertising dollar. At 7:25 
each morning a famous Milwaukee minister, the Reverend 
George Brueggeman, of the Mt. Olive Lutheran Church, 
here, gives one of his famed five-minute inspirational 
talks which have always attracted a large listening audi- 
ence. So the Tegtmeyer firm asked that their spot an- 
nouncement which plugs one general classification of 
jewelry such as watches, rings, or silverware. be run off Double-decker display windows at the Arcade store. 
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Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are working for you. They include... 


ADVERTISING supporting the engagement ring tradition 
—in leading national magazines. Advertising stressing 
the fashion significance of diamonds—in outstanding 
fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘‘The Eternal Gem’’—to show in your town. 
Write to Association Films, 347 Madison Ave., New 
York 17, N. ¥. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL .... Helpful FREE booklet, 
“More Dollars from Diamonds.”” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 


FOR MARCH, 1950 





Use the FREE movie 

“The Eternal Gem” 
to promote 

your diamonds 


ae 


[.. eood publicity for your store — and for 
your diamonds—to show “The Eternal Gem” before club groups, 
schools, and trade associations. 

This interesting, fast-moving professional production, just 
10 minutes in length. gives the history of diamonds, the story 
of famous stones. and the facts of diamond-cutting operations. 


Audiences enjoy it thoroughly. 


Showing the movie gives you a chance to talk directly to an 
assembled audience about your diamond selections, to distribute 


diamond literature. and to invite people into your store. 


For details on how you may acquire “The Eternal Gem” for 
your own use, write to Association Films, 347 Madison Ave., 


New York 17, N. Y. 


De Beers Consolidated Mines, Ltd. 
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Compromise Design Makes Most of Limitations 





Whe Burnstine’s of 919 F Street, North- 
west, Washington, D. C., decided to give their front a 
new look they were confronted with the problem of 
choosing a facade that would make their establishment 
stand out beside the competing jewelers on each side. 
Yet at the same time they wanted to present a conserva- 
tive appearance in keeping with their 83-year-old repu- 
tation of integrity and dignity. 

The solution decided upon after consultation with 
Corning & Moore, Washington architects, was a front 
of pre-cast blue stone hung on a steel frame. With the 
direct sun on the front, this vibrant blue shade of cast 
stone, trimmed with alumilite finish aluminum, was con- 
sidered as most fitting for the store and as a means of 
accentuating the store. 

Overhead, a sign of hollow channel letters with white 
tube fluorescent lighting in the back, gives a silhouette 
effect in the evening and is a pleasant relief from the 
glare of exposed neon up and down the busy F Street 
shopping thoroughfare. 

Since the store has direct southern exposure, an awning 
was needed. Selection was made of a rolling aluminum 
one in harmony with the surface trim. 

Because of the narrow entrance it was important to 
present an illusion of greater width without the necessity 
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Novel design of new front of Burnstine’s 

9 
Washington, D. C., store, provides maximum 
window display area and appearance of wide 


entrance despite limited street frontage. 


by ALBERT S. KESHEN 


Extruding display windows on each side of 
entrance with cut-away area above, opening 
to all-glass doorway, gives the appearance 
of a much wider entrance than is the case. 


Old front accents effectiveness of new design. 








of cutting into the window space. So they decided to 
put in an all-visual door front with glass panels on the 
inside side of each window, each panel measuring 14 
inches wide to the height of the window. Thus, anyone 
looking in from the outside can easily see into the main 
showroom through these glass panels as well as through 
the all-visual door. 

“We have utilized to the utmost our front display 
within our 22-foot, 6-inch property line,” said Bernard 
Burnstine, owner-manager. “First, the maximum show 
window on the street was necessary for the display of 
merchandise, but the sales appeal of an open view into 
the store competed for the valuable frontage. 


“This overlapping of requirements,” he pointed out, 
(Please turn to page 154) 
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Graduation Gifts 


Make Youngsters 





Tomorrow’s Customers 


A “DOUBLE BARREL” promotional program 
is spelling out success in terms of increased sales volume 
for Button Jewelers of Wenatchee. Wash. This was the 
second of three eastern Washington jewelry stores which 
was established by the three Button brothers. The first 
store was opened in Ellensburg in 1940, this store in 
1945, and the third in Grand Coulee in 1946. George E. 
Button manages the Wenatchee store and Frank C. But- 
ton and Richard L. Button manage the other two. 

The first barrel in the promotional program which 
George Button inaugurated when he took over the estab- 
lished jewelry store which the brothers acquired in 1945. 
was modernization of the display area. One limitation 
of the old store was inadequate utilization of available 
display space. Another was its extremely long and narrow 
appearance. The store is approximately 12 feet wide by 
60 feet in depth, yet there was a continuous row of wall 
cases on one side and another row of flat top cases on 
the other. This, Button says, “gave the store the appear- 
ance of a bowling alley.” Moreover, the store had a 
limited variety of merchandise. They carried just one 
line of sterling, one line of crystal. and no chinaware. 
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New glass-topped display counters 
set out from the wall to allow the 
salesmen to sell from behind them 
break up the long, narrow appear- 
ance of the interior of the store 


by EDWARD R. LUCAS 
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Graduation Gift Certificate 
TORE COMPS Yves 


P PORHOKOY OF oe. 








Form letter with enclosed gift certifi- 
cate is mailed to each student who 
will graduate, inviting them to come 
in for free gift. Sterling teaspoon 
in pattern of her choice is given to 
girls, while boys receive a tie pin. 


The modernization program which was inaugurated, 
called for installation of similar cases on each side of the 
store. Variety was introduced by alternating relatively 
short sections of wall shelving with flat top cases of about 
the same length. Since the flat top cases were placed out 
from the wall to permit clerks to sell from behind the 
counter, this broke up the extreme length of the room 
so that it was no longer noticeable. This in turn encour- 
ages customers to shop the full length of the store, mak- 
ing all display spots fully effective. 

A new system of lighting was installed, including 4 


THE JEWELERS’ CIRCULAR-KEYSTONE 





»oo” 


| 
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You need more than 


this to write a book this to create a diamond 
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The diamond with the completely polished edge... 
the diamond with the signature no other can copy 
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Staggered effect of the display windows flanking a deep 
entrance provide wide latitude in merchandise showings. 


Spotlights set above front doorway highlight evening dis- 
plays such as this silverware table just inside entrance. 


row of fluorescents down the center of the ceiling. Flush 
ceiling spotlights were installed, two over each flat top 
case. Wall case merchandise is highlighted by concealed 
lighting inside the cases. Spotlights were also installed 
to focus directly behind the front entrance. This space is 
used for special displays at night such as table settings 
on a small table placed back of the front door after the 
store has closed. 


DOUBLES DISPLAY SPACE 


The result has been at least to double the effective dis- 
play space with no increase in floor area. At the same 
time. the firm has just about quadrupled the variety of 
merchandise. They now handle four lines of sterling. 
three of china, and four of crystal, with ample variety 
obtainable within each line. All are fast turnover, na- 
tionally advertised brands. 

The second barrel in Button’s promotional program. 
has been the high school graduation gift certificate pro- 
motion. This was started with the 1948 graduating class 
of 237 students, and has already shown results beyond 
the owners’ expectations. It is particularly suitable, Button 


feels, in a town like Wenatchee with its 15,000 
tion. 


Popula. 


The promotion starts with the mailing of a gift certifi. 
cate and a form letter to each of the students who will 
sraduate. Mailed at least a month before graduation 
daie, these invite the recipient to come into the store for 
his or her gift. With the girls, the gift is a sterling silver 
teaspoon in the pattern she selects. The boys are given 
a tie pin. There were 126 girls and 11] boys in the 
1948 class. 

The purpose, of course, is to get the girls started in 
building up their sterling. The boys, as future bride. 
grooms and potential future customers, likewise become 
acquainted with the store. One purpose of mailing the 
certificates early, is to give the parents a chance to shop 
in the store for graduation presents. Its effectiveness as 
a good-will builder was indicated by the large number 
of “thank you” notes received from parents of oraduates, 


80 PER CENT FOLLOW-UP PURCHASES 


Perhaps the best indication of this promotion’s effec. 
tiveness, is the fact that no less than 80 per cent of the 
girls who received complimentary spoons, made subse. 
quent purchases of silverware the following year. This, 
Button emphasizes, was the “score” with silver alone— 
no record was kept of china or crystal purchases by the 
sirls or their parents. 

A card file record is kept of all silverware purchases by 
the girl or for her by parents and friends. The file serves 
as a check on the effectiveness of the promotion, and 
also acts as a “bride’s register” later on. With the record 
before them, friends know what to buy without duplicat- 
ing the gifts. 

A final improvement at Button Jewelers has been the 
installation of a china, crystal, and flatware “room” at 
the rear of the display area. Though not separated from 
the rest of the store, it does give the appearance of a 
“secluded” spot where customers may choose matching 
patterns in all three categories. at their leisure. 


Silverware is one of the store's most important lines and 
is consistently given major consideration in its displays. 
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IN JEWELS 


Available on consignment for your special 
requirements. Platinum and gold Jewelry 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


W-2039 551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 




















Betters Sales Picture with Photography 


This Kansas jeweler treated his photography department as a specialty 


operation and made his hobby profitable and increased jewelry sales. 


© -utine a monthly volume of $1,000 in a 
sideline department in a community of less than 700 popu- 
lation isn’t too remarkable, or difficult, if gone about in a 
“specialty manner” according to Leo Friesen, Friesen 
Jewelry, Buhler, Kansas. 

Over a period of only a few years, Leo Friesen has 
boosted traffic and sales of his main sideline, photo- 
graphic supplies, by treating this department as a spe- 
cialty operation, cementing goodwill among camera fans 
with custom-tailored service, and keying sales techniques, 
promotions and other ideas to the requirements of this 
market. 

Jewelry sales and watch repairwork are major depart- 
ments, but camera goods attract fifty per cent of the 
trafhe and lay the groundwork for many tie-in sales. A 
daily average of 15 to 25 customers visit the store to buy 
film and flash bulbs alone, and a film-finishing service at- 
tracts substantial traffic. 

With a photo inventory approximating $7,000, the 
stock has almost everything the shutterbug needs because 
the stock contains little duplication. If, for instance, the 
inventory includes a 16 mm Bell & Howell magazine 
camera, the dealer conserves display space, and keeps the 
inventory down, by refusing to stock the same type camera 
in other makes. 

Friesen makes his chief bid for photographic sales 
among farm families. Modern farm families have been 
around, and it requires an up-to-date, eye-catching ar- 
rangement to garner their business. He has fitted his 
store interior to modern tastes of farmers by utilizing 
streamlined showcases, rows of recessed fluorescent illu- 
mination and a soft pastel decorative motif. 
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A skilled amateur Photographer in 
his own right, Leo Friesen shows 
youngsters of the small, farm com. 
munity how to take good pictures 


by G. R. LOWEN 


Camera goods share half of the display room with 
jewelry, and a single, expansive, glass-enclosed display 
case, backed with a lengthy mirror, contains a wide selec- 
tion. A 10 x 20-foot projection room is situated at the 
back of the store. 

The jeweler was inspired to establish a jewelry-photo 
operation because he had seen these two items mixed 
successfully by dealers on the West Coast, and he is a 
camera enthusiast himself. His own experience in learn- 
ing amateur photography has: instilled a sympathetic, 

(Please turn to page 160) 
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A $7,000 inventory of photography equipment 
allows a wide choice for all amateurs’ needs. 
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H. C. KIONKA & Co., Ine. 


Established 1900 


15 MAIDEN LANE NEW YORK 7%, N. Y. 
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Finalists jn the 
talent quest re. 
Celve prizes on 
Stage at the ® 
cal theater from 
where event was 
aired on radio. 


Talent Quest Promotion 


Centers Attention on Sponsoring Jeweler 


W. M. House, Baytown, Texas, jeweler, had a 
natural tieup with his name in his “Talent 
House” promotion. Idea was so successful 


he’s planning for a repeat performance. 


Many A JEWELER has capitalized on his 
own name for promotion purposes, but none more effec- 
tively than W. M. House of Baytown, Texas. Sponsoring a 
weekly half-hour talent-quest of the well-known “amateur 
hour” variety, the jeweler aptly termed his offering 
“Talent House.” 

The half-hour, once-a-week program was_ broadcast 
Tuesday evenings from the stage of the Bay Theatre. 
Baytown, over radio station KRCT at 6:30 p.m. This 
combination worked extremely well for the jeweler, since 
he secured an excellent between-movies “live” audience 
as well as a substantial number of dinnertime listeners 
at home. 

The purpose of the program, of course, was to locate 
the most outstanding talent in the Baytown area. Booked 
for a definite thirteen week period, the program offered 
as prizes one each of the jewelry store’s outstanding 
watch and silver lines over a ten-week period. Then for 
two weeks, semi-finals of all those who had already won 
were held, and the last week’s show was scheduled to 
select the top talent of all. The grand prize for this 
winner was a $400 diamond ring. 

A buffet supper for the finalists was held prior to the 
wind-up broadcast, with the participants being taken 
from the supper to the theatre in an “all-Packard con- 
vertible parade.” This final touch was, naturally, a 
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Second prize winner was awarded flatware set in semi-finals. 


concession to the youngsters who made up the vast 
majority of the contestants in the talent hunt. 

The first prize of a $400 diamond ring was awarded 
to a pair of twins by the judges. In order to keep them 
happy, the award was split into two $200 rings; they had 
already won two Bulova watches in the weekly contests. 
The second prize winner was awarded a $250 set of 
china. He had previously won a set of Dirilyte. 

House said that the Talent House was a grand suc- 
cess. The public definitely responded to the promotion. 
Houston is thirty miles away from Baytown and is the 
location of many large and fine jewelry stores, but 
people actually drove from the largest city in Texas to 
find out about Talent House and to buy. 

In fact, the program was such a success that House 
intends to start another thirteen-week series on June 6th, 
this year, for he feels that this is an ideal summer pro- 
motion and, more important. people have asked when 
he’s going to do it again. 
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The integrity of the House of Harry Winston 


means to vou... confidence ... 


.. confidence that your requirements will be met 
for a continuous source of evenly eraded diamonds 
of an exaet color. quality and size... from the 


smallest melee to the largest sizes... 


. confidence that our large volume and rigid 
manufacturing controls will give you prices that 


challenge the industry! 


. confidence ... and prestige. too... for we 
acquire the most fabulous and highly publicized 


of the world’s diamonds... 





rare jewels of the world 
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Fd Sketched is the uncut 
Vy Jonker diamond as it 
was prepared to yield 

the twelve beautiful 


diamonds in the photo- 
graph. 
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HARKY WINSTO 


7 EAST 51st STREET, NEW YORK 
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THE WINSTON COLLECTIONS ARE AVAILABLE 
AT YOUR REQUEST 


Testing Demand Sets Key for Promotions 


by ROSS MILLER 


Murray Tobias discusses with one 
of his sales force which items to 
watch on the linen-covered table 
he uses as part of his system of 
pre-testing merchandise demand, 





Many jewelers promote merchandise sales 
throughout the year to stimulate business or to promote 
single items or certain lines of merchandise. However. 
many jewelers have been disappointed in such promo- 
tions, for they did not attract enough prospective cus- 
tomers to get gratifying sales. These promotions take 
time and money and when they fail the jeweler might 
begin to think that business is on the verge of depression. 

“We have found that you cannot just decide to have 
a promotion in your store and expect traffic to beat a 
path to your place of business,” says Murray Tobias of 
Tobias Jewelers in Stamford, Conn. “There must be a 
reason for your sale and you must present the proper 
merchandise to your potential market at the proper 
time. If you can tie in both these factors, then as a 
retail jeweler you can expect good results from almost 
every promotion started.” 








Tobias initiated a program of pre-testing merchan- Above — Special _ — lets _ 
. . of . man remove settings tor closer examination. 
dise and lines that he expected to promote when a few Below —Stub filled out by store's visitors 
of his promotions failed to bring in the desired results. for prize drawing, poll, and mailing lists. 


Instead of spending money for newspaper ads, store 
decorations, and window displays, he felt that if he 











could pre-test the merchandise to be sold, expense and Print Cleat 
labor could be saved and he would only have sure-fire vane Willian. Drexson, TR. Ne 1780 
sales on merchandise in demand. And ever since he naaen o So Swwie — | 
. . . . © ae saa 
thought of this idea, his sales have been successful.  oenenunene 
° . im becamne . « « 1sew your ad inthe Advocate CO 
Murray pre-tests mechandise demand and current in- comme \ heard your Redio Program (1 
| passed by and saw the store 0 


terest on lines that he carries by two methods. First, he — aa © 
(Please turn to page 163) =§«-_—«<——————iCiCi(#(N”C”(C(C(C(C(C(C(C(CtCA cca napeeusccceosensencennnanonansnnnamennntnsnnns eee wane AT 
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We have a large stock of Precious . 
Stones, mounted and unmounted from 
which to make your selection. Let us 
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Repairman Arnold Aiken and 
owner H. E. Wood; in fron¢ 
of the display of repaired 
clocks used to remind their 
customers to bring 


forgot- 
ten clocks to Woods’ 


Store. 


by FREDERICA YOUNG 


Repairs Are Strong Foundation for Sales 


People like to buy watches from a man who has done an excellent repair 


job on an old one, which is why this jeweler concentrates on maintaining 


a repair department whose reputation is tops in the Yonkers, N. Y., area. 


oe one thing has to promote store 
traffic,” said H. E. Woods, owner of the Woods Jewelry 
Store in Yonkers, New York. “In my case watch and 
clock repairs represent over half my total volume, and 
the customers who get good service on repairs think of 
me when they make other jewelry store purchases. Re- 
pairing is the foundation of my store.” 

Mr. Woods opened his store on a busy corner of 
Yonkers’ main business section and has remained in the 
same location for twenty-five years. During that time 
50,000 customers have come in for watch or clock re- 
pairs and remained to buy silver, costume jewelry or 
diamonds. 

People come to Wood’s not only from Yonkers, but 
from surrounding towns and the far sections of West- 
chester County. “Take it to Woods,” is not the store 
advertising slogan. Instead it is the advice other jewelers 
give customers who come to them with difficult repair 
problems. The store has a reputation for doing excellent 
work, and because of that reputation gains much busi- 
ness it might never have had otherwise. 

When he first opened, Woods intended to handle all 
the repairs himself, but as both the repairs and sales 
increased, he found he had to have help. At present he 
has two assistants, both of whom he trained just as he 
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himself was trained fifty years ago by another New 
England watchmaker, Alfred F. Grimes of Peterboro, 
New Hampshire. 

Arnold Van Aken does the clock repairing and Edward 
Lash the watch repairing. And there is nothing this three- 
man battery of movement experts can’t tackle. They repair 
anything from a modern alarm to an antique ship’s bells. 
When asked what they do about getting parts for the very 
old clocks, the answer was simple, “We make them.” 

Old clocks of particular interest are displayed in a 
large, glass front case at the rear of the store, and to 
customers coming in to buy a gift, this display case is 
like a small museum. Here they see clocks with wooden 
movements, 400-day clocks, elaborate French china clocks 
and early calendar clocks. 

All these might have been placed behind the scenes 
with greater convenience. But displayed as they are, 
they make an exhibit of great interest and are a subtle 
form of advertisement to the many people who have old 
clocks stored away and have been wondering for years 
where they could get them put in working order. 

All repairs are returned to the customers with an un- 
conditional one year guarantee. One of the store’s most 
repeated ads says, “There are no ‘IFS’ in our guarantee,” 

(Please turn to page 189) 
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Your NEXT big Cultured 
Pearl selling period 
is MOTHER'S DAY .. . 
be ready with world’s finest 


Imperial necklaces, chokers, 
earrings and cultured pearl- 
Studded gold jewelry .. . 

Todays Jewels for Mothers 
_. . Tomorrow's Cherished 
Family Heirlooms. 
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"PPG Ceeeeceett" 


_.. the only Cultured Pearls 
REGISTERED AND INSURED 
for the protection of 

your customers and you! 


Richly Packaged 


PEARL SYNDICATE "@ NATIONALLY AND. INTERNATIONALL' 
ADVERTISED AND ADMIRED 


607 Fifth Avenue, New York 17, N. Y. rS Awarded highest 
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Quality Ads Reverse 
Repair-Retail Ratio 


Haubert & Cook of San Diego, Cal., 





found that newspaper ads of the 
best quality helped more than any 


other media to bring in customers. 


by JOSEPH BAER 


 — & COOK are doing so well pulling 
trade “upstairs,” that their 1949 business was 20 per cent 
ahead of 1948 and 1947 volume. What’s even more im- 
portant for this 13-year-old San Diego, California, firm 
is that 60 per cent of current business represents retail 
sales; 40 per cent repair income. 

Only four years ago it was the other way around. 
Nearly 80 per cent of total income came from wholesale 
and retail repair work, and about 20 per cent from retail 
sales. 

Then William Haubert and his partner, John Cook, de- 
cided to convert one of their three upstairs workrooms 
into a sales room. In.a 13-foot by 22-foot room they in- 
stalled two show cases and an up-and-down wall case. 
Adjoining the plate glass windows of this showroom, on 
the fifth floor of the Granger Building in downtown San 
Diego, is a “window box” showcase. 

This provided Haubert and Cook with the physical 
requirements for sales making. In addition, the partners 
started to run weekly display advertisements in the city’s 
three newspapers. 

Despite their extremely low rental . . . $75 per month 
for three fifth-floor rooms ... the partners did not resort 
to “price” advertising. Instead, Haubert & Cook’s adver- 
tisements aim to create distinction of quality through ad- 
vertising quality merchandise. 

The upstairs jewelers take particular pains with their 
advertisements. Instead of using mats, or old cuts, to 
illustrate the advertised products, they often get their 
own art work done by a local artist. This is a little more 
expensive, but it gives them clear, sharp illustrations in 
their advertisements. 

Haubert & Cook not only are careful about the appear- 
ance of their ads. They follow through with a survey 
to check the effectiveness of their advertisements. They 
ask customers what brought them to the fifth-floor jewelry 
store. Here’s what their survey reveals: 

1. Newspaper advertising contributes 25 per cent of 
Haubert & Cook’s retail volume. The other 75 per cent of 
the retail business comes from personal recommendations. 
In short, Haubert & Cook find that personalized service 

(Please turn to page 190) 
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Samples of the ads 
placed in newspa- 
pers by this store 
reveal the careful 
planning that has 
been put into them. 





THE JEWELERS’ CIRCULAR-KEYSTONE 








Women are excited about 


~ > 
. P 
a 
. a ‘ - 
a ° 1 
oe ” wer 
> 
: ? “ 
* 
io 
e's : ° 
x Se % ? 
8 a 
} F " 
: * 
. or 3 m 
or ss 


the newest pattern 
in Gorham Silverplate 














I rosuce only a short time 


ago, New Elegance is already a 
favorite among all silverplate 
patterns. A favorite for its beauty .. . for 
its grace . . . and for a quality of 
a [ workmanship which has caused more 
™ than one customer to say, “This really is New 
Elegance in silverplate!” 
And if you handle this newest pattern in Gorham 


Silverplate, you know by now this fact: to 


show New Elegance is to sell it! 





Reg. U. S. PAT. OFF. 
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Staged 





Lighting 





Emphasizes 





Diamond 


Display 


The modernization of this store 
was marked by installation of q 
glare-free, even lighting system 
that is dignified yet eye catch. 
ing, as this night scene reveals. 





Sixty-five per cent of this store's volume is in diamonds and the 
concealed lighting system brings out their true colors and shapes. 


iw increasing significance of proper 


illumination in selling diamonds and other jewelry in- 
duced C. R. Allen, of the Allen and Caspersen Jewelry. 
Houston, Texas, to make a complete analysis of the light- 
ing possibilities before modernizing his new, distinctive 
store at 1912 Fannin Street. 

As a result, his new store is unique—not just from an 
architectural standpoint—but particularly for its lighting 
arrangement which was designed to eliminate glare and 
provide evenly-distributed lighting for the proper dis- 
play of merchandise. 

Working closely with MacKie and Kamrath, archi- 
tects, the jeweler’s objective in designing the lighting 
was to (a) achieve a well-lighted interior with a mini- 
mum of glare, (b) conceal the source of light from the 
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by GRIER LOWRY 


sight-line of customers, and (c) to perfect a night light- 
ing arrangement in keeping with the dignified and prog: 
ressive tradition of the 40-year-old firm, which has 4 
reputation for handling only fine diamonds, sterling 
silver and related merchandise. 

Established in 1910 by the present owner’s father, the 
firm has had several changes of address, and for a num 
ber of years accupied a choice location in the heart of 
Houston’s business district. Thirteen windows were 
available for display purposes at this select location. But 
after both Charles A. Caspersen and C. R. Allen, Sr., died, 
the present owner’s preference for a bantam-sized, ultre 

(Please turn to page 166) 
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D9 Solitaire $87.50—$250.00 
DOW Wedding Rings $15.00 





No wonder more and more of the diamond buying public is calling for Treasureland Diamond 
Rings! Purest, fiery diamonds, set in exquisite bands... the value and excellence of each 

ring closely guarded by the Treasureland Certificate of Guarantee and Registration. Bigger 
sales, bigger profits are yours when you stock and display Treasureland Registered Diamond 
Rings. Write today for information regarding exclusive dealership in your community. 


Treasureland Ring Co., Box |, Chicago 90, Illinois. 


NATIONALLY ADVERTISED 


Re aa 
~Sreassretesredl REGISTERED DIAMOND RINGS 
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Stowell’s of Boston can ~ pista | : mG 
trace their history to —— bi M0 qT  —* 
1822, but they keep pace 





with the times with the oe 
latest in modernization. 


This pen and ink sketch of the new 
store front clearly shows the fact 
that the modernization has been ac- 
complished in keeping with Stowell's 
long tradition of continuous history. 


by EVERETT M. SMITH 











Marking the installation of a new front 
on the 127-year-old Stowell store, the 
lovely diamond and ruby necklace owned 
by Harry Winston and illustrated in an 
ad for Cadillac recently, was featured. 





We a business, in a city like Boston, and clock business from Charlestown to the historical 
can boast of a continuous history of 127 years, it chal- site of the home of Samuel Adams, known as the Father 
lenges attention. of the American Revolution. 

This is the vital record of A. Stowell Company, jewelers To inaugurate the new display windows, many thou- 
and silversmiths, of 24 Winter Street. Keeping pace with sands of ides’ worth of magnificent silverware, rare 
the changing times, this outstanding jewelry store has a jewels, and diamonds were shown, and especially featured 
background that dates back to the days of whale-oil lamps was the fabulous diamond and ruby necklace illustrated 
and clipper ships—1822—the year in which Boston be- in a recent color-page Cadillac advertisement. This extra- 
came a city. ordinary piece of jewelry was loaned to Stowell’s by 

At that time, physicians’ door-plates were far more Harry Winston, owner of the famous Hope Diamond. 
common on Winter Street than commercial signs. It was With the entire new store front of plate glass trimmed 
then that John and Abel Stowell moved their retail jewelry (Please turn to page 188) 
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KING EDWARD 
Use these 6 vital sales points that make 


King Edward Silverplate one of America’s fastest-selling lines! 


1. beautiful patterns .. . sales tested . . . contemporary and traditional. 


2. unlimited service guarantee . . . substantially plated with pure silver 
on 18% nickel-silver blanks, the finest material used. Frequently used pieces are 
extra plated at the points of greatest wear. Luxurious hollow-handle knives have 
mirror-finish stainless steel blades. Forks and spoons are graded for perfect balance. 
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MOSS ROSE 
3. widest assortment of sets —5 different services for 6, 8, and 12... 


each in solid wood, beautifully lined, anti-tarnish chests. 


—_ ~ 
OO 
a SOOO 
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4. most extensive open stock ... as many as 33 pieces, including carving 
sets, child sets, and handsome serving pieces. 






CAVALCADE | 
3. low, low price .. . King Edward Silverplate is priced for the great middle- 


income market, the vast majority of our customers. 


6. HUGE ADVERTISING PROGRAM. King Edward is familiar to all 
your customers — familiar as the pages of Good Housekeeping, True Story, True 
Confessions, Modern Romances, and True Romance. That’s where 19,500,000 people 
see King Edward Silverplate’s story — directing them right to your store! 
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y ing Edward © Silver plate —_ 


NATIONAL SILVER COMPANY Lh TEN 


Good Housekeeping 
Nor 
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August was slow for Worrel’s and 
to jump sales during this period, 
they took advantage of the prize- 


winning events held in the summer. 


A TROPHY department that stimulates the 
business of the dullest month in the year by over $2000 
is a feature of the jewelry business of R. O. Worrell, 
Mexico, Mo. “August had been our lowest volume month 
for years,’ Mr. Worrell said. “In fact, since the store was 
established in 1889 by my father.” 

In 1935 Mr. Worrell decided that the trophy business 
was worth promoting as a means of jumping up August 
sales and obtained permission of the Audrain County Fair 
officials to solicit business men on the idea which had 
hitherto been conducted on a hit-or-miss method. Cooper- 
ation with fair officials is necessary because memberships, 
contributions and the financial setup and exhibitions of 
local horses are all tied together under their supervision. 

One of the things Mr. Worrell found wrong with the 
trophy business from the buyer’s standpoint was that a 
merchant might buy a handsome trophy costing anywhere 
from a hundred to five hundred dollars and offer it as a 
prize for the winner of a certain event expecting to get 
most of his money back in publicity. If the event didn’t 
take place or was rained out the merchant lost. The first 
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This 30-inch-high sterling silver 
loving cup was bought at Worrel's 
eight years ago and is shown being 
awarded to the eighth winner 
of the five-gaited championship 
at the 1949 Audrain Country Fair. 


by L. H. HOUCK 





R. O. Worrel (center) and his mother show a county 
fair official a sterling tray to be used as a trophy. 


thing Worrell did was to arrange with the fair associa- 
tion to guarantee that a trophy would be presented. If an 
event was rained out and the trophy could not be awarded, 
then the owner of the trophy was guaranteed the right to 
present it at the next fair or at any subsequent running 
of that event. Regardless of conditions this guaranteed the 
buyer of a trophy the right to present it and to receive 
continuing publicity as the donor. 

This change proved a shot-in-the-arm for the trophy 
business and marked the beginning of a trophy depatt- 
ment in Worrell’s store that has turned in an increase 
in volume each year for fourteen years. 

(Please turn to page 162) 
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WE WILL BE AT THE 


“BUSIEST CORNER IN THE WORLD” 





STREETS 


STATE AND MADISON 












































AMERICA'S LEADING WHOLESALER 


(SAME MAIL ADDRESS) 


P.O. BOX I 
CHICAGO 90 


BRANCHES 
DALLAS—DENVER—DETROIT—NASHVILLE 


"BUY FROM BECKEN— 





AND GET THE BEST" 
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Displays in Motion 


Demand Attention 





This jeweler’s display idea and 


his hobby gave him a new store. 


Tie attractive and modern new jewelry 
store at Logansport, Indiana, operated by Mr. and Mrs. 
Earl Fernbaugh can be described in one way as the 
“store that turntables built,” for Earl Fernbaugh has 
used turntable display methods for many years, and he 
claims that it has increased his sales a great deal. 

In his new store, which is 20 feet wide and 110 feet 
long, Fernbaugh employs two small turntable displays in 
his front windows and two larger turntable displays just 
inside the front door. 

The window turntables measure about two feet in 
width, while those just inside the front door are three 
feet wide and three feet high. 

“IT constructed these turntables myself,” states Fern- 
baugh “and we find that we do have quite a call for 
merchandise displayed on them. Traffic coming into the 
store as well as traffic leaving the store must see those 
large turntables just inside the front door, one on either 
side, and sidewalk traffic usually sees the window turn- 
tables. Animation always catches the eye.” 

If a jeweler is not handyman enough to construct such 
turntables himself, he can easily get help from his local 
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Left: One of the alcoves of the 
front of Fernbaugh's store. This 
arrangement allows customers to 
step in to see the displays with. 
out bother from sidewalk traffic 
Below: One of the turntables that 
Fernbaugh planned and constructed. 


electrician, states, Fernbaugh. The cost of operating such 
turntables is a very small item, and they are a distinguish- 
ing mark of a store with many customers. 

Glassware, giftware and other seasonal items, as well 
as silverware and small appliances fit perfectly into the 
turntable merchandising campaign as practiced at this 
outstanding small city store. Merchandise displayed on 
turntables is set off from other merchandise in the store 
and gets four to five times the attention that stationary 
merchandise receives, Fernbaugh believes. 

This enterprising jeweler practically built the entire 
new store himself. 

“Carpentry is my hobby,” says Fernbaugh, “and so 
when I bought the new store, I decided to design the 
store and build it myself. It was a challenge to me and 
also a welcome diversion from my regular business, 
capably staffed by six efficient salespeople.” 

All the carpentry work, the floor laying, and other 
construction work was done or supervised by Fernbaugh. 
He even designed and made most of his own fixtures, 
counters and display cases. 

(Please turn to page 159) 
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PRECIOUS STONES... Gems of Quality and Valuct... 











® Individual Gems 


loose and mounted 


® Fine Platinum Jewelry 


Rockefeller Center, New York 




















— 


CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


Sy 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648-0649 
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JIC Diamond Exhibit 


(From page 109) 


promotion will soon be at hand. Such a card, the Council 
suggests, could be used not only for special direct mail 
purposes, but could be given circulation by being used 
in all out-going mail to customers, repair envelopes and 
all packages. 

The Council’s promotion book also emphasizes the 
many markets for diamonds over and above the engage- 
ment ring and the diamond wedding ring market. Among 
the other markets it lists are: belated engagement ring: 
groom’s diamond gift to the bride; diamond jewelry for 
fiancee; wedding anniversary (10th—30th—60th) ; a gift 
to mother when the baby is born; birthdays; rewards 
for services rendered; diamond remounting and restyling 
of old diamond jewelry. 


It also reminds jewelers that because of the obser- 
vance of Holy Year during 1950, there undoubtedly will 
be an increased interest in religious jewelry, such as 
diamond crosses, religious medals set with diamonds and 
rosaries. It further reminds the jeweler that there is a 
baby gift market—a market interested in baby lockets 
set with diamonds, small bracelets, pins and tiny rings 
set with diamonds. 


The promotion book gives layouts and copy for twelve 
different newspaper advertisements. In addition, it lists 
a number of special headlines for newspaper copy which 
retailers may want to consider. Copy for radio commer- 
cials and copy for direct mail, in addition to suggestions 
for window display, appear in this promotion book, as 


— 





RUBY 


AMETHYST 
SAPPHIRE TOPAZ QUARTZ 
(citrine) 
EMERALD GARNET 


well as a number of publicity releases for retailers 

In addition to the special window display card 
“Brighten up and Check up on your Diamonds” and the 
promotion book, the Council is also furnishing he, 
with a second easel-backed display. This display me 
printed in color, is an invitation to the public to visi 
the diamond exhibit of the store displaying it. . 

The Council also has made available a special he. 
dow streamer inviting the public to the store’s “1950 
Diamond Exhibit.” and six in-store display cards, each 
of which calls attention to a different occasion for the 
siving of diamonds. 

At the close of the Council’s promotion book. numerous 
comments of retailers, in large as well as small com. 
munities, who participated in last year’s diamond pro- 
motion are quoted. Reproductions of newspaper adver. 
tisements used by participating retailers last year are 
also given. 

Among the varied comments by retailers on last year’s 
promotion are the following: | 

“Every one of your promotions is excellent. They 
create a promotional-minded industry front that is very 
important. We want more of the promotions and espe. 
cially the cards that are very helpful in display.” 


% + 


to use, 


“Well satisfied with the diamond promotion and the 
results. The work being done by the Jewelry Industry 
Council is very fine. Jewelers not belonging to the 
Council are missing out.” 


“T think all of your promotional ideas are fine. They 
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Cahbre Guard Rings 


PEARL TOURMALINE 


LAPIS LAZULI BLACK ONYX 


TURQUOISE AQUAMARINE 


Diamond Wedding Rings and Dinner Rings 


New Designs constantly being Produced 
R KOULIS 


MAEYE 








4H Co. INC. | 


Manufacturers serving the Jewelry Trade since 1920 


228 East 45th Street 


CHICAGO 


LOUIS N. ROSE 
29 EAST MADISON ST. 





PACIFIC COAST 


MOE DIAMOND 
220 WEST FIFTH ST., LOS ANGELES 


New York 17, N. Y. | 


SOUTHEAST | 
CREDE W. WILSON, JR. | 
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| certainly increase interest in jewelers’ items. We 
av P ; ; 
nter all of your promotions and use them.” 


“The 1949 Diamond Jubilee was a wonderful promo- 
tion idea and as a result we increased our diamond sales. 
We hope you keep up these special promotions—they 


are more effective than ordinary displays of mer- 


chandise. 

“You folks are doing a wonderful job. Your ideas and 
suggestions are very helpful on window trimming, ads. 
etc. These Diamond Jubilees, Watch Parades, and Silver 
Parades are what the industry needs to make people 
conscious of jewelry stores.” 


“We always cooperate in such events and generally 
receive benefits from them. These promotions put addi- 
ional advertising ideas into effect and pepped-up our 
window displays and newspaper advertising. We think 
the Diamond Jubilee was worthwhile and by using the 
knowledge gained this year, the 1950 event can be 
better. es * 


“We are sold on the idea of these special selling events, 
and have long thought that jewelers needed them. While 
we are not a large firm, we have six employees and they 
are all of the same opinion. The special material sent 
out to us was of great help and was made use of through 
the store with good results.” 

“Diamond promotions, good stuff, keep it up! We just 
sent out your Mother’s Day letters, one of them ver- 


batim. This is one Council that does a lot of good.” 
% % 3¢ 

Close to a thousand newspapers in all parts of the 
country have received copies of the Council’s plan and 
idea book for “The 1950 Diamond Exhibit” and more 
than a thousand radio stations have been sent the radio 
commercials it contains. “This has been done,” says Mr. 
Haase, “in order to enable newspapers and radio sta- 
tions to work closely in advance of the promotion with 
retail jewelers in their localities.” 





Gem Collection Sparkles Store Opening 


The opening of another Stanley jewelry store at Gas- 
tonia, N. C., was highlighted by a $750,000 gem collection 
lent for the occasion by Harry Winston, Inc., of New 
York. Included in the collection was the world-famed 
Spellbound diamond clip, said to be the largest single 
jewel ever created. The $500,000 clip is made of 728 
diamonds, weighing a total of 212 carats, and is in- 
geniously constructed so that it can be taken apart to 
form several separate jewels, such as earrings and 
pendants. 

The exhibit began on January 12th when the store 
opened for the first time. The diamonds of the collec- 
tion were on display daily from 9-4 o’clock for the re- 
mainder of the week. At four P. M., they were removed 
to the local bank for safekeeping. 

The store started registering visitors at the opening 
and continued through Thursday night when $500 in 
prizes was given away. Top prize was a diamond ring 


worth $100. 





From the KOSLOW Collection 
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Viot 





IS PROUD TO PRESENT 


. this new striking pair of unusual 
clips, enhanced with a diffusion of pear- 
shape diamonds and set in a graceful leaf 
pattern. 


MR. RETAILER: For your profit, we offer In- 
dividually designed pieces for your Special 
Preferred Memorandum Requirements — in 
Necklaces, Bracelets, Clips, Rings and Earclips. 


JEWELERS 


tinctive Jewels for Over 30 Years 





42 WEST 48th STREET, NEW YORK 19, N. Y. 
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Color Contrasts 


(From page 115) 


special watches, one for bands, and one for the finest 
platinum and diamond watches. 


Behind the watch department three new customer 
rooms have been added; small offices with built-in up- 
holstered seats, a comfortable chair or two and a table. 
Here customers may select merchandise from any depart- 
ment behind closed doors. The rooms are strategically 
located next to the diamond department where privacy is 
most often desired. 


The diamond section has been relatively unchanged. 
It has always occupied its own important alcove to the 
left as one enters the store. 


Directly opposite the diamonds however, greater prom- 
inence has been given a new department. “Fashion Jew- 
elry” it is called, a word more appropriate to the mer- 
chandise handled than the popular “Costume Jewelry” 
because it signifies this merchandise is subject to more 
and faster changes in fashion. Here rapid turnover items 
are shown stich as rhinestones and other fad jewelry and 
even gold filled items. “Fashion Jewelry” occupies its 
own rectangular section to the right of the entrance, 
differentiated from the rest of the store by means of blue 
paneled walls. In this section only, jewelry is hung on 
the walls against a framed background of rose-biege cloth. 


A fashion jewelry window has been added in the slanted 


vestrbule of the main entrance. Here the 
jewelry and some of the finest gold-filled 
shown at all times. 


latest jn fad 
Pieces will ¥ 


Down the middle of the store fine gold jewelry has bee 
centered in display cases beneath a circular openin m 
the ceiling to the mezzanine. The picturesque en 
has been given dramatic emphasis by painting it Maroon 

Watch and jewelry repair departments, engraving 
‘call,” and other service features formerly housed jn he 
related sales departments, have been combined in one 


service department near the rear of the store. 


Behind the scenes a dumbwaiter now facilitates the 
passage of merchandise and equipment from the enlarged 
shipping room in the basement, to the street selling floor 
the “registration” or marking room on the mezzanine, and 
the offices and shops on two floors above. New offices and 
a meeting room have been added and a new eleyato; 
services them. A Celotex Acoustical ceiling makes the 
accounting room and the new location of the switchboard 
operator a quieter place to carry on business in a more 
dignified manner. 


During the entire transition period. including the two 
months the firm was without the advantage of display 
windows, the store was open for business. As a method of 
saying, “thank you,” for the cooperation of employees dur. 
ing this trying period, Kinds gave a dinner party complete 
with entertainment and dancing to a full orchestra the 
evening before the reopening. 96 employees attended. Two 
were awarded presents by Oscar Kind Jr., President of 





Design Pat. Pend. ze —— 






UNUSUAL ASSORTMENT 
OF 
EARRING MOUNTINGS 





MEN’S SEMI-MOUNTED 
RINGS and MEN’S MOUNTINGS 


ROSENTHAL & KAPLAN 


126 WEST 46th STREET, NEW YORK, N. Y. 
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the firm, in recognition of 25 years of service with the 


ompany He mentioned that of the 110 employees, 30 : 7. a 
: > BS ellie ais 

have been with the company at least this long, some up to ad | 

6] years. mg ; pen hop crn an 


a 


On that same day, large space ads in the two leading 
newspapers, The Evening Bulletin and The Philadelphia 
Inquirer, announced the grand reopening and invited the 
public to come in the following day. 3800 engraved card 
‘nvitations had been sent by mail, 3500 to customers. 
Each one was signed by a member of the firm or sales 
force. The large number of people who thanked each 
signer gave evidence that this personal signature was 
appreciated enough to make it worth the extra time 
and effort. 

Nothing prepared observers for the surprise they re- 
ceived as they walked in the door. 

“That statue moved... “It’s alive .. .” visitors ex- 
claimed as they were attracted to the wall niches in the 
diamond department. There three girls stood on pedestals 
above counter height, built for the display of figurines. 

The girls were scheduled to stand on the pedestals for 
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Treasure Chest Lures Customers 


When the Keith theater in Cincinnati, Ohio, sched- 
uled “The Pirates of Capri” for its screen, the Richter 
Jewelry Company saw a chance to promote jewelry by 
a tie-in with the film. A pirate’s treasure trove, consist- 
ing ef two chests—one locked, the other opened to reveal 
a tempting display of jewelry—was placed in the window 
among cutlasses and pistols. A grim touch of realism 
was added by a skull obtained from the zoology depart- 





| aes VWP84D — $28.00 





Roy KEYSTONE 





nettor Ueanare heats dipley drow ¢ Wet of tention. ITEMS SHOWN ARE 14KT. WHITE GOLD 
ment of the University of Cincinnati. In the lobby of WITH PALLADIUM SETTING PLATES 


the theater a larger chest was exhibited, but this one was 


tightly locked. To get into this chest, there was only one USEFUL FOR REMOUNT JOBS 


key and that was among thousands distributed through- 
out the city by girls dressed in pirate costume. On the | We also manufacture popular priced diamond jewelry 
screen, announcements were made that all prizes con- | jtems with rings to match. The high respect in which 
tained i » chest were 1 that . 

ed in the chest were presented by Richter and tha diamonds are held by the public makes these articles 


any one who did not have a key could get one by calling dea! . 
at the store. As an extra attraction, Richter’s offered free | VETY esirable and reduces sales resistance. 


passes to the theater to persons who guessed the weight 
of the skull within a 14 pound. Strangely enough, only 
thirty out of the hundreds who came into the store to 
register and make their guess won free passes. 

After a lucky person won the $250 treasure, the pro- 
motion stopped. Richter’s found that this was one of the 
best they’ve ever had, both for business and making new 26-30 Beecher Street, Newark 2, N. J. 


friends for the store. 
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Suown above is only a part 
of the vast Jacco line of ear- 
rings. Other Jacco creations 
include crosses, lockets, dia- 
mond mountings, and wedding 
ring sets, cuff links, ladies’ 
stone rings with genuine, syn- 
thetic and imitation stones. 
men’s stone rings, signet rings. 
tie slides, spray pins, cameos, 
brooches, wedding rings, chate- 








18-20 Columbia St. 


NEWARK JEWELRY 
MANUFACTURING CO. 


Founded 1905 





laine pins, Miraculous Medals, 
boys’ and babies’ signet and 
stone rings, chains and pen- 
dants. Almost all are avail- 
able in great variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K gold, 
white and yellow. Investigate 
by writing now for full infor- 
mation and extremely popular 
prices. 





Newark 5, New Jersey 
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ten minutes out of every half hour during the noon-’til]. 
nine store hours on Wednesday. But requests from photos. 
raphers and visitors kept them longer each time. As it 
worked out they spent about twenty minutes or more of 
each hour on the pedestals and the remaining time walk. 
ing around the store, allowing visitors to examine the 
jewels they wore at close range. While on the pedestal 
instead of standing statue-like, they moved their arms jon 
heads naturally, conversing with customers below. These 
signs of animation startled and impressed almost ey 
one who entered. 

Both newspapers printed accounts of the affair. giving 
particular notice to the “living statues.” Over ten thousand 
customers entered the store and spoke to one member of 
the Kind family, one of which was at the door to welcome 
all visitors at all times. 


ery- 





Revised Edition of Jewelers’ Dictionary 


“Probably no other industry uses so many highly spe- 
cialized words and phrases in conducting its business with 
the public as does the jewelry trade.” 

The first sentence in the foreword of the new edition 
of “The Jewelers’ Dictionary,” just published by Tue 
JEWELERS’ CiRCULAR-KEYSTONE, 100 East 42nd Street. 
New York 17, N. Y., suggests the tremendous task it was 
to compile this all-inclusive dictionary of jewelry trade 
terms. 

Back in 1945 the long-felt need of a complete, com- 
prehensive and authoritative dictionary of trade and 
technical terms embracing all branches of the jewelry in- 
dustry was met by the first “Jewelers’ Dictionary” pub- 
lished by THE JEWELERS’ CIRCULAR-KEYSTONE, 

For this second edition, several jewelry trade authori- 
ties, each outstanding in his own field, were retained to 
combine their knowledge in the compilation of material 
for the 270 profusely illustrated pages of trade terms and 
information. Everything has been completely revised in 
this new edition and many new features have been added. 

Supplemental information has been incorporated in the 
form of an appendix. Here, over 125 varieties of stone 
cuts are illustrated and named. Various types of ring 
settings, international ring sizes, exploded views and 
terminology of watches, as well as watch sizes, are ex- 
plained by charts and diagrams. Silverware facts and 
qualities, trilingual horological terms, gemstone char- 
acteristics, and birthstone and wedding anniversary lists 
add to the value which make this second edition a “must” 
in the retail jewelry store and in the libraries of techni- 
cal and trade schools in the industry. Advertising agen- 
cies, law firms and other organizations which depend 
upon accuracy in expression of ideas involving the jewelry 
industry will find this authoritative work a_ priceless 
source of information. 

The new edition of “The Jewelers’ Dictionary,” 6% by 
934 inches, is bound in hard back. cloth covered, gold 
imprinted covers. Priced at $6.00. Available from the 
publisher. 





A sound truck is used by merchants in one Wisconsin 
City to advertise a sale day. This truck travels through 
the city’s streets and through neighboring towns, with a 
man calling out the big bargains for sale at various stores. 
This works out well in towns where there are no oF: 
dinances against sound truck advertising. 
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Bank Stull Pays Dividends 
(From page 121) 


slassware in addition to flatware and hollowware. A 
small g glass-top table is used for the display of flatware 
patterns. Chairs are provided so that customers may sit 
jown while being shown various combinations in place 
settings or indiv idual pieces of merchandise. China and 
crystal were not carried in the old store and addition of 
these lines, Martin feels has been partially responsible 
for the increase in store traffic. 

A small table with chairs for customers is also pro- 
vided at the front of the store for leisurely examination 
of merchandise in this section. Occasionally, a diamond 
sale as well is closed at this table. some customers. par- 
ticularly men, have shown a preference to make their 
selection here rather than go back to the diamond room 


at the rear. 
The former bank vaults have been adapted to par- 


output of 50 to 75 foot-candles. The result is a sparkling, 
even illumination throughout the sales area without glare 
or obvious lighting effort. A feature of the wall cases is 
the “U™ shaped high voltage cold cathode tubes mounted 
at the ends of each wall case. Vertical and horizontal 
case lights at both the top and bottom, make the mer- 
chandise stand out very clearly. 

Due to Walla Walla's warm summer climate, air con- 
ditioning is a necessity. This is provided by an air 
conditioning system which heats, cools, and ventilates 
with the same unit. 

A decided advantage of the move to the new location, 
has been the additional back room work and storage 
space which was acquired. Watch repair and jewelry 
manufacturing specialty work is done on the main floor 
in back of the display area. 

One room in the full basement is used for unwrapping 
and storage of glassware and china. The basement vault 
is used for storage of silverware and other extra mer- 
chandise which requires safekeeping. 





ticularly good advantage in the new store layout. The Since remodelling involved lowering the ceiling to 
vault on the main floor has been carpeted, illuminated about half its former height. a second floor was added 
with cove lighting and decorated with photo murals. at the same time. This space is presently used for an 
With the addition of a special diamond table and dia- office at the back and a larger room at the front. The 
mond light, the room therefore serves the dual purpose latter is used mainly for showing educational films. 
of vault and diamond room. Cupboards have been built Consistent use of newspaper and radio advertising has 
along two sides and at night watches and diamonds are also been instrumental in building a good volume of 
placed in these cupboards. store traflic and sales for Martin’s Jewelers. A good five 

Particular attention was given to the lighting at per cent of gross sales is spent in these two media of 
Martin’s. The lighting system is a combination of direct. advertising, with both institutional and “direct” adver- 
indirect, and louvered lighting which provides a light tising being used. 


LL 











No. 215 ({illus- 
trated) is 793%," 
high. Either 
Westminster or 
Westminster 
Canterbury and 
Whittington 


Good Showmanship -Good Merchandising 


An instinctive showman, every good merchant knows 
the importance of the right setting and uses fixtures, 
furnishings, and lights to create the right buying mood. 
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More and more of these astute merchandisers are dis- Chimes. 
playing a Herschede Chiming Floor Clock in oper- 

ation. They have found that: with the music of chimes, Write for 
with the charm of distinguished designs, with the | ee the 
beauty of extraordinary craltsmanship, these aristo- t full array 
cratic clock masterpieces give just the right touch of — 


showmanship that is needed to sell high quality. And 
there is added satisfaction in discovering how effec- 


. tively the Herschede Clock sells itself. 
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Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office: 37 West 47th Street @~ Chicago Showroom: 1422 Merchandise Mart 


Cathedral! 
Chimes on 
Tubular Bells 
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Compromise Design 
(From page 124) 


“resolved itself into a clear glass area above and to each 
side of the five by seven foot, tempered glass entrance 
doors with the show windows extending to the door 
jambs. The result is that our entrance uses five feet, one 
inch of the frontage, but appears to be eight feet wide.” 

Over each of these two paneled windows are four 
grilled louvre lights which present a striking effect in 
the evening. 

Each of the two show windows has a seven-foot, six- 
inch frontage and a five-foot, six-inch return or 26 lineal 
feet of display. These windows are three feet, six and a 
half inches above the sidewalk, but the light oak, show 
window floor raises the objects to be displayed an addi- 
tional two and a half inches so that small diamonds and 
watches are up where their delicacy and refinements are 
best displayed. A four-inch toe recess at the base permits 
standing close to the glass. 

The lighting in the show window ceiling is a con- 
tinuous pattern of recessed Pittsburgh reflector with ten 
round reflector lights in each window cooled by a ceiling 
grill and an exhaust fan. The top of the projecting 
window is plate glass lighted from recessed fixtures in 
the vestibule ceiling. The result is a brilliant window of 
uniform lighting and withvut shadows. 

Back of each of the two windows is a flutex glass door, 
measuring seven feet wide. 

In setting his windows, Mr. Burnstine usually con- 
centrates watches in one, diamonds in the other. 








Sparkling a 


CROSSES 
ty 
S. SCHARE 


These beautifully 


finished crosses = Qe a ee i 


are part of our 
large varied 
stock of rings 
and emblems. 
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After cleaning and painting the entire height of th 
three-story building, the interior was redecorated : 
match the tone of thé new front. The walls of the ns 
floor were painted an old rose pastel shade. 

In the rear, instead of a solid wall to separate the 
silverware department, a semi-partition of flutex glass 
was installed. This gives the appearance of a solid wall 
vet at the same time permits easy visibility of the entire 
department. 

As one enters the store on the left in front can be seen 
the small office and gem laboratory with an eye-level 
partition which makes it quickly apparent to the most 
casual visitor. There, Mr. Burnstine does some of his 
laboratory work and also uses it as a diamond cop. 
sultation room. 

Prominently displayed on the wall above the weighing 
scale is a letter from the United States Army expressing 
thanks for the services rendered by Mr. Burnstine as 
official appraiser during the notorious Hesse crown jewel 
case in which an army officer in the German Occupation 
forces was convicted of theft. 

Burnstine’s was established in 1866 and is the oldest 
jewelry store in Washington that has remained con. 
tinuously in the hands of the same family. It was 
founded by Bernard Burnstine and carried on by his 
son, Abraham, father of the present proprietor. 





In a western city, blanks are given with each dollar 
purchase. Shoppers are asked to fill in these blanks, 
answering certain pertinent questions regarding service 
and merchandise of the merchants of the city. 








Available in Platinum and Palladium or Polladium with 
yellow gold bezels. 

Please specify size and amount of diamonds desired. 
Holes drilled for as many diamonds as desired. Guaranteed 
all handmade. 

Could be made with or without azur. 


71 NASSAU STREET 
NEW YORK 7, N. Y. 


REctor 2-0060-61 
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Appropriate Advertising 


(From page 122) 


gm once again wanted another fifteen-minute broadcast, 
Robert Mixdorf, the firm’s vice-president and general 
manager, and Wiese met with Fred Kuntz of another 
leading Milwaukee radio station, WMAW, and they dis- 
cussed other angles on which to base a radio program. 
Again they wanted one that would tie in strongly with 
jewelry. 

“Why not give histories of various gems?” suggested 
Kuntz. And that is what they agreed to base their newest 
series on. Now every Sunday from 12 noon till 12:15 the 
Tegtmeyer firm sponsors a program called “Portraits in 
Gems.” Written by Miss Marion Pehowski of the WMAW 
staff, this program features lovely recorded classical 
music, two dignified commercials which keep emphasiz- 
ing the “integrity” angle of this pioneering Milwaukee 
firm. And the highlight of the program is a short narra- 
tive read by the announcer giving the story of some 
famous gem, one that is usually connected with the gem 
of the month. 

Here is that never-missing theme of the Tegtmeyer 
advertising—~ Teach the listener something !”—once more 
appearing in this program. It will have the same format 
every time—the music, the gem story, and the two plugs 
for one kind of merchandise being boosted each time. 

To insure this program a listening audience, an ad is 
put in the Green Sheet of the Milwaukee Journal on the 
Saturday before. Since this is the most popular part of 


the Journal, this firm is assured of a large reading audi- 
ence, and consequently, a wide listening one. The “Por- 
trait” subject is always listed. 

“We figured that on Sunday noon most every one is 
home,” says Wiese, “and they’re in a relaxed mood. Well, 
with every one listening, we are bound to hit someone 
who needs to buy jewelry, either for himself or for a 
gift! 

So these radio programs and newspaper ads form the 
bulk of their advertising. They send out very little direct 
mail, preferring to do that only at Christmas time when 
everyone is in a gift-buying frame of mind. 

The newspaper ads are varied. Their famous Church 
Page ads in which one passage from the Bible is quoted 
under the heading of “Jewels from the Bible” has been 
running for many years and is always looked for by 
Milwaukee readers. On this particular ad no advertising 
whatsoever is permitted, and that’s why so many of the 
customers like it. The subtle jewel tie-in is there, all right, 
but it isn’t obtrusive! And it gives a touch of sanctity to 
an otherwise strictly commercial paper. 

But the firm runs regular ads, too, and these feature 
whatever merchandise is being pushed at the time. The 
sizes of these ads vary, too; sometimes they are one 
column wide, sometimes two columns wide, and often- 
times as big as a quarter page, when many items are to 
be pushed at once. 

Another aspect of their public relations work is the fine 
co-operation they give to the other merchants in this 
inside shopping arcade. In fall of 1948 remodeling work 
was completed here, and the group of store owners in the 
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Niash Know-How 
helps you do a BETTER solder job! 


Niash Refining Company is equipped at all 
times to assist you with your solder problems. 
NIASH Precious metal solders have been 

the byword thruout the Jewelry 


Industry for years. 


POWDER 


In all Karats, colors and temperatures 
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unforseen happenings to cause headaches. 
But the biggest worries of all can be 
prevented... 

BURGLARIES, FIRES, SHOP-LIFTING, HOLDUPS 





These and other hazards are covered in one 
dependable insurance policy, the comprehensive 
Saint Paul Jeweler’s Block Policy. Simplified and 
sure. One premium, one annual payment 
Don't risk trouble. Get this positive headache 
preventative! 


The Saint Paul Jeweler's Block Policy will give you 
Holdup, 
burglary; shop-lifting; fire, water 









protection against: inside and out; safe 
or oil burner 
damage; merchandise carried by salesmen; 
. registered mail or sealed Railway Express 


shipments. 


ST. PAUL FIRE 
AND MARINE 
INSURANCE 
COMPANY 


Call your agent 
or broker today. 








\rcade decided to run a contest for a ne 
the word “Arcade.” 

Wiese served as Chairman of this committee. The 
worked up a prize contest in which they offered 
trip to Washington, D. C.. for the best name submitted 
All of the stores offered free entry blanks to their | 
tomers and so, naturally, store traffic was increased te 

Thus this “Plankinton Promotional Campaign Co; 
mittee.”’ under the able leadership of Wiese, saw this “es 
through and got the newly revitalized Arcade off to 
flying start! 

Another unique feature of this store itself is its double. 
decker display windows. Miss Helen Jewasinki, an em- 
ployee, has the responsibility of redecorating these four 
surfaces twice each week. The huge clock over the en- 
trance is a “natural” for bringing attention to the front 
of this store, for people always stop to glance at a clock 
to check the time or their own watches! 


W name to replace 


a free 





Jewelers Tie-in With Bowl Contests 


An outstanding example of jeweler tie-in with a local 
event was provided recently when the Arthur A. Everts 
Co.. of Dallas, Tex., obtained specially designed Hamilton 
watches for the Cotton Bowl Association to present to 
the players after the football game on January 2nd. 

Prior to the game, while bowl fever was at its peak, the 
Everts Company devoted one of its display windows to a 
special showing of the Cotton Bowl watches in a setting 
of the colors of the two schools and photographs of out- 
standing stars on both teams. 





Display of watches awarded to players in Cotton Bowl foot- 
ball game, at Arthur A. Everts Co., Dallas, Texas. 


At the presentation following the game, which Rice 
won over North Carolina 27-13, Tyre Bell, president of 
the Cotton Bowl Association, presented 87 Hamilton 
“Dennis” models to the contestants. 

In Jacksonville, Florida, three retailers of that city, 
Charles L. Wells, Jacob Jewelers, and Underwood Jewel. 
ers, played similar roles for the "Gator Bowl Association. 
However, before this game, the coaches of both teams, 
the University of Maryland and Missouri, polled their 
players to find out how many wanted ladies’ watches for 
their wives instead. After the contest in which Missouri 
was defeated 20-7, 72 players received Hamilton Myron 
models. while 18 chose the Hamilton Agnes model for 
their wives. 
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Get Acquainted With Fashion 


(From page 117) 


all over the world making pilgrimages to the Holy City, 
the religious effect will necessarily make itself felt in a 
leaning toward restraint and modesty, too. We shall see 
heavy chain necklaces (almost medieval) caught with one 
loop fasteners or culminating in a large cross, and these 
will lie demurely across modestly draped blouses with 
simple high neck closings. 

As always, you see, there is a fashion choice in mood 

and in picture for each woman to interpret to her need 
and her desire. There is a time lag, of course, before 
“high fashion” becomes “accepted fashion” in every town 
and city of the United States. But the fashion notes we 

are discussing are already an accepted pattern. You will 
be wise to anticipate their appearance in your community. 

These fashion facts can put new life into your sales. 
You can use them to guide your customers selection of 
jewelry. Every woman customer will be grateful for 
your intelligent awareness of her current dress require- 

ments. She will be happy when you guide her choice 
by saying: “This diamond necklace is right in keeping 
with the fashion picture. Besides its beauty it gives a 
flash of white to the throat line and that is what women 
want right now.” 

Every man customer will be grateful if you do not 
show him a lifeless piece of jewelry in a box and leave 
his unworked imagination to grapple with its purpose. 
(He may choose it forlornly because he by chance ad- 


mires the design, the metal or the stone—wondering for- 
lornly if his lady will also like the design, the metal or 
the stone—wondering if she will really wear it). How 
much that man will appreciate your guidance when you 
say: “Women are going to wear sleeveless dresses. Your 
wife will have a real need for bracelets. I'd like to 
recommend this flexible bracelet of golden mesh that is 
equally beautiful worn on either the upper or lower 
arm.”—or again, if you can say to him: “Women are 
going to wear low neckline dresses; blouses and sweaters 
from early morning until night. I think your wife would 
like a necklace of her favorite jewels. The new necklaces 
are versatile, and you'll find she'll wear her favorite one 
from sun-up through sun-down.” If you can help a man 
in this way you'll find he will show his gratitude by 
turning to you again and again for jewel purchases. 

Yes, jewels and jewelry hold an important place in the 
world of fashion. They and they alone give the final 
touch of beauty that completes the fashion picture. Next 
month watch for our story on the Spring Fashion Parade 
and its accompanying parade of dollars! 

As jewelers you have a duty to perform for your cus- 
tomers in keeping completely informed. Get better ac- 
quainted with Fashion—it will pay you real dividends. 





When merchants of Waukegan. Ill., put on a special 
sale, they usually hire a crew of fifteen to twenty tele- 
phone girls to phone all rural subscribers inviting them 
in the name of the Waukegan merchants, to attend the 
sale. This last-minute reminder helps considerably to 
swell attendance. 
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SENSATIONALLY NEW 
THE JEFFERSON Golden Hour 


Electric Clock 


@ EXCLUSIVE "SEE-THRU" DIAL ENABLES CLOCK TO BLEND IN PER- 


FECTLY WITH ANY DECORATION SCHEME. 


@ PROSPECTS WHO STOP TO WONDER "HOW IT WORKS" STAY TO 


ADMIRE ITS STRIKING BEAUTY. 


@ DURABLE CAST BASE AND DIAL, 24K GOLD PLATED ... 


TO A RICH SATIN FINISH. 


@ TRIM MODERN HANDS AND ARABIC NUMERALS, TREATED WITH 


RADIUM FOR EASY TIME-TELLING DAY OR NIGHT. 


@ DIMENSIONS: 8%" HIGH, 77/16" WIDE, '/2" THICK. 


BRUSHED 





Consumer's Price $19.95 
Keystone List . . . $23.94 


BENJ. ALLEN & CO., INC. 


EFFICIENT 


SERVICE FOR JEWELERS AT ALL 


TIMES 


Silversmiths Bldg. 


10 So. Wabash Avenue 


CHICAGO 3, ILLINOIS 
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Racine is the one 
Organization that has 


Specialized in TIMERS 
For over Half a Century 





Cc 
“racy Counts: 


Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPAM 


Specialists in Fine Timers—Since 1890 
20 WEST 47th STREET, NEW YORK .19, N. Y. 
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Diamonds Are Dramatic! 
(From page 111) 


the gems while they were being modeled. 
guards were present to guard the jewelry. nwo ammed 

When the exhibit began on Thursday morning. yf 

Leslie T. Fox was on hand at 10 A. M. to cut re “te 

- ML. € ribbon 
officially opening Cooper’s to the public. The ceremo 
was broadcast over the local radio station and two wr 
broadcasts were held inside the store, in addition to § : 
announcements before the opening and during the ion 
days of the exhibit. 

The $500,000 display featured diamond bracelets 
watches, rings, pins, brooches, and clips, all nicely laid 
out to bring out their best qualities. Contrast between 
rough diamonds and the finished product was emphasized 
by uncut stones and pictures from the Smithsonian Inst. 
tution of Washington, and was further stressed by the 
demonstration of a polishing wheel. Besides the collec. 
tion of real diamonds, replicas of world-famous stones 
were shown, including copies of the 4414-carat Hope 
and the Cullinan I, weighing 530 carats. 

The measure of success of such a project can be judged 
by the number of people who saw the show and the num. 
ber of diamonds sold and Cooper’s was very well satis. 
fied with both. The following week they sold many more 
diamonds than they had anticipated. “We think this js 
one of the best types of promotion that any jewelry store 
can have,” Goldberg said. “It not only makes people 
diamond conscious but also lets them know that your 
store is headquarters for diamonds.” 

And that, after all, is what counts. 





Diamond Rings for the Youngsters 


High fashion note among feminine teen-agers this 
season is new “junior miss” and “missy” rings with small 
diamonds set in precious white palladium or platinum, 
according to a survey of leading shops here. 


“Teen-agers presented with such a gift develop new 
erace and poise and an increased sense of pride,” accord- 
ing to Martin Skolnik, designer. “The young ladies also 
take greater interest in caring for their new possessions.” 

This latest ring fashion, favored by the younger crowd, 
consists of a white or gold mounting with the square or 
round face running vertically or horizontally, and the 
small diamond firmly set in platinum or palladium, the 
brilliant white metal rarer than gold. 


Teen-age mademoiselles are receiving these missy rings 
for birthday presents, seasonal gifts, graduations and as 
friendship rings. And for the first time, many a young 
man can now show his admiration for a young lady by 
giving her a real diamond ring that will cost as little 
as $30, the price depending on the size of the diamond 
and the setting. 

The tremendous popularity of teen-age rings noted 
particularly during the Christmas holidays, is expected 
to continue through the Valentine’s Day and June gradu- 
gtion periods, the survey revealed. 

“For the first time, teen-agers have come into their 
own as far as diamond rings go,” Skolnik said. “Their 
interest in good rings will create a demand that jewelry 
designers and ring manufacturers will heed.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Displays in Motion 
(From page 146) 


Instead of having the watchmaking department at the 
vear of the store, Fernbaugh put it about half way down 
the 110-foot length of the building, along the left wall. 

At the rear of the store is a special Silver Room which 
i; responsible for an excellent volume of business. To 
this department, customers who are interested in silver- 
ware can browse about and inspect a large variety of 
ilver items at their leisure. 

Another interesting feature about this unusual jewelry 
store is the fact that there are numerous metal backed 
chairs throughout the store length where customers can 
sit and rest, or inspect merchandise in the cases. These 
chairs fit very neatly into the general display lines of the 
show cases, without destroying the harmony of the store 
appearance. 

The front of the store is also very impressive. There 
are several large alcoves where customers can step in 
and examine jewelry in the windows, away from sidewalk 
trafic. 

“This store is practically twice as large as our former 
location,” states Fernbaugh, “and we have a great deal 
more display space. This additional display area has 
helped us increase our sales considerably. Our sales- 
clerks, too, like the enlarged, attractive store. They have 
more opportunity to do additional selling, because the 
merchandise is displayed well and is attractive to cus- 


tomers.” 


Newspaper and direct mail advertising are used to 
help Fernbaugh in carrying his merchandising message 
to the Logansport trade area from which he draws many 
of his watch and jewelry customers from as far as 5 to 
20 miles away. This indicates that the drawing power 
of his store is considerable throughout the entire area. 


———_______ __.__ ___.. 


A Letter From a Friend 


Are your window displays really effective? Some- 
times, it’s pretty hard to judge, but the C. J. Silver Co. 
of St. Paul, Minnesota, received a letter which confirms 
how good their displays are: 

Dear Sir: 

| wonder if any one of the long line of people who pass 
through your doors ever tell you how beautiful your 
window displays are? 

Maybe they don’t, but they are beautiful. You see I’ve 
never owned a diamond or even a watch or pretty pin in 
my entire life, yet I’ve got the largest jewel collection in 
St. Paul. Maybe this sounds queer to you but it’s true. 

Each day, as I look over my jewel case, I regret with 
a sigh that one of them has gone, but a newer beauty has 
taken its place. 

Dreams? Yes, but ones that can’t be taken from me. 
Because I’m the- woman on the outside of your window 
and my jewel case is the C. J. Silver window display. 

Thank you for the joy you have given me in the past 
years. 

No further comment is necessary. 














hese new 10K Onyx and Diamond 


ladies’ rings by Church mean business 
for you. Attractively combining the black 
beauty of onyx, the flashing brilliance 
of diamonds and the richness of gold 
plus distinctive Church design, they assure 


a wide and profitable sales appeal. 









MANUFACTURING JEWELERS 
2 Garden Street, Newark 5, N. J. 


Member American Gem Society 





FOR MARCH, 1950 


Trade Mark Registered in 
United States and Canada 
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Tonportor of Procious Stoner 


10 WEST 47¢t" ST., NEW YORK, N.Y. 


RUBIES SAPPHIRES EMERALDS 








SINCE 1901 





STONE HEADQUARTERS 


_ Our large stock of precious, 
‘semi-precious and synthetic 
stones is always priced at the 
market. 


S$. NATHAN & CO., ING. 


550 Fifth Ave. New York 19, N.Y. 





420 Market Street San Francisco 11, Cal. 
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betters Sales Picture 
(From page 130) 


understanding attitude toward beginners and thei 
problems. . 

Although a whistle stop, if you count only the people 
within the town limits, Buhler is actually a trading ie 
for 12,000 persons. A survey of sales possibilities for 
camera equipment has convinced Leo Friesen that the 
outlook is bright. His forecast is based on these factors: 

1. The new farm family has achieved a level of pros. 
perity, has new purchasing habits, and a taste for the 
luxuries of life. Increased numbers of young married 
farm couples with children comprise a ripe market {oy 
complete movie outfits. Keeping a record of their chil. 
dren’s progress and activities is a fetish with them. Better 
than one complete movie outfit per month (Camera, meter. 
screen and projector) is sold by the store to young farm 
couples. 

2. Mounting fees of traveling commercial photograph: 
ers (hamlets such as Buhler seldom support a full-time 
photographer), and the fact that their work is frequently 
inferior, has induced members of the community to take 
up photography as a serious hobby. 

“One young mother recently told me that she paid a 
photographer $53 last year for a series of pictures of her 
children, but this year she is applying the sum on her 
own equipment,” said Friesen. “We have sold her a good 
camera; before long she will be in the market for a 
projector, and we are her only source of supply for film. 
On every visit to the store for this equipment, she is ex- 
posed to jewelry displays, and if a watch or ring are 
among her future needs, we are certain that she will make 
these purchases here.” 


“On the other hand,” he added, “the jewelry shopper 
is sometimes converted into a photographic buyer. If 
shopping for a gift, and she fails to find anything in 
jewelry, we guide her to the camera niche where we 
may pick up the new Polaroid camera, which finishes 
pictures in sixty seconds, or a small illuminated color 
slide viewer, or a three-dimensional viewer, by way of 
calling these items to her attention as possibilities.” 


PHOTO-FINISHING INDISPENSABLE 


A speedy photo-finishing service is an indispensable 
requisite in building photographic sales. The jeweler 
has a deal with a mail order finishing house in nearby 
Hutchinson, which allows a one-third discount on finish- 
ing; the work is returned within three days. 

Ranging from single column spots to half-quarter page 
layouts. illustrated with appropriate mats, the copy slant 
of current photo advertising is on home movies, frequently 
directed at parents, and underscoring the pleasure of 
keeping a permanent record of their offsprings’ progress, 
from cradle to college. The beauty of color photography 
and improved features of new-type projectors, also come 
in for frequent attention in newspaper ads. 

Farm families are a gregarious, neighborly lot and 
seldom bypass an opportunity to mingle with friends, 
particularly if on an informal basis. Taking cognizance 
of this tendency, Friesen organized a “Camera Club.” 
Over thirty farmers and townspeople attend the monthly 


meetings of the club which are held in the store. The 
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ed as a “Photo Clinic” with each amateur 
bringing along his favorite roll of movie film, or still 
hotography, inviting constructive criticism, and making 
eperieons with the work of other members. 


“We foun 


oases fans.” Meetings were too lengthy when the 
activities of the two groups were combined into a single 
session. Now we feature still photography one evening 
and home movies at the next session. Typical of our 
programs was a recent session devoted to showing scenic 
movies a member had taken through the windshield of 
his motor car while driving through a winding, enchant- 
ing mountainous area on a trip to the West Coast. | 

“We make no intensive effort to sell merchandise at 
club meetings. The primary intent is to plant the ‘bug,’ 
but the meetings have sparked a marked pickup in sales 
by stimulating interest and influencing newcomers to 
purchase cameras, projectors and exposure meters. 

“High spot of each confab is the question and answer 
period. At that time, I appear on the platform and allow 
members to shoot questions pertaining to photography. 
They ask if they should buy an 8 mm or 16 mm camera. 
What does movie film cost? Do I need an exposure 
meter? Is photography complicated? Can I get re- 


sessions are bill 


prints? But the problem most frequently encountered | 


concerns proper exposure, or the relation of shutter 


speed to diaphragm opening.” 


MERCHANDISING DO'S AND DON'T'S 


Leo Friesen and his staffers have developed a series 
of do’s and don’t’s in dealing with tyro photographers, 
which have helped promote good relations with this cus- 
tomer group. In dealing with beginners, Friesen says: 
(a) Don’t saturate the novitate with too much informa- 
tion. Don’t suggest too many things for him to buy. 
Don’t recommend an exposure meter on his initial visit. 
If you do, he may throw up his hands and say “This is 
too much for me.” (b) Don’t adopt a superior attitude. 
Nothing cools a beginner off more quickly than a sales- 
person with a snobbish air, who belittles the tyro’s scanty 
knowledge, and (c) Do know your merchandise. 

Shutters are snapping all over the Buhler landscape 
this season and a large share of them are brought at 
Friesen’s. There is only one cloud to spoil the jeweler’s 
camera sales. It is the serious problem of price-cutting 
on nationally-advertised camera lines. A movie camera 
which has wide public acceptance is distributed to drug 
stores, filling stations and sundry other types of busi- 
nesses, many of which are addicted to indiscriminate 
price-cutting. The result is to prevent the jeweler from 
doing a good volume of business at a fair margin of profit 
on this particular item. 


“Photographic distributors are often guilty of select- | 


d it. expedient to separate the club into two | 
> said Friesen, “one for 35 mm fans and one for | 




















ing their sales outlets carelessly,” believes this jeweler. | 


“If they exercised the same care that many leading watch 
and silverware makers do in alloting franchises, photo- 
graphic retailing would be a far more attractive field.” 

In one midwestern state on sale days, merchants award 
(9 silver dollars as attendance prizes to people who come 
fo town to shop. This brought many rural familities into 
town. Entertainment at the local Armory was also fur- 
nished to Dollar Day crowds. 
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THE SKYLINE SAYS ‘‘New York’’ 


The outline of its towering buildings vividly 
expresses the vast, teeming activity, the 
Tolol diatom) eligi mol mn (-\ vam dela @ 





DISTINCTION SAYS 
“This Store is a Leader’ 


To be recognized as out of the ordinary a store 
must feature outstanding merchandise. That's why 
Revere Clocks play an important part in achiev- 


ing and maintaining store leadership. Authentic - 
Westminster Chimes, distinguished designs, sur- — 


passing craftsmanship emphasize those qualities 
of “difference’’ which attract the most worth- 
while patronage. 


The GIRARD is the 
distinguished floor 
clock illustrated. 
Westminster Chimes 
on Symphony Chime- 
tone Rods. 74%” 
high. Retails for only 
$295 plus tax. 


The mantel clock is 
the R-947, Brilliantly 
designed, moderate 
in price. With West- 
minster Chimes it re- 
fails for $45 plus tax. 


SEND FOR CATALOG 
SHOWING ALL MODELS 


West Coast Prices slightly higher 





, ad ne 


CHIMING 


ELECTRIC CY of 


Velcchtion ; Molored 





Tie REVERE CLOCK CO., CINCINNATI 6, OHIO 


NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
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| Trophy Awards 
Nathan Newman aaa 


Biggest event at which trophies are presented i the 


formerly President of Audrain County Fair and Horse Show which runs four 
: days during each August. Now others are buying trophies 
Silbermann, Kohn & Wallenstein, Inc. from Worrell’s and they are used in flower shows, dog 


shows, home economics events, cattle shows and other 
horse shows. Local fox hunters are customers and there 
W i S h es t O A nnounce is an organization of coon hunters and another organiza. 
tion that uses beagle hounds to chase rabbits, Aj] have 
prize winning events at which prizes and trophies are 


the opening of his own ]| | iver. 
As Mr. Worrell points out, the market for trophies jg 


. limited only by the ingenuity and promotion of the jewel 
office On March 1 5th, 19 50 store proprietor. At the moment, he is wetliies on : 


promotion that will result in the purchase of 500 watches 


at to be used to present to faithful employees of a large 
industrial concern who have reached retirement age. 
22 WEST 48th ST., N.Y.C. “The local jeweler can always get the local trophy and 


industria! presentation business if he'll go after it,” Mr. 
Worrell said. “Firms who buy from far-away firms do 
so usually because they are unaware they can obtain what 
they want locally at a fair price. In fact, the local jeweler 
can probably do better than anyone else.” 
friends when they visit New York Twelve firms have bought trophies each year from 
Worrell’s for twelve years. Forty-five trophies were sold 
the first year fourteen years ago and sixty were sold in 
1949. The 60 trophies sold from $6 to $125. 

One year Mr. Worrell sold 105 trophies, 60 of which 
sold from $2.50 to $5 and the rest selling from $7.50 to 


ab orn _" as sy $10. The opportunity is always present to sell a trophy 


Room 1101 Telephone: PLaza 7-5892 


I will be pleased to greet all my 























or so that may cost up to a thousand dollars. For instance, 
some of the cups which are used over-and-over again 


CULTURED vt ge originally represent a sale of anywhere from $100 to $500. 
PEARLS 


Trophies are not always cups and custom made figures 
with appropriate inscriptions. Mr. Worrell carries one of 
the largest stocks of sterling hollowware in this section. 
He has one customer who gives away a sterling sandwich 
tray of a certain brand each year. This customer never 
sees the tray himself. He buys it by name and size and 
he knows that it is marked sterling and that the quality 
can be recognized by the winner. 


INCENTIVE FOR ADDED SILVER VOLUME 


Mr. Worrell’s trophy business besides often responsible 
for direct sales in the silverware department, has also 
been responsible for increased volume to customers buy- 
ing silver for their own use. 

One of the important phases of trophy selling, accord. 
ing to Mr. Worrell, is the goodwill and advertising that 
‘x accrues from the publicity of supplying trophies to news- 
e NECKLACES — worthy events. For instance, trophies are displayed for 
. Maric PEARLS. OE ~... % ee ee sent a week or two weeks in the store window prior to the 

FOR EARRINGS << : event in which they are to be awarded. Some years the 

_ trophies are displayed at the fairgrounds. Often they are 


LOOSE PEARLS . ; ° ‘ a 
: displayed again with appropriate cards and credits in the 


Your best value in any price category! store window after they have been awarded. By the very 
nature of the business of awarding trophies both winners 
FPERRANTE-RIVIECCIO Co. and donors are glad to receive publicity and the store 
selling them gets its share. 
542 FIFTH AVENUE, NEwYorK 19, N.Y. A surprising source of income from a trophy depatt: 








ment comes from repairing, refinishing, cleaning and re 
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engraving. Besides paying its own way these services Testing Demand 
bring in prospects for new trophies, new bases, remodeling 
.sbs, or even companion pieces. | setae cine tana 

\ trophy department sometimes affords an opportunity 
to speed up the sale of slow-selling merchandise. An in- 
stance of this kind occured when he stocked some mas- 
sive pieces of sterling hollowware. Knowing that these 
ems, While expensive and in the heirloom bracket, were 
selling well in the larger cities to people of means he was 


places a 15-inch, square box, resembling a shadow box, 
in one of the store’s windows with a sign over it direct- 
ing attention to the special merchandise. | 
The shadow box is self-illuminated and carries a dis-' 
play of merchandise that Mr. Tobias feels may attract: 


totally surprised to find that they seemed unattractive to current interest. The display may feature silverware, 
his upper bracket clientele. By suggesting their use as birthstone rings, bridal gifts, cameras, clocks and 
rizes he was able to sell them all in a much shorter time. watches, or any other line of merchandise that the store 
While the trophy department pays its own way in the is interested in promoting more fully at a later date. 
Worrell store and turns in a satisfactory profit, it has also Tobias and his clerks closely observe the attraction 
been responsible for bringing in business to all depart- value of this window display and try to judge its appeal 
ments of the store. This is due, Mr. Worrell said, to the compared to other displays in the store windows by 
advertising and publicity received and the fact that the noting how many customers have been induced to enter 
trophies are valuable and known to be exactly as repre- the store because of this test display. 
sented. This gives people confidence in buying their per- “If we find that such a small window display will 
sonal needs at the same place. The extra number of attract and bring added traffic into our store,” explains 
contacts made each year in promoting the sale of trophies Murray, “then we know we have inserted something 
also has a beneficial effect on the overall sales volume timely and in demand for that period of the year and we 
hecause it subjects new people to the store’s displays and will follow it up with our next pre-sale testing idea.” 
makes them acquainted with the store’s policy of fair Immediately inside the doorway is a large linen 
dealing and full values. covered table on which a more elaborate display is made. 
“Best of all,” Mr. Worrell said, “the trophy business Thus customers entering the store cannot help seeing 
makes August just like any other month. August used this special display and here again the store owner and his 
to be our low point of the year but now the trophy busi- personnel watch to see how many potential customers 


ness throws a $2000 item into the month to bring it up take interest in it. 
near par.” “If customers coming into the store become engrossed 











WING 
BACKS 


with non-corrosive 


OLD 





smooth action springs 
FOR NEW 


Here are Wing Backs at their ae (L 4 LOW PRICES. 
very finest. No wonder . Vee Ty || WRITE: 
they've been the first choice 
of the Jewelry Industry for 


many years. Distinctive in SYDN FY BERMAN & CO. Inc. 


design. The snap opening-— 





_ Snap closing is mechan- 102 CANAL ST., NEW YORK 2, N. Y. 
ically perfect. Immediate 
delivery out of stock. CAnal 6-3802 
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in this display, pick up the merchandise and handle it 


then we know they have an interest in it,” says Tobias 
A New \tock of “Since few customers ever browse in a jewelry dees 
pda ddl anything which attracts and holds them has created ‘ 


desire, and if enough people do that then we feel \e 
have hit upon the proper merchandise to promote more 


elaborately.” 
i} ure The results of these pre-testing ideas are watched for 


two weeks. If they don’t show results, they are immedi. 


ately replaced with others; if they do, then th 
_— AT NEW, LOW PRICES veared Saahe start ; merc hes. ina “7 this ony 4 


merchandise. 








| A full-page announcement breaks the merchandise 
_ sale and this is followed up with radio spots several 


& 
from wholesalers : Necklaces | times a day. Then the entire window is made into a 


from wholesalers, single display of this merchandise, with window stream. 





- ain 7 All Sizes and Grades from _ers and interior decorations calling attention to the sale. 
and importers. $30 to $5,000, Keystone : “Whenever we select a certain line to promote, for 
— | example, hollowware, we make a large display of it and 
mmediate \. ee , is F Mie- 
ieee ten _ insert price cards that start with the minimum and go 
of the largest & OSE Ca;© | to the highest quality lines. Thus customers can see the 
and most | 


lete chant & range that we carry and can make purchases to suit 
compiere srTrocxs aaa : 
in the country. From 3 to 10 MM., All Qualities | their budgets,” Tobias explained. 


Memorandum selections sent on request Based on these pre-test promotions, the store has 


RB & AY | | been highly successful in obtaining gratifying sales with 


all its promotions. Even when the store first opened a 

CULTURED PEARL | little over two years ago, Tobias wanted to know what 

IMPORT COMPANY | a media Drougnt te oPening ~ his a7 to 

| the public’s attention which he found out from the spe- 

ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 | cial tickets customers filled in for the prize drawing. ’ 

PLaza 3-3891 The tickets had a place for the spectator’s name and 

~.| address and they were asked to check in the appro- 

a =H priate box which means of advertising brought him to 
the opening. 









































SAAS 


In this manner, the store discovered its best advertis- 
? || ing media and also procured the nucleous of a mailing 
IT S OUR list. This list was circularized around Christmas time 
N ER ARY! and the store enjoyed a splendid business volume. Such 
SILVER AN lV S e pre-testing ideas have lessened the number of poor 
promotions and have been beneficial in building up 

Celebrating 25 Years good profits for this retailer. 
in Emblematic Jewelry i 
Design and Manufacture 


New Look for Old Jewelry 





Tanke’s Jewelers, operating two stores on Main St. in 

| Wu we neend eid be tee downtown Buffalo, N. Y., promoted its old jewelery con- 

vinnaiene te the: tintin the eee || version business with an eye-catching newspaper ad 
of our 25th Anniversary. All during | headed by the caption: 

the years, since our establishment in “How To Play Fairy Godmother To Your Outmoded 

1925, progress has been our guiding Jewelry.” 

principle resulting in our widely Copy read: “Simply bring your old-fashioned diamond 

known reputation for truly fine em- stickpin, brooch or other jeweled treasure to us . . . and 

blematic jewelry. let us transform it into the exquisite, modern ring of 

your choice. Among the lovely ring mountings in our 

collection is the one you'll wear with pride and pleasure.” 





The ad also stressed the fact the firm restyles wedding 
rings, saying: “Your wedding band, whether or not dia- 
mond set, can be readily restyled to match your engage 


WeFFERLING Berry & Go. 


ring 1 - detail of design. 
8 ROSE ST. NEWARK 8,N. J. ment ring in every detail of design 











“Tanke’s, specialists in custom-made jewelry since 




















— ~| MEMBER SSa4]| 1927, will gladly submit estimates without obligation to 
AMERICAN you. And there’s no sacrifice of cherished sentiment— 
GEM 


the same previous metal in your old ring becomes patt 


SOCIETY 
of the new one.” 
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Bristol Celebrating 40th Anniversary 


Statistical records show that of all the businesses estab- 
ished in this country during any one year, over half of 
them have disappeared at the end of six years. This is 
an average for all industries. Even in the retail jewelry 
field which is recognized as the most stable. the average 
age of stores is approximately 20 years. | — 

So, when a member of the manufacturing division of 
the jewelry trade, in the highly competitive field of ring 
mountings, celebrates its 40th Anniversary, it is deserving 
of recognition and worthy of study. 

It was during the year 1910 that Max Kronstadt. 
former jewelry wholesaler and then a manufacturer of 
a general jewelry line (and in those days such a line 
was all-inclusive), decided to concentrate his creative 
manufacturing and merchandising talents on a line of 
seamless rings. He established the Bristol Seamless Ring 
Co. and laid down principles of production, styling, dis- 
tribution and dealer relationship which carried the con- 
cern through two wars, a major depression and all the 
vicissitudes of a violently changing world. 

Today that business is conducted on the same prin- 
ciples, adapted to today’s conditions, by the son of the 
founder, Robert Kronstadt. who is supported in his 
efforts by the experience of Adolf Wolf, also a member 
of the firm and in charge of the basically important 
function of diamond buying. 

Arnold Golber, production manager. rose to his pres- 
ent position through the shop. 

Such specialized and direct management interest in the 
various phases of the business has created a completely 
integrated operation. As Kronstadt points out, every- 
thing is done in the Bristol shops in New York City. 
The only things which are brought in are the raw metals 
and of course, the diamonds which are directly imported 
by Wolf from abroad. 

The company released its 40th Anniversary line of 
gold, platinum and palladium and diamond rings in 
February through its seven salesmen, who travel the 
country. This line, finely styled, meets the current public 
desire for prong and fishtail settings. Half of the num- 
bers are in the currently popular white precious metals. 
According to Kronstadt, jewelers have found the public 
shows greater interest in a ring stock that is freshened 
by white. 

So, today this old line house of Bristol starts the second 
half of the century with 40 years of experience, confident 
of the future because of aggressive planning. Equipped 
with complete self-contained facilities for production all 
the way from direct purchasing of material through alloy- 
ing, tool and die making, right on to the rhodium plating 
with which all white and two-tone rings are finished. 
Kronstadt says his company can afford to realistically 
appraise conditions. Doing so he feels that Bristol will 
meet tomorrow's problems with the proper solutions and 
continue to function as one of the outstanding firms of 
its kind in the industry. 





When merchants of Kankakee, Ill., stage a sale they 
run advertisements in all newspapers in nearby small 
owns several weeks before the sale. This, plus consider- 
able advertising in Kankakee itself, helps to bring many 
people to town. 
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of he * at a oo y . eh ae a 
EUREKA anti-tarnish Rolls and Bags of finest 
suede-finish Duvetyn Cloth —in your exclusive 
color or color combination — reflect the quality 
your customers associate with your name. Your 
. _ imprint on every roll 
and bag is an attrac- 
tive and lasting re- 
minder of your store. 
New lower prices. 
Send for free sam- 
ples, illustrated cat- 
alog and price list. 





EUREKA Silverware Chests . . . distinguished for 
cabinet craftsmanship in every detail . . . made of 
top quality, beautifully grained hardwoods, carefully 
seasoned and dried, and lined throughout with Pacific 
Silver Cloth— “the cloth that prevents tarnish”. Wide 
range of styles and 
prices. Send for free 
leaflet on the new 


EUREKA Chests. 


Eureka Manufacturing Co., Ine. 
2 Maple Street, Taunton, Mass. 
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Mae: FINE SWISS WATCHES. eo 
Ba es ita Ge settee ea ng a 
Obtainable through your Wholesaler or 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. . Plaza 9-6346 











iN NA 


Fisher quality charms — made exclusively for 
the jeweler — sold only through the wholesale 
trade — are most satisfactory for promotion. 
The items are beautiful examples of the jewel- 
er’s art — prestige builders for your store. 
Counter displays of proven merit are furnished 
free with orders. Send for catalog sheets. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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92.9 Per Cent of Rural Families OwnPen, 


Do farm and rural people like, use and b 
pens? You bet. And that goes for all me 
family. 

A survey conducted among 67 rural women’s club’ 
by Country Gentleman reveals that one or more fo 
pens are owned in 92.9 per cent of the members’ 
holds. 

Four out of five of the women own fountain pens them. 
selves. Two-thirds of those without pens said some other 
member of the household has one. Forty-five per cent 
said their husbands own fountain pens; 33.3 per cent said 
their sons have pens, and 33.5 per cent reported owner. 


ship by daughters. 


uy fountain 
mbers of the 


untain 
house. 


Four years is the median age of the pens owned by 
the women replying to the survey, with 32.5 per cent 
reporting pens less than three years old. Over a quarter 
have pens over eight years old. The median cost of the 
pens was $5 to $5.99. 


Five out of eight women received their pens as gifts, 
A third bought their own. Almost half said they got their 
gift pens at Christmas time. Three out of ten got them 
as birthday gifts. The survey also showed that 47.6 per 
cent of the women had given fountain pens as gifts at 
some time or other. 





Staged Lighting 


(From page 140) 


modern, easily-managed store led to a decision to move 
into the present quarters in the City Bank Building. 


Although the singularly attractive lighting effects key- 
notes the physical attributes of the new store, modernized 
at a cost of $12,000, the inlaid mahogany showcases and 
wallcases, natural oak-finished walls, combined with a 
soft satin treatment, the oak shadow boxes which flank 
the entrance, and the open-type front, are features which 
have brought recognition from both newspapers and the 
general public. 

“An overall reduction in the physical size of the store, 
of the stock, and personnel,” points out Allen, “was 
achieved when we moved to the present location. Our 
primary aim was to have the smartest, small store in 
Houston. We deliberately pared the size of the opera- 
tion in an effort to lower operating expense and yet con- 
tinue to maintain the firm’s long-time reputation for high 
standards, both in quality of the merchandise and service. 


“Since a good 65 per cent of our dollar volume is in 
diamonds, we were particularly anxious to install day- 
light illumination which would display this merchandise 
in its true color and brilliance. We de-emphasized show- 
case lighting because we believe this type of lighting 
tends to over-dramatize the merchandise and confuse 
diamond customers.” | 

A concealed lighting system, with natural oak-panelled 
sidewall and ceiling border, was designed by the archi- 
tects. 

The electrical installation consists of eleven 4/40-watt 
industrial type fluorescent fixtures mounted about three 
feet above an aluminum grid, more commonly referred 
to as a louvred ceiling. All fixtures are fluorescent with 
the exception of the single spotlight above each counter. 
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The location of lighting fixtures, which suspend from 
, rather high concrete-finished ceiling, was carefully cal- 
ulated by the architect's engineers. 

Supplementary illumination is provided by five, sepa- 
vately-controlled, 300-watt incandescent spotlights, in the 
upper ceiling area, which furnish an intensified lighting 
effect over the individual showcases. The spotlight ar- 
rangement enables the jeweler to display merchandise 
under high-level illumination, and accentuates the quality 
and beauty of merchandise in the individual cases. 

Exterior illumination is fully as distinctive and eye- 
catching. Comprised mainly of two tubes of high-pow- 
ered, warm, white neon, artfully tucked away behind a 
metal light trough which stretches horizontally across 
the store front above the entrance, the front is a fusion 
of warm, even light on the vertical, rough, natural oak 
boards covering the exterior. The six-inch high, 3-inch 
wide stainless steel lettering on the front is strikingly 
silhouetted by the night lighting arrangement. 

“With proper lighting has come a rising tide of dia- 
mond sales,” said the jeweler. “I feel that the major 
achievement in designing the light has been in concen- 
trating illumination on the merchandise. Since show- 
cases are lighted until late at night, and the intensity of 
the illumination is high, and since there are no other 
brightly-lighted establishments in the area, our store has 
a ‘jewel box’ appearance. I take particular pleasure in 
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Jewelers Combat Peddlers 


When Ypsilanti, Michigan, recently was overrun by a 
number of peddlers selling silverware and aluminum 


of — -~ 





It's Your Money 
DON’T THROW IT AWAY! 


Ih recent months our community has been overrun by 
canvassers and peddlers who are after your money. They 
want you to buy all kinds of merchandise which is very 
INFERIOR to what you can purchase from your local 
stores or it is OVERPRICED. 





These are FACTS which you can prove to yourself by 
COMPARING what these peddlers offer with the mer- 
chandise that you can purchase from your local stores. 
All kinds of tricks, offers, and discounts are used to make 
you think that you are getting a bargain. The latest that 
is now being used in Ypsilanti is to tell you that you have 
just wen a prize in a local store. This prize is $20.00 die 
count on « $69.00 set of Eagle Wm. Rogers Star table 
* silver or on a $59.00 set of aluminum pots and pans. 
These people actually do give you the discount. BUT 
the silver which you then buy for $49.00 is sold locally 
for $19.95! 


IS THIS A BARGAIN? CAN YOU AFFORD TO 
OVERPAY $29.00? 


Before you buy ANYTHING or sign ANYTHING that 
is of fered by @ canvasser, compare with your local jeweler 
or inquire at the Board of Commerce. Always investi- 
gate before you invest. 


REMEMBER - - IT'S YOUR MONEY 


GERBER Jewelers MORAY’S Jewelers 
A. GREEN, Jewelers SEYFRIED Jewelers 
Cc C. JENKS, Jeweler 


THIS STATEMENT ENDORSED BY THE BETTER BUSINESS 
BURZAU OF THE YPSILANTI BOARD OF COMMERCE 











goods, jewelers of the city, with the co-operation of the 
Ypsilanti Board of Commerce, published this advertise- 
ment— 

They didn’t complain—they did something specific! 
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BEATTIE 


jee LIGHTER 








ly The only lighter with the 


flame you can point. 


Equipped with wicks that 


need no replacement. 


TILTED . . . jet 
flame for pipes 
















UPRIGHT. . for 
cigarettes and cigars 






















®@ Consistently advertised in national magazines with 
increased schedules planned for 1950! 


| @ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all 
time high! 


® Get your share of this business and stock up on all 
models — retailing from $5.00 to $22.50! 


Also Beattie extra large flints, retailing 25¢ per package. 


—-——————-----——— 





Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 


| | 
| | | 
: Tn ee ae es ee | 
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MASONIC 
MONEY CLIP 


IN STERLING 7 
SEAVER 8 Cc oe 


SILVER S 


GOLD PLATE.. 


YEAR 'ROUND (Ge a 
aul >» 


YEAR ‘ROUND 
PROFITS 


ORDER #K5c 


a | Doz. 


LACTVAL: StzZe} 








a, SEND FOR 
FREE 
ETF epotHERS< LBS es 
MANUFACTURERS AND ORIGINATORS “Nearest “ae 
| 2 WEST 47 ST., NEW YORK 19,N.Y. — caTaigg 














JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Cameos, 
Scarabs, and all other semi-precious CHINESE STONES 
Write for full porticulars 


CHINESE JADE CORP. 


Lame East 39th St. © New York 16, N. Y. © MUrray Hill 3-2514 ee 














Refractive 
HENRY 


Index 2.616 

about 10% 

higher than 
Diamond 
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NMEVV YORK Uf N.. 


RYANT Y 








168 





the dignified presentation of the store name on the front 

“After years of selling jewelry and specializing _ 
diamonds, I find this general system of lighting the best 
yet. The beauty of the store impresses even the most 
fastidious and customers find it intriguing to shop here 
which fact is readily apparent by the number of favorable 
comments we have received.” 


———-__ — —_— 


Diamonds Can Be Promoted 
Says ‘Vacationing’ Jeweler 

Three days after Cyrus 5. Marell arrived in Santa 
Maria, Cal., on a vacation trip, he was back in business 
again. His wife had a brother living there and they 
were just stopping by to see him, but Marell liked the 
town so much that he decided to remain. All this hap- 
pened four years ago. Today, Marell’s is the largest 
credit jeweler of that California city. 

An example of what it takes to be a successful jeweler 
was revealed recently when Marell staged a diamond pro- 
motion, from December 1-3, that was the talk of the town. 


Ne ne 





Marell (center) proved that a little imagination and effort 
can add tremendously to diamond sales. 


Marell planned the promotion three months in advance 
to be certain no details were overlooked. While the pro- 
motion was going on, teaser ads reading “Watch for 3 
Exciting Days at Marell’s!” Marell found these small 
ads very effective. People were continually dropping in 
to ask what was going to happen; however, the sales staff 
had been instructed to keep the promotion top secret. 

Finally, on November 30th, a full page ad, carrying a 
photograph of the store and an explanation of a $500,000 
display of diamonds, let the public in on the mystery. 
“Mr. Leon Wertheimer, direct representative of Arnstein 
Brothers, world’s largest importers of diamonds, will be 
on hand at Marell’s to solve each and every individual 
diamond problem and to help you select your diamond,” 
was part of the announcement. 

Until this time, Marell’s was not known as a center 
for some of the largest diamonds in town and this pro- 
motion brought in many people who had never been in 
the store previously. During the last day of the display, 
2000 people were counted in the store. Many of them 
left their diamond jewelry to be remounted and estimates 
were given on new pieces of jewelry. 

“It wasn’t easy but we did it and now that it is done 
and over, we are proud and happy because our diamond 
promotion was a huge success,” Cyrus Marell said. Which 
proves that a little imagination and effort can add tre- 
mendously to your sales. 
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CLOCK HAND and 
SMALL GEAR REMOVER 





I's a practical tool 
... made by a clockmaker! 


1. Slip V under clock hand or gear. 


2. Turn thumb screw on to center pivot or 
shaft. 


3. Keep on turning until hand or gear is 
removed. 


GUARANTEED TO DO THE JOB 
JOSEPH B. BECHTEL & CO., INC. 


Wholesale Distributor 


__729 Sansom Street Philadelphia 6, Pa. 








New! Fraternal Rings.... with meaning 


Knights Of Columbus Ring 


Here's a K of C Ring with real 

meaning, rich symbolism, elab- 

orate detail, fine craftsmanship! 

10-Kt. gold $35 

14-Kt. gold $45 
Prices Keystone 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


Available in 4th Degree also. 














106 ANN STREET 
HARTFORD, CONN. 


DIAMONDS or EXPORT 
BARBER «x0 SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


FINE MEN’S RINGS 





LONDON aig agg 


SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
a4 Olue 


ANTWERP AND 


CABLES: 





LONDON, AMSTERDAM 
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NOW ANYONE 
CAN ENGRAVE RINGS 


INSIDE! 
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Folder R 





get a 


NEW HERMES — pay out of profits 


13-19 University Pl., New York 3 








OVER 4000 JEWELERS 


ENGRAVE 


gg THE MODERN - yy 








Wd vou CAN Too! 
: a _ Ask for Folder G 























--- PRICED WITHIN REACH 


Bosca-Built features leathers your 
customers like to handle at prices 
you do too. Each made with 33 
years of skill . . . Each with a 
written guarantee. From $1.00 up. 


Write for complete catalog and list. 


*« Items shown are in choice leathers of 
R. J. WIDEN CO., North Adams, Moss, 


rosea QU 
& “i 


HUGO BOSCA CO., INC. 


E. MAIN ST. SPRINGFIELD, OHIO 
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WILLIAM 8S. WARREN’S MAGNIFICENT NEW WALLACE STERLING DESIG 





On the opposite page is the first nation-wide showing of “Romance of the 
Sea,” the new Wallace sterling silver pattern designed by William S. Warren. 
Those who have seen this new design acclaim it as Mr. Warren’s greatest 
accomplishment in full sculptured “Third Dimension Beauty.” It promises 
to make silver history . . . take its rightful place beside his five other exqui- 
site patterns, Rose Point, Sir Christopher, Stradivari, Grande Baroque, and 
Grand Colonial ... and be sought-after wherever fine sterling is sold. 

If our Wallace representative has not reached your city, he will be there 
soon. He will present to you the complete story of this exciting new pat- 
tern together with national and local plans for the introduction of this new 
design. We know you will be enthusiastic and want to feature “Romance 


of the Sea” in your 1950 Sterling Silver merchandising plans. 


WALLACE SILVERS MITH! 


— 
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“al WALLINGPORD, CONNECTICUT since 1835 
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‘Extra Piece Cases’ 


Inspire Future 
Fill-In Sales 





By showing bridal customers extra pieces 
of their pattern, the Bohm-Allen store 


established a firm basis for future sales. 


—- important innovations in sterling 
silver merchandising has enabled Bohm-Allen Jewelry 
Company, Denver, Colorado, to substantially increase 
department gross volume through “getting the extra 
sale,” according to Allan Gilmore, head of the store. 

“We utilize every effort to sell the prospective bride 
not only her basic sterling flatware, but as many extra 
pieces and as much hollowware as time and income will 
permit,” it was pointed out. “These extra sales, which 
are quite often overlooked in the press of helping the 
bride-to-be select her initial pattern, can quite often total 
up to a sizeable percentage of total overall sales.” 

The unique arrangement of the Bohm-Allen silver de- 
partment has been a natural asset in “extra sales mer- 
chandising.” The department, which is almost com- 
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The silverware department is almost entirely segregated 
so that customers can select patterns at their leisure. 


pletely segregated from the rest of the store. consists of 
a 20-foot glass-topped knee-hole case. which accommo. 
dates 64. patterns in leading flatware, as its prime feature. 
Immediately behind, is an all-glass display case. 41/4 feet 
high by 8 feet long, which contains five tiers of shelving, 
devoted exclusively to “extra pieces” corresponding with 
the basic flatware patterns in the knee-hole case. Going 
still farther, the rear and right sides of the department 
are “framed in” by a series of sterling hollowware wall 
cases, in which every effort has been made to present 
either identical patterns, or harmonizing hollowware pat- 
terns to show customers when they select their patterns. 

The readily-visible position of the extra pieces, plus 
the fact that saleswomen in the department need merely 

(Please turn te page 184) 


by ROGER LOCKE 


The extra piece case centers the 
silverware department of the Bohm- 
Allen store, so that there won't 
be any chance of a customer miss- 
ing an item that's in her pattern. 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















yor'ns 









STERLING 
ease” 


SERA DIN G6: 3 1:27 Cast Bett eS SF tC S.. 2.8 Fh 





AMERICA’S 


Also Makers of Gorham Silverplate, Gorham Silver Polish, Garham Bronze, Gorham Ecclesiastic W ares, 
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A Practical Course in Artistic Enéraving 


by R. ALLEN HARDY 


Section A—Part 1: Correct Shaping and Sharpening of Square Script Gravers 


i text and_ illustra- 
tions in this series shall follow sys- 
tematically the course-schedules devel- 
oped and now being used for instruct- 
ing students in the Engraving Depart- 
ment at Bowman Technical School. The 
work of this entire course, as a training 
program, is listed in sections arranged 
progressively and lettered from Section 
A, “Basic Exercises” to Section I, 
“Final General Instructions.” The sec- 
tions are subdivided into lists of items 
of work, each designated by a number. 
For convenient reference, this work- 
schedule for each section of the course, 
appears as a heading for the article of 
the series that explains the work of that 
section. The reference letters and num- 
bers used in the text, correspond, of 
course, with those in the sectional head- 
ings, such as A-1, B-10, etc. 

Before going into technical details 
of engraving, there are several aspects 
of the subject, not involving tools nor 
skill in using them, that should be dis- 
cussed with the beginner. 

The question may be raised whether 
the possession of absolute artistic talent 
is a “must” for success as an engraver? 
In answering this, we must consider all 
of the different kinds of engraving as 
classified in two categories: the first, 
inscription work, based on copying pre- 
designed alphabets; the second, all of 
the forms that the engraver must design 
creatively, such as fine ornamental or 
decorative work, monograms and any 
other work that requires artistic origi- 
nality and taste for its designing. 

Of these two catgories, it may be said 
that success in the alphabetic or in- 
scription field does not require particu- 
larly artistic natural gifts, but instead’ 
more of just mechanical talent, because 
accurate copying of letters rather than 
originality or creativeness is required 
for this kind of engraving. Moreover, 
it is true that much the greater part 
of all the engraving that is done now- 
adays is of the alphabetic type. Much 


AT4 


(a. Use of mechanical device) 





Section A—Basic Exercises 


1. Correct shaping and sharpening of square 
script gravers:— 
(a) Use of mechanical device; 
(b) Stoning belly and face; 
(c) Polishing. 
2. Cutting parallel straight lines. 
3. Cutting curved parallel lines. 
4. Cutting circles in hair-lines; synchroniz- 
ing eye, hand and block. 
5. Cutting parallel shaded lines. 
. Cutting curved parallel shaded lines. 
. Cutting shaded circles. 
. Cutting script ovals—hairlines. 
. Cutting script ovals—shaded. 
. Shading beauty-cut; basic script letter 
formation. 
11. Shading beauty-stem; basic script let- 
ter formation; balance and proportion. 
2. Shading double-C cuts. 
3. Shading double-cut. 


ou oso 





of it is done by persons who also have 
other work to do, in the average or 
smaller jewelry stores; by watchmakers 
or jewelers or salesmen, who do also 1 
side-line or part-time job in engraving. 

But one who aims to make of engrav- 
ing an exclusive, full-time occupation, 
should be a person “born” artistic; the 
more talent, the better, as the necessary 
foundation for adequate training, to 
make a successful career as an en- 
sraver exclusively. Employment for 


such artists has to be found in the high- 














Fig. |. Square script graver and handle. 
est type jewelry stores that sell enough 
of fine goods to keep one busy on en- 
graving only; or occasionally, in a 
manufactory of fine wares of “custom- 
made” quality; or in a business of one’s 
own. Some artist-engravers have shops 
that take in fine work from a number 
of jewelers. 

As the instruction program progresses, 
it will be seen that the work is mainly, 
first, learning to draw with a lead 
pencil on paper for practice and on 


metal surfaces as designs to be ey 
with tools, and then, using various tools 
for cutting engraving, and the all. 
important work of keeping the tools iy, 
working shape and condition. In See. 
tion A, the first work is item 1, “Cor. 
rect shaping and sharpening of square 
script gravers,” which is subdivided into 
(a) use of a mechanical device o; 
graver-sharpener; (b) stoning the belly 
and face of the graver; and (c) polish- 
ing the stoned faces to produce keen 
cutting edges on the point of the graver, 
Good work in all of this depends upon 
producing very flat faces on the tool. 
since any rounded tendency towards 
the edges of the faces would create 
obtuse-angled cutting edges that could 
not make clean cuts in engraving. 


Before starting work on the course. 
the principal tools involved in the first 
steps shall be described. In Fig. 1 is 
shown a square script graver and its 
handle which is of the adjustable type. 
The graver is clamped into the handle 
by the split metal ferrule near the 
front end of the handle, making the 
total length adjustable to suit large or 
smaller hands, and to maintain this 
length as the graver is gradually short- 
ened by regrinding. The graver has a 
straight end, used on work of flat or 
convex-curved surfaces, and a bent end, 
for use on the inside of concave work, 
such as the inside of watch-case caps, 
cups, spoon-bowls, etc. 

Gravers as manufactured and sold by 
tool dealers are not ready for use and 
must be ground to very definite forms 
and polished to keen-cutting edges, in 
a variety of forms to be correct for the 
many different kinds of “cuts” that are 
required in the art. The mechanical 
device used for obtaining flat faces in 
crinding gravers is shown in Fig. 2. 
Its use shall be explained fully in the 
proper place. Grinding and sharpen 
ing gravers is done on flat-faced slabs 
of abrasive material, either of natural 
stone or bonded synthetic grains; the 
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INEABLOE 


to protect its famous 17 jewel accuracy 





movement from shock 








The ordinary activities of everyday living 
present constantly the threat of shock to 
the delicate mechanism of a fine watch. 
Famed UNIVERSAL GENEVE watches elim- 
inate this potential danger by relying on 
an infallible shock absorber...the incom- 
parable 


























THE AMERICAN INCABLOC CO., 366 Fifth Ave., New York, N. Y. Factories: La Chaux-de-Fonds, Switzerland 
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latter mostly sold under the manufac- 
turers’ trade-marks “India oilstone” and 
“carborundum,” for quickly grinding 
to form. The “hard Arkansas” quarried 
natural stone is always used for the 
next step in sharpening. These stones 
may be bought with the two kinds 








Fig. 2. Graver holder for sharpening. 


mounted in pairs in a hinged wooden 
case as in Fig. 2, or each in a separate 
case. The other of the principal items 
of equipment needed for engraving is 
an engraving block, Fig. 3, which is a 
holder for all kinds of work. It is a 
mechanical turntable, its heavy iron 
ball-base resting in the doughnut- 
shaped, sand-filled leather pad on the 
bench. The two jaws on the revolving 
table are adjustable toward each other 
and the holes in the jaw-tops are used 





Fig. 3. Engraving holder and attachments. 


to hold the attachments shown in the 
box to the right of the block. With 
these attachments, almost any form of 
work can be held and the jaws tight- 
ened on it so that the work can be 
turned by one hand resting on the re- 
volving table while the other hand 
manipulates the graver. 

Now let us start work on the course, 
following the steps listed in Section A 
of the program at the head of this arti- 
cle of the series—“Correct shaping and 
sharpening of square script graver.” 


USE OF MECHANICAL DEVICE 


When sharpening a graver, the foot 
of the graver sharpener slides back and 
forth over a section of plate glass. The 
position of the glass section is most 
satisfactory when used as shown in 
Fig. 2. It can, however, be placed on 
top of the open part of the oilstone 
case, providing the hinge joints do not 
interfere by tilting the glass off level. 

The graver sharpener (Fig. 2) en- 
ables the engraver to obtain mechani- 
cally accurate faces. The construction 
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and theoretical operation of the graver 
sharpener is simple but actual manipu- 
lation requires a close study of tech- 
nique. See Figs. 4, 5, 6 and 7. Here 
we see the faces presented to the stone 
in various ways to obtain desired con- 





with the position inverted 
confusion will arise. 

The cutting points of 
gravers have three faces. The two fac 
on the bottom or underside will - 
referred to as “the belly”: the one face 


(Fig. 2) no 


Figure 4. 








“SHOWING CONTACT GET 
A@.LOW BELLY ANGLE 


ditions or results. Adjustments made 
to the graver sharpener in relation to 
the position of the graver with the 
stone, determine the accuracy of these 
faces. 

The graver sharpener shown in Fig. 2 
has three wing-nuts. One controls the 


f3 .MEDIUM BELLY ANGLE 






WEEN GRAVER AND STONE-~ 
C -HIGH BELLY ANGLE 


on the top of the graver will be te. 
ferred to as “the face.” When sharpen. 
ing, the steel graver is removed from 
the handle and placed in Position in 
the graver sharpener. 

To face either side of the belly (Fig. 
4 and Fig. 5). first place the graver 


Figure 5. 


DIRECTLY 





ABOvE BACH CONTACT ORAWING. 





adjustment of the belly angle; one con- 
trols the position or shape of the vari- 
ous faces; the other wing-nut serves 
to hold the graver firmly. With only 
two real adjustments to consider, 
sharpening the graver appears to be 
less of a problem that it really is. If 
the student will keep it clear in his 


securely in the sharpener by tightening 
the wing nut governing this adjust- 
ment. The next step is to line up the 
graver parallel or flat with the India 
stone. Since this type of graver is 
actually square and the slot in the 
sharpener forms a right angle, it is com- 
paratively easy to determine one side 


Figure 6. 


SHARPENIN 














G THE FACE 






ee enag eeeece 





















-SHOWING CONTACT BETWEEN GRAVER AND STONE ~ 


A.Low Face ANGLE 
WEAKENS POINT 


mind that the adjustments are made 
while holding the sharpener bottom up- 
ward. and the actual stoning is done 


fa. Correct FACE ANGLE 
45 DEGREES 


C®. HIGH FACE ANGLE 
STRENGTHENS POINT. 


flat with the stone and the other side 
perpendicular to it. If a straight-faced 
(Please turn to page 240) 
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2. Monkey Charm 


3. Women's Watch Bracelet 











si eaitaticeaa nce wxag Race ee initiates: 





7. Correction; see note 
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4. Wedding Boxes 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


|. New sterling flatware pattern by Wallace Silversmiths 
is called “Romance of the Sea.'' Third dimensional design 
shown in this top and side view is carried out on back as 
well. A_ six-piece place setting will retail for $37.50. 


2. Three wise monkeys charm suspended from a ring, with 
the sentiment "The Secret of Happiness" engraved in enamel. 
In 14K gold at $17 retail; sterling $5. They are made 
by Charm Craft Corp., 198 Broadway, New York City. 


3. A wide watch bracelet for women from the Speidel Corp., 
Providence, R. |., has the same basic pattern as the "Sir 
Galahad" band for men, with custom fashion ends added en- 
abling it to be attached to any style ladies’ wrist watch. 
Versatile enough for dress or sports, it retails at $13.50. 


4. These heart-shaped wedding boxes are two from a new 
line just introduced by the Standard Novelty Box Co., 385 
Gerard Avenue, New York. These new boxes are available in 
various lustrous colors as well as pearl and transparent. 


5. This roast holder which doubles as a serving fork is 
die-cast in aluminum with stainless steel gripper inserts. 


lt is made by Charles D. Briddell, Inc., of Crisfield, Md. 


6. Beau Brummel, a men's expansion bracelet from Flex-Let, 
20 W. 47th St., New York, features a link pattern of a new 
massive design. It is fashioned in yellow, white, and pink 
gold filled and retails for $13.75 including federal tax 


7. "Nife" tie slide by Anson, Inc., 24 Baker St., Provi- 
dence, R. |., shown on page 154 last month, was incorrectly 
priced at $2.95. The correct price is $2.50 plus tox. 
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U.s. Pat. Pending. All rights reserved 


As an international symbol of Holy Year, 1950, and 
all that it represents, this beautiful pin has a 
uniquely compelling sales appeal for many millions 
of prospective customers. 

Recently introduced through a number of major 
department stores, it has already proved itself a 
phenomenal sales success. In New York, for example, 
R. H. Macy sold more than 5,000 pins the first two 
days they were offered. In your store, as well, 
you can expect the Holy Year Pin to sell on sight 


... build important new store traffic. 

Adapted, with proper permission, from the per- 
sonal coat of arms of His Holiness, Pope Pius XIl, 
the pin’s design is beautifully inlaid in white enamel. 
Available 


in Danish tombak, in sterling silver 





RETAIL 
PRICE** 





UNIQUE AND TIMELY 
PROFIT OPPORTUNITY! 


THE 


= 1950 Holy Uear PIN! 


with the personal coat of arms 
of His Holiness, Pope Pius XIl 


or 14K gold, the Holy Year Pin is offered in three 
handy styles to meet every preference: dress pin, 
pendant or lapel button. 

As featured in national advertising appearing in 
the Catholic press throughout the country, this pin 
is made in Denmark under written authorization 
from the Vatican's Central Committee for Holy Year 
and represents a source of revenue for Danish 
Catholic Charities. It is distributed here exclusively 
by Crospax, Inc. 

Complete merchandising material including news- 
paper mats, counter cards and window display 
cards is available free to help you make the most 
of this unprecedented opportunity. Order direct 
or write for further information today. 


40% PROFIT FOR YOU! = 
° e& eo PES SHIRES 





YOUR 
PROFIT 


WHOLESALE 
PRICE 








TOMBAK* $ 1.00 ea. 
2.00 ea. 


15.00 ea. 


STERLING 
14K GOLD 





*Tombak pin shipped only in lots of 100 
or more...order styles (lapel button, 
dress pin and pendant) in multiples of 25. 
Gold and silver pins shipped in any 
quantity desired. 


** Price fixed in 46 states 


Copyright 1950 CROSPAX, INC. 
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$ .60 ea. 
1.20 ea. 
9.00 ea. 


Terms: 19%—10 days 


$ .40 ea. 
.80 ea. 
6.00 ea. 





CROSPAX, wc 


521 Fifth Avenue, New York 17, N. Y. 


Exclusive Agents for Holy Year Pin 
in U.S., Canada and Mexico 
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They re New 








2. Tie Slide and Cuff Links 





5. Rosary and Case 





6. Mantel Clock 








4. Collar Clips 









1. Ladies’ Watches 





3. Flat Billfold 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


|. These Henslee-styled ladies’ watches featured in new 
"All-American Youth" series by Elgin National Watch Co., 
are all 17-jewel models with high crystals. Introduced 
during a 45-day promotion beginning Feb. 15 at $39.75. 
After April 1, the price of these watches will be $45. 


[] 2. A set from the 1950 line of the Hadley Co., of Provi- 
dence, R. I., which includes a full selection of tie slides 
and cuff links with ten designs in each style, gold filled 
or rolled gold plate. Twelve gold-plated patterns are also 
offered for the popular market. Price range: $2 to $7.50. 


[] 3. The "Silhouette," a new billfold by Rolfs, West Bend, 
Wis., requires no folding. Simple and compact, yet con- 
taining ample room, it is made in smooth cowhide in the 
new fashion shades of brown, blue, red, green and yellow. 


[ 4. Four new collar holders from Anson Inc., 24 Baker St., 
Providence, R. I., which have been especially designed for 
the new pin-point style collars. Retail price for each de- 
sign—arrow, sabre, golf club, and scimitar—is $1, not in- 
cluding tax. Tie clips to match each style are available. 


Lj 


[] 5. "Gems of Prayer" is the name of this new rosary with a 
miniature “golden bible’ case. Packaged in an acetate- 
lined, gold foil gift box with own display stand. $3.95 
retail. Weston International Assoc., 85 E. !0th St., N. Y. 


[] 6. Following the trend to Early American furnishings in 
the home is this new mantel clock by Seth Thomas, Thomas- 
ton, Conn. "Tradition" model stands 20 inches high, 10'/2 
inches wide and is of hand-rubbed mahogany. $95 plus tox. 
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pertinent to the jewelry and allied fields. 
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AUTHORS 
Dr. Frederick H. Pough 


Curator of Gems and Minerals of the 
American Museum of Natural History 


TTT 


John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 
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Check or money order must 
accompany all orders. 
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Just Published! 
JEWELERS’ 


DICTIONARY 


NEW COMPLETELY REVISED 
* SECOND EDITION x 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 


ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


TIONARY contains an invaluable wealth of information— 
indispensable to the jeweler, watchmaker, gemologist, 
advertising man; in short, to anyone seeking information 


Size 615" x 9%" 








Selling points on karat quality, rolled gold plate and $ 6-00 
electroplated articles are backed up with the authority of 
the printed word, compiled by experts in these fields. Post Paid 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
F In one comprehensive volume, THE JEWELERS’ DIC- IN RICH BLUE CLOTH 
WITH GOLD STAMPING 


ORDER TODAY 


FOR IMMEDIATE DELIVERY 








THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


Check ................ is enclosed 

Money order ......... is enclosed 
SS . ay oo ues od a a ed ko a oa es ah ee 
IS os a 4 + 4 AS 2 hh ee eae es sae beeen 
ree P. O. Zone No........... State .......... 














Arizona Flagstone and some 
Santa Barbara sand plus ¢ 
bit of imagination form an 
effective setting for the 
western jewelry of Thomas. 


Western Influence Inspires Unique Display 


Keith Thomas, cowboy jeweler, makes his own jewelry with a western 


motif and black velvet didn’t suit his idea of a background for his 


merchandise, so he made up a window that suggested wide-open spaces. 


H. himself is the first to point out that he 
is no second Benvenuto Cellini. He readily admits that 
his engraving leaves much to be asked in the finer points. 
Nevertheless, Keith Thomas— ex-cowboy, die-sinker. 
metalsmith, and engraver—has a lesson to teach his fel- 
low craftsmen. A lesson to teach anyone, for that matter. 

“T came here to make friends, not money,” goes one 
of his favorite sayings, “and thank gosh I’ve made a little 
of both.” 

He has, too. More than a little of both. 

The saying is a reflection of his Arizona cow-country 
heritage. Out of that same heritage comes the lesson he 
has to teach: Keith Thomas is himself. This is not to say 
merely that he refrains from putting on airs and always 
speaks to his old friends. He is himself—in business as 
well as in day-to-day living. And that’s the lesson. 

One day early last year, Keith Thomas found himself 
faced with the problem of making some kind of semi- 
permanent display for his show window. Utterly without 
experience in this line—before he had always rented 
office space—he thought over his problem. 
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by ROBERT E. LANGAN 


Here’s the way it was: the lease on his office had 
expired; his rent was to be increased. He got an oppor- 
tunity to rent street-level store space for less than the 
increased office rent would be. He took it, and found 
himself—for the first time in his life—with a display 
window on his hands. Well, it had to be filled up some- 
how; he could not simply leave it blank. 

There were two things he could do. He could follow 
the commonly used black velvet displays of retail jewelers; 
or, he could think up something for himself. Being him- 
self, Keith Thomas did the latter. 

“Why,” he asked himself, “is it so necessary to display 
silver on black velvet? Granted that it looks good, but 
it’s costly. Besides, I make Western jewelry—out of the 
West, and for the West. Certainly black velvet is not a 
part of any Westerner’s heritage. What is then? Let 
me think... .” 

He remembered back to the land of his boyhood, back 

(Please turn to page 188) 
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JEWELERS!! 


Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 
old silver. 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 
MEMPHIS 1 TENNESSEE 























Manufacture 
of Diecious Metals } 
Since 1875 


| THE AMERICAN PLATINUM 


231 NEW JERSEY R.R. AVE., NEWARK 5, N. J. 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 


FOR MARCH, 1950 
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AMAZING VALUES! 


5 PIECE TEA SERVICE 
$79.00 KEYSTONE 





No. 912 Five Piece Tea Service 


INCLUDES LARGE CAPACITY COFFEE AND TEA POTS, CREAMER, 
SUGAR AND WASTE BOWL. HAND SPUN BODIES — REMOVABLE 
FINIALS — INSULATED HANDLES — APPLIED DELICATE FEET, 
HANDLES AND GADROON MOUNTS, COFFEE POT — CAPACITY, 12 
CUPS, 13°" TALL. TEA POT — CAPACITY, 10 CUPS, i2" TALL. 


TEA TRAY 
$37.00 Keystone 


MATCHING TRAY PER- 
FECTLY ADAPTED TO 
HOLD THE NO. 912 SER- 
VICE ILLUSTRATED. EX- 
QUISITELY CHASED CEN- 
TER WITH HAND APPLIED 
SHELL AND GADROON 
BORDER AND DECORA- 
TIVELY APPOINTED HAN- 
DLES AND FEET. OVERALL 
LENGTH—27"", WIDTH—I6"’. 





No. 219 English Style Tea Tray 


Many years of experience in the manufacture and distribu- 
tion of fine silverware enable us to bring you this appealing 
t©a service at a price designed to produce a rapid and profit- 
able turnover. 


All the pieces are HEAVILY SILVER-PLATED ON COP- 
PER and DISTINCTIVELY HALLMARKED in the 
SHEFFIELD MANNER. Shipping charges prepaid 
on all items. 


SWINGING KETTLE 
$60.00 KEYSTONE 


MATCHING KETTLE COMBINING BOTH 
BEAUTY AND UTILITY AND DISTINC- 
TIVELY STYLED IN THE OLD TRADI- 
TIONS OF THE EARLY SHEFFIELD 
SILVERSMITHS. LARGE CAPACITY TEA 
KETTLE ON TILT TYPE STAND WITH 
THREE PIECE ALCOHOL BURNER IN 
BASE. APPLIED GADROON MOUNTS 
AND DELICATE FEET—INSULATED 
HANDLE—REMOVABLE FINIAL—DECO- 
RATIVE SPOUT. HEIGHT—I5"'. CAPAC- 
ITY—'5S CUPS. 


Complete 7 Piece Service 
includes +912, +219 and 
+910 — $170.00 Keystone 





No. 910 
Swinging Kettle 


Our Latest 


Gatelies LUMART CoO. 


Manufacturers & Distributors 
~ 3 < or cy 300 MAIN ST. 
mm late or u 
— a one EAST ORANGE, N. J. 
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Extra Piece Cases 


(From page 172) 


turn around without getting out of their chairs in order 
to locate sugar spoon, gravy ladle. butter knife. cold 
meat forks, etc., has made it relatively simple to ening 
age the prospective bride to purchase the “extra pieces” 
or at least to indicate them in her pattern choice. ; 


. * , On 
her first visit to the department. 


To facilitate this, a routine policy has been developed 
As soon as the customer has signified a choice of patterns, 
and the first-setting purchase is under way. the ilies 
person turns around, opens the sliding glass door in the 
“extra piece case” and brings out sugar spoon. butte; 
knife, gravy ladle. and cold meat fork in that order. One 
by one, these are presented to prospective brides. point- 
ing out the additional nicety of table service which jg 
thus developed. and requesting her to check those extra 
pieces which she wants to include in her wedding-gift 
registration. Through continuously following this policy. 
and seeing to it that every engaged girl is “exposed” to 
the extra pieces, the Bohm-Allen store has set the un- 
usually high average of 10 per cent of flatware customers 
buying both standard flatware and extra pieces. 


"EXTRA' VOLUME SET FOR FUTURE 


“That 10 per cent immediate sale is of far less impor- 
tance than the heavy volume of latter-life sales which 
extra piece presentation can create,” it was pointed out. 
“Once the bride-to-be is impressed with the number of 
extra pieces which are included in the pattern she has 
chosen, the chances are that she will buy them from time 
to time in her married life, ask for them as anniversary 
gifts, etc., until eventually. we will have sold every piece 
in the pattern selected.” 

There are matching extra pieces in the secondary case 
for every pattern shown in the knee-hole case, with more 
maintained in stock drawers below the latter. 


Similarly, if the bride selects a pattern which can be 
matched with hollowware, the matching pieces are se- 
lected from the wallcases, and placed in the prospect's 
hand. Where the bride has selected an ornate flatware 
pattern, and the pattern cannot be matched, Bohm-Allen 
selects a chastely-styled dish, salver, etc., and suggests 
this. No sale is ever too rushed that extra pieces of flat- 
ware and hollowware are not shown, and this policy 
inevitably pays results in the form of additional sterling 
sales in the future. 

At present, the Denver jewelry store has extended the 
bride’s book system immeasurably by setting up a simi- 
larly arranged “married book” into which the names of 
all prospective brides are transferred immediately upon 
the wedding. This policy, begun in 1948, has proven in- 
valuable in making extended sterling sales over a period 
which may include as much as 20 or 30 years. “Under 
the plan, when the young girl has become a bride, her 
name is entered in the book, with complete pattern regis- 
trations, and a listing of all the sterling flatware, hollow- 
ware, extra pieces, etc., which have been purchased for 
her,” it was explained. “We keep these records perma- 
nently, as long as the couple are Denver residents, where 
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the information remains helpful to friends and relatives 
for many years. 

For example, any husband, when Christmas or anni- 
versary-time rolls around, can depend upon us to sug- 
gest a proper sterling silver gift which will fit into the 
pattern already in use, and sure to be welcome with his 
wife. We let every couple know that we are maintaining 
the ‘married book,’ and they are bound to remember it 


as years go by.” 


‘MARRIED BOOK' A VALUABLE ASSET 


Since the “married book” was adopted, there are 
already many young Denver husbands who rely upon it 
for a top-appreciated gift in the future. Similarly, rela- 
tives and friends of the family are apprised of the system, 
and reminded that Bohm-Allen will be able to serve them 
the proper sterling information for an individual bride 
at any time in the future. 

Naturally, in order to create a profitable volume of 
“extra sales,” the Denver jewelry store finds it necessary 
to keep a continuous stream of engaged girls coming into 
the store’s silver department. Like other leading, reputa- 
ble jewelry stores, Bohm-Allen consistently follows news- 
paper engagement announcements, utilizes periodic dis- 
play windows aimed at attracting the young bride, etc. 
Until late in 1948, Mrs. Cy Allen, wife of one of the 
store's executives, produced a constant flow of prospec- 
tive brides by means of “silver lectures” which were 
given at colleges, high schools, sororities, etc., in the 
Denver area. Mrs. Allen attended many such meetings, 
taking along a chestful of sterling flatware, hollowware, 


etc., during which every effort was made to teach young 
girls the bride’s book system, and to demonstrate the 
traditional method for selecting the life-long “treasure 
chest” of sterling silver. 

“We have found that young girls of today are far more 
conscious of the traditional meanings of sterling in their 
early married life than ever before,” it was pointed out. 
“This, including girls even down into the 12 and 13-year- 
old bracket. Our theory is that the war, with its short- 
ages of plated flatware, brought about a new interest in 
sterling flatware, which has continued to grow ever since. 
Most young girls of today are well aware of what to 
expect in sterling flatware, and will require very little 
over-the-counter education to satisfy.” 


COOPERATES WITH SCHOOLS 


While the “outside lecture program” has been discon- 
tinued, Bohm-Allen encourages teachers in colleges in 
the Denver area to call upon the store for informative 
booklets, literature on sterling silver, etc., which is gladly 
delivered for use in home economic classes. At least a 
dozen Denver schools are incorporating lectures on 
sterling flatware, open stock dinnerware, imported and 
domestic crystal, etc., in their curriculum, which the 
jewelry store, of course, attempts to foster in every way. 

In this way, plenty of merchandising emphasis on extra 
pieces at the time is first served in the store, use of the 
“married book” for long-continued relationships, and 
steady cultivation of young girls’ interest in sterling flat- 
ware are producing a well-rounded sales volume for this 
Denver store. 














GOLD SILVER 


IRIDIUM 
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Strictly Refiners 

Not Manufacturers 
of Jewelry 


i 











21 West 46th Street 














Metals of Guaranteed Purity 


PLATINUM 
RUTHENIUM : 


W. solicit your Sweeps - 


Filings — Scrap Gold and 


Kastenhuber & Lehrfeld, Ine. 


Tel. LUxemburg 2-2320 
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PALLADIUM 


RHODIUM - OSMIUM 














Platinum — Metals 


Your Ol Gold Shipments 
WILL RECEIVE 
Special Abtention 


New York 19, N. Y. 
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Inventory Control 


(From page 118) 


number of times the stock was turned during the year. 
The figure 13 is used as the divider because there is an 
inventory calculation for each month (12 in all) plus the 
ending inventory, making 13 totals. When this 13 is 
divided into the total of the OH column, it gives the 
average “carry” for the year. 

The financial phase must be watched carefully. The 
jeweler must keep his investment in inventory to the 
optimum level permitted by his financial resources. If 
he has an inflated “carry,” he may find himself unable 
to pay his suppliers promptly, he can’t take advantage 
of profitable commercial discounts, he must carry exces- 
sive insurance on stock, he needs to put more clerical 
time on his inventory and he stands a chance of losing 
proportionately more on price reductions, theft, dam- 
aged stock, etc. 

Topping these disadvantages, he pays a high interest 
on inventory investment. The jeweler who can do $50,- 
000 volume on $30,000 inventory, a turn of 1.66, which 
is higher than the average, is usually a better business 
manager than the jeweler who needs $40,000 in stock to 
do the same volume. The additional $10,000 frozen in 
stock, say at 5 per cent, means an additional interest 
charge of $500, and at least that much less net profit 
because the money could be used to good advantage else- 
where. 

To utilize inventory control effectively, one must have 
accurate and adequate records that show the most de- 


sirable turn on each item, the minimum and maximy 
stock to be carried so that one does not over-buy " 
under-buy, but maintains a stock suited to hiaaes 
requirements, thus minimizing investment and hay 


ing 

adequate stocks on hand to satisfy customer require 
ments at all times. 

By using a simple inventory control system such as 


outlined here, the jeweler can establish maximum and 
minimum stock levels to keep the turn at the most profit. 
able ratio and lost sales at minimum because of “oyts.” 
The jeweler should analyze the stock control cards reoy. 
larly to give him pointers on buying and selling. Lack. 
ing such data, he is doing business “in the blind” and 
this is a dangerous procedure in a buyer’s market. 





Point of Sale Training for Retail Clerks 

Writing instruments annually account for $250 million 
worth of sales. This industry has been more progressive 
than most in offering clerk training aids to dealers. 
Last fall, one manufacturer, Eversharp, Inc., published a 
booklet called “Creative Selling” that was very success. 
ful. Now, Eversharp has gone a step further by sending 
field representatives to dealers’ stores to conduct classes 
for retail clerks. 

The field men use a training manual published by the 
National Stationers Association entitled “How to Sell 
Pens and Mechanical Pencils.” All of Eversharp’s repre. 
sentatives have been instructed to set up training sessions 
for clerks if a dealer requests it. They know how much 
of an asset well-trained clerks are to a retailer’s sales 
picture. 
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necessary in closing a sale 


the Sik. On 












AVAILABLE To You In ‘30 


You can really please your customer quickly and inexpensively with the STIK-ON 
Plate. It’s an engraving plate which personalizes your sale in just a few seconds. It 
will individualize every sale in the eye and mind of your customer. YOU CAN EN- ie 
GRAVE IT IN SECONDS IN YOUR OWN STORE. Desk sets, typewriters, sil- a 


verchests, or any rigid surfaced item can be given that added personal touch so often 








COLOR 
pe ONE 

, DOZEN 
FOR 
& : $1.20 


Chrome Finish 
$1.80 per doz. 





ates and quantity of any one plate style. 





We Will Engrave Your “Stik-On” For You 


We are maintaining a special engraving division devoted entirely to the STIK-ON for those who do 
not have engraving facilities. One or two lines are available on the small size plate. One to three 
lines on the large size plate. Fifty cents per engraved line over plate cost. 


Special rates on duplic- 








WRITE TODAY 
FOR INFORMATION 
AND YOUR 


FREE SAMPLE 


§. A. MEYER 





COMPANY 


87 W. WHEELING - WASHINGTON, PENNA. 
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“Greeter System” Personalizes 
Customer Relations 


A constantly-operating “on the job” courtesy training | 
program is bringing far-reaching results at Goldman | 
Jewelry Company, Kansas City, Mo., and Kansas City, 
Kans. | 
Now that production in all phases has “leveled out” 
and most jewelry stores have approximately the same 
lines to offer, the customer’s selection of a store in which 
to make her purchases will be based largely on the good- 
will built by courteous, efficient service, according to 
Fred Goldman, Jr. Therefore, characterizing the 1948-49 
period as a “critical period” from this standpoint, Gold- 
man’s has concentrated much effort on a smoothly-oper- 
ating courtesy training program which guarantees ut- 
most satisfaction to customers. 

“The most effective variety of courtesy training, we 
have found, consists of supervisory corrections,” Gold- 
man pointed out. “By that I mean a close supervision 
of the sales floor, which detects any omissions or mis- 
takes which salespeople make which might be consid- 
ered lack of courtesy, and immediate correction on the 
spot. Due to the fact that we have four members of the 
firm on the floor at all times, we are able to keep a close 
check on the back-of-the-counter techniques of sales- 
people and to make corrections at the time when they 
are most important. By that I do not mean that we are 
exercising a stringent control over our salespeople, but 
instead, looking for opportunities to improve service 
which can be passed along. In the event a salesperson 
forgets to use the customer’s name, to introduce himself, 
thank the customer at the proper time, etc., it is a simple 
matter for one of the executives of the store to step to 
the employee’s side, and point out how customer relations 
might have been improved by just such a step. In- 
variably, it takes only one such instance to concretely 
impress on the salesperson’s mind the necessity of ob- 
serving such steps in the future.” 

Goldman feels that both of the firm’s stores have 
reached just about the acme of service and courtesy to 
customers, inasmuch as they offer air conditioning, com- 
fortable lounges, free delivery service on any item when 
requested, the usual diamond cleaning, adjustment, polish- 
ing services, plus a newly-established “greeter system,” 
which Goldman feels makes the stores more pleasant for 
the average shopper to visit. 

Under the “greeter system” instructions to salespeople 
are to leave the customer to his own devices after a cor- 
dial greeting until the customer calls for assistance. 
With this plan, both stores are operated on the theory 
that the customer will make his wants known when as- 
sistance is required, and that otherwise, she will prefer 





to browse uninterrupted from case to case, until the mer- 
chandise she wants has been located. “In other words, 
the customer is greeted when she first enters the store, 
but no attempt is made to bother her with offers of as- 
sistance, or directions until she asks for it,” Goldman 
said. “If the prospective customer hesitates and stops 
midway through the store, it is the responsibility of the 
nearest salesperson to step forward and offer assistance. 
Otherwise, the customer is free to range through the 
store as she pleases. This policy, we have found, has 
greatly increased the number of people who come in 
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Still using the 






ONE BLADE _ 


6200 SHAVES: 


INCREASE YOUR SHAVE SALES WITH THE ONLY 
SAFETY RAZOR THAT CAN MAKE THIS CLAIM 


Prominently displayed, Rolls Razors make high unit sales 
at high unit profits. The blade, of the finest Sheffield 
steel, is kept keen for years of shaving by the built-in 
strop and hone. Your customer gets a razor that pays 
for itself. Backed by national magazine, newspaper and 
radio advertising. 


*Testimonial letter in our files tells of 17 
years of shaves without repairs 
of any kind. 
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ROLLS RAZOR 
IMPERIAL No. 2 


Very handsomely packed in blue 
Morocco Texol case, satin lined 
with velvet platform. Fair traded 
to retail for $15.00 — no luxury tax. 


ROLLS RAZOR 
TRAVELER 


For the traveling man or the 
man who prefers to alternate 
blades. Beautifully packaged 
in alligator Texol case, satin 

lined with velvet platform. 

Contains extra blade. Fair traded to 

retail for $18.75—-no luxury tax. 

Orders for both models can be combined for 

maximum discount of 40% at your jobber. 


® a 4 ‘ 2 


Rolls Razor Inc., 338 Madison Avenue, New York 17,N. Y. 
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YOU CAN STAKE YOUR REPUTATION ON 


orth, ampalon/ 


BLADES! ~ 
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Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 





Prices 
and illustrations 


gladly furnished 












NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: e ESTABLISHED 1871 











@ LUGGAGE: 


‘merely to get ideas’ for gifts, or to make comparisons 
Over-frequent offers of assistance will invariably drive 
such shoppers away.” 

A second policy, which has much to do with good wil] 
and personal relationships is the fact that every sales. 
person introduces herself or himself by name to the cys. 
tomer. Emphasizing the names does away with the “clerk 
atmosphere” altogether, and almost invariably, the cys. 
tomer will respond with her own name. Frequent use 
of the name in carrying out any type of sale places it op 
a high personal plane, Goldman points out, and the cus. 
tomer invariably leaves the store highly pleased. 
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Western Display 


(From page 182) 


to the first silver jewelry he had ever seen: that of the 
Zuni Indians. Remembered the country there—sand and 
wind-washed stone and blue sky. 

Well, why not? He’d try it anyhow, decided Keith 
Thomas. He went down to Santa Barbara’s municipal 
beach, filled the back end of his car with sand. He wrote 
back to an old friend of his boyhood days, one now in 
the business of quarrying that wind-washed stone and 
selling it over the world under the name of Arizona Flag- 
stone. He asked for some and got it. 

He arranged his window, all the while following the 
dictates of nobody but himself. He put into it only the 
things he himself had made—directly or indirectly, that 
is, by cutting the dies or by his own smithing. 

His unique and spectacularly original display can be 
seen in the photograph. Results of the display still con- 
tinue to accumulate on the black side of his ledgers. They 
range from the contract for all the engraving on Santa 
Barbara’s Semana Nautica (Marine Week) awards to a 
visit from a little boy who wonders if he can buy a 
cowboy belt for fifty cents. 





Modern Face 


(From page 142) 


with gleaming bronze, and designed by the well-known 
Boston architect, William J. Edwards, this famous land- 
mark on Winter Street takes on an entirely transformed 
appearance. 

The basework is of polished granite, giving an impos- 
ing air of elegance and dignity. The lighting is a specially 
designed combination of the newest methods in store 
illumination. 

Stowell’s modernization program, which began at the 
close of the war, is being carried throughout the entire 


store with little or no interruption or inconvenience to 
customers. 

In the immediate future, a handsome Silver Room for 
the display of fine sterling silver and fancy hollowware is 
planned, as well as new Diamond Rooms where customers 
may select diamonds in privacy. 

This plan further includes modern new cases in the 
diamond, watch, gold jewelry, costume jewelry, and other 
departments on both selling floors. 

The second floor Gift Shop, rcached by either elevator 
or an imposing new stairway, features mirrors, lamps, 


Resembles a _ suitcase 
in miniature. Genuine, 
natural cowhide leath- 
er bound travel alarm 
clock has radium dial 
and hands. Place for 
calendar or photo. Re- 
tails for $12.50. 





Manuf f T li d 
HENRY SOCHARD vpivacir Clocks Since 1912. 


435 FIFTH AVENUE, NEW YORK 16, N. Y. 
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clocks, book-ends, Royal Doulton figurines, and other 
distinctive gift items, as well as a quiet restful Ecclesias- 
tical Room for the showing of religious articles. 

The entire third and fourth floors are devoted to day- 
light shops for the staff of Stowell watchmakers, engravers, 
and jewelry designers. 

From the very beginning, Stowells drew the best families 
‘n Boston to its attractive store. In fact, some of the old 
ledgers of A. Stowell Company look very much like a 
Boston Blue Book or Social Register, and a great many 
descendants’ names are still carried on Stowell’s ledgers 
today. 

J. Gould Cook, president, gives much credit for the 
continued success of the store to his loyal employees, 
nearly half of whom have been with A. Stowell Company 
for 25 years or more. In fact, one fellow worker has been 
with the store for 57 years, having come as a young boy 
in knee trousers when the present Mr. Cook’s grandfather. 
Charles S. Cook, was head of Stowell’s. 

The fourth generation of the Cook family, Sydney 
Doane Cook, recently joined the firm, to augment the 
present Stowell staff. 





Foundation for Sales 
(From page 136) 


and Woods means just that. The word of mouth recom- 
mendations given by satisfied customers is proof in itself. 

Another Woods’ policy pleasing to customers is his 
great belief in the standardization of prices. He estab- 
lishes a certain price for almost every kind of job and 
then sticks to it. People know before they enter the store 
what they are going to be charged for cleaning, or a 
balance staff or order job. 

“Of course,” admits Woods, “maybe you do lose a 
little money on one job, but you usually make it up on 
another. And even if you don’t, the slight loss is worth 
the long time good-will created when people know you 
have set prices and don’t decide what to charge after you 
look them over.” 

One of the store’s repair benches is just to the left of 
the main entrance. Watches hanging from the wall are 
tagged with bright pink cards. “I used to have ordinary 
white repair tags,” Woods said, “but after I watched 
customers fumble through fifteen or twenty white cards 
looking for mine, I decided to make it easier for them. 
I had these bright pink ones made up and as a rule I 
can spot them the minute they open their wallets.” 

These pink cards have been carried by many different 
people including all employees of the New York Central 
Railroad in this area. As official watch inspector for the 
railroad, Woods keeps these important timepieces ser- 
viced. Appointment for this repair work is just one more 
tribute to the painstaking work done in the store. 

With so much concentration on repairs it might seem 
that little thought can be given to any other part of the 
business. But this is not true. Woods carries flat silver, 
hollowware, precious and costume jewelry and a large 
line of gifts, all of which are well displayed and pro- 
moted. 

The 18 by 54 foot store has been treated to two modern 
windows which display everything but the fact that this 
is the home of good watch repairing. Watch bracelets 
are prominent in the windows though, for these are 
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WHILE YOU 


SAVE 


TIME AND 
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MONARCH 
“TRI-MARKER” 


Price-Marking Machine 


¢ Jewelry stores, more than any other type of retail estab- 
lishment, require an atmosphere of integrity, confidence 
and prestige. Slipshod methods, untidy hand-written price 
tickets have no place in jewelry retailing. Price confusion 
and misunderstandings are unnecessary. 

The Monarch “Tri-Marker” Price-marking machine is 
designed for the rapid, accurate, legible price-marking of 
jewelry, books, art and gift wares—everything sold by 
jewelers. Saves hours of time, prevents errors. Price-marks 
jewelry tags in 3 sizes, book tickets in 3 sizes, also 8 sizes 
gummed and Senso labels, all in rolls. 

Any employee can quickly, easily learn to operate the 
Monarch “Tri-Marker” price-marking machine. It is regu- 
larly equipped with a turn-back re-set counter. Automatic 
stop counter and re-winder for labels can be furnished as 
optional equipment. Send for illustrated folders describing 
the Monarch “Tri-Marker” price-marking machine; also 
samples of inexpensive Monarch quality jewelry tags and 
labels actually price-marked on this machine. 
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the Monarch 
Marking System Company 








World's Largest Manufacturers and Distributors of 


Merchandise Price-Marking Equipment and Supplies 


TORONTO, CANADA « DAYTON, OHIO ¢* LOS ANGELES, CALIFORNIA 
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THERE ARE NO FINER BEADS! 








EASTER MEANS MORE ROSARIES! 


Demand for rosaries — good rosaries — is always 
stimulated during the Easter season. 


Be sure your supply is ample, and be sure also that 
you carry the rosaries that sell themselves — FIDELIS 
Rosaries. They sell themselves because the customers 
are ready to demand them before they enter your store. 
Our ads create that demand. 


FIDELIS is the only nationally advertised rosary — 
advertised in your behalf. FIDELIS advertisements 
are run every month in all leading Catholic period- 
icals, without mention of the manufacturer’s name. 
The customer is directed to you, his retailer. 


No other rosary maker provides this service for you! 


Advertised brands are the best sellers. No one knows 
that better than a retailer. 


Reason suggests that you cooperate with the manufac- 
turer who cooperates with you. Buy FIDELIS Rosaries, 


— THE ROSARIES THAT SELL THEMSELVES — 


50 oy ae Street F WHITAKER Ab) Providence 9, R. I. 





We also manufacture DEVO rosaries— 
popular-price companions to FIDELIS. 














FINDINGS 


SHANKS - EMBLEMS - SETTINGS 
TOPS - INITIALS - BEZELS - ETC. 


Catalogue on Request 


RADIANT JEWELRY CO. 


126 W. 46th St. New York 19, N. Y. 
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among Woods best sellers. He carries a large line fo, 
both men and women and a great selection of Watches. 

“I do a good business in watches,” said Mr. Woods. 
“People like to buy watches from a man who has done 
a good repair job on an old one.” 





Quality Ads 


(From page 138) 


in repair work or merchandising pays dividends in added 
customers. 

2. The survey also revealed that about 50 per cent of 
the jewelry firm’s repair work is brought in by the ad. 
vertisements. 

On the basis of their surveys, their investment of four 
per cent in advertising brings good returns in sales and 
repair work. 

Between them, the two partners have a total of 55 years’ 
experience in the jewelry field. Haubert has spent 35 of 
his 50 years in the business. He is considered one of the 
best diamond setters in San Diego. 

Cook, the younger partner, is now in his 20th year 
in the field. He is a past president of the San Diego 
County Jewelers Association. 

Before starting their own upstairs business 13 years 
ago, both men worked for an old established San Diego 
jewelry firm. Now they are enjoying a healthy and grow. 
ing business because they feature top quality jewelry, do 
personalized repair work, and run distinctive, well-illus- 
trated advertisements. 

This combination brings a growing stream of customers 
to their upstairs salesroom. 





Jeweler Meets Department Competition 


“We opened our store in 1935 with the idea of getting 
department store customers,’ said Mr. George I. Feld- 
stein, president of Hillman’s Jewelry store in Terre 
Haute, Indiana. And judging from the volume of sales, 
Mr. Feldstein’s policy has been the right one, for the 
program has worked so well that it has been necessary 
to enlarge, modernize, and redecorate the store. 

Of course, this has meant having a complete range of 
stock on hand at all times in all departments. For in- 
stance, in the dinnerware section, merchandise suitable 
both for the kitchen and for the most formal dinner party 
is on display. 

By tying in advertising with the selling policy and 
keeping a close watch on department store competition, 
Hillman’s has been able to reach a wider market and thus 
offer the buying public of Terre Haute and the Wabash 
Valley credit terms at no extra cost. 


In all departments, nationally advertised brands are 
carried, which gives Hillman’s a decided advantage in 
meeting department store prices. “We do not handle 
large radios, refrigerators, and similar big items which 
have a slow turnover. Sell the customer something he 
can take with him and keep your sales volume high.” 


Hillman’s entire merchandising program is keyed to 
sell diamonds, watches, and jewelry which give the store 
the important part of its volume, but careful planning 
and selling of other items has made Hillman’s one of 
the most successful stores in this area. 
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BIGGER THAN EVER 
REGENS PROMOTION! 





More than 
200 Million 
Selling 
Impressions 
in 











@ Right through the Fall, bigger than 
ever Regens ads will reach your best 
customers in all of these leading 
national magazines. Newspaper mats 
and giveaway literature are avail- 
able for your tie-in promotion. A 
beautiful new ivory plastic counter 
display holding four lighters will help 
you sell Regens in your store. Stock 
early to make the most of this big 
new Fall profit program. 


Be sure you get a Regens. 
Don't accept a substitute. 


For extra profits sell Regens Lighter Fluid 
Regens Yellow Flints 





In nickel, chrome, enamel, 
etched or HANDSOME 
NEW RHODIUM FINISH 
$1.50 TO $5.00 RETAIL 


— 
— 
—— 
== 
a 
—— 


WHOLESALERS ONLY 
SOLD THROUGH 


REGENS LIGHTER CORPORATION 2 East 46th Street * New York 17 




















Just off the Press! 


THE JEWELERS’ 
DICTIONARY 


—New, Completely Revised 


* Second Edition * 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms 
and terminology of the jewelry trade which are 
authoritatively explained in this, the completely 
revised Second Edition of THE JEWELERS’ 
DICTIONARY. 

In one comprehensive volume, THE JEWELERS’ 
DICTIONARY contains an invaluable wealth of in- 
formation—indispensable to the jeweler, watch- 
maker, gemologist, advertising man; in short, to 
anyone seeking information pertinent to the 
jewelry and allied fields. 


$6 0° 
Post Paid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd STREET NEW YORK 17,N. Y. 


Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH 








Send for Folder R 


get a 


NEW HERMES — pay out of profits 


13-19 University Pl. New York 3 











sare NEW HERMES 


— pay out of profits 








Ask for Folder G 


NEW HERMES 13-19 University Pl., New York 3 | 



















Finest High Power 


BINOCULARS 


Make 40% and More 


> $11.99” 
Ss BINOCULARS ° 


% Brand New! ¥ High Power Prism Types! 
% Precision-Ground Brilliant Achromatic Lenses. 
* 
* 


gh Typical Pair 
Ya GRANADA 





Coated Anti-Reflection Optics for Clearer - Sharper Vision. 


Moisture-Proof! Dustproof! Minutely Inspected! 








Military Approved! Unconditionally Guaranteed! 























Powet & Size List Price Wholesale 
Coated Uncoated Coated Uncoated 
10 x 50 $ 91.50 $81.50 $ 45.75 $ 40.75 
7x 50 73.50 63.50 36.75 31.75 
8 x 30 59.50 49.50 29.75 24.75 
6 x 30 49.50 39.50 24.75 19.75 
6x 15 26.90 23.90 13.45 11.95 














) 2542) ae 1 @1@). Games «1 @)', May Oe) 9 OF -) 0) (01 0109 7.0 ae 
All Prices subject to change without notice. TERMS: To rated 
accounts 1% 10 days. Net 30. Otherwise Cash with order to 
insure prompt delivery until credit is established. All merchandise 
subject to return within 10 days for full refund. 


FREE DELIVERY ANYWHERE IN THE JU. S. A. 


Finest Plush-Lined DeLuxe Leather Carrying Case 
and Straps included with every instrument! Mer- 
chandising Bulletin! Standard Parts and Service 

Real Co-operation. 


Facilities always available. 
Our reference: Bank of America. 4th & Spring Sts.. Los Angeles) 
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An employee of the Rogers 
Jewelry Co., registers the 
name and address of a cys. 
tomer, which will be placed 
in a master book at the end 
of the day's business so that 
contact can be made later. 


by R. S. HAYES 


now Your Customers! 


The little extra effort required to get acquainted with customers 


will pay dividends in the future, and this is especially true in a 


small town where good will and friendliness means so much 


= up a huge file, which contains 
the anniversaries and other important dates of each reg- 
ular customer of the store, is a long-range undertaking 
which Rogers Jewelry Company, Panama City, Florida, 
believes will count heavily in the future success of the 
store. 

Mrs. Maude Allen, store head, believes that relation- 
ships between jewelry stores and the average customer is 
far too impersonal—with the result that the jeweler’s only 
actual contact with his potential market is by means of 
newspaper advertising, radio promotion, or similar 
media. “Knowing all details possible about each customer 
is particularly important in a small city,” she said. “Where 
several stores are competing for the gift dollar, estab- 
lished merchants know most of their customers by their 
first names. Therefore, with increased competition ahead, 
and a need for maximum good will in the future, we are 
attempting to form a direct link between as many local 
residents and our store as possible.” 

Rogers Jewelry Company, in business for only 3 years 
in the northwestern Florida Gulf Coast city, is a com- 
pletely modern, eye-appealing small jewelry store, fran- 
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chised with several nationally-advertised leading lines in 
sterling, watches, diamonds, and accessory merchandise. 
Maintaining a friendly atmosphere and staging frequent 
sales events, the firm has been able to get on excellent 
terms with many of Panama City’s residents, but due to 
the fact that population has expanded in a few years 
from 10,000 to 28,000 people, it is necessary to go a lot 
farther in personal good will building, according to Mrs. 
Allen. 

To accomplish this, Mrs. Allen has set up an anniversary 
registration system. Under this plan, a large ledger is 
kept at the cashier’s station at the left-rear of the store, 
which must be used in connection with every sale com- 
pleted in the store. “The plan is simple,” Mrs. Allen said. 
‘I have made it a point to shake hands with each customer, 
establish a friendly atmosphere, and at some time or an- 
other, during each sale or service, ask the customer for 
name and address, and particularly for the dates of his 
wedding anniversary, birthday, and any other important 
event. These, we post alphabetically in the ledger, to serve 
as a basis for direct-mail promotion or telephone calls.” 

(Please turn to page 203) 
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3 m nt s oO c- or 
TO HELP YOU SELL 


Color brings an added sales appeal to Fostoria’s gorgeous empire green in Colonial Dame 
and enriches the crystal beauty of the new Century pattern. You'll find these full-page, 


full-color advertisements in: 


March House & Garden Colonial Dame 
April House Beautiful Century 
May House Beautiful Colonial Dame 
May douse & Garden Century 


So if you co-ordinate your displays and local newspaper ads with them, you'll catch the 
full benefit of Fostoria’s 3 Months of Color. It’s another Fostoria plus in the national 


advertising appearing in |l magazines this spring. 


ea FOSTORIA GLASS COMPANY 


-Ostoria MOUNDSVILLE, WEST VIRGINIA 
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1. Smoking Accessories 





3. Chrome-Glass Waffle Set 


4. New Stemware Cuttings 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] l. Part of complete line of silverplate, including English 
reproductions. Shown—6'' ash tray, 2'/44"" cigarette urn with 
horse handles—set $6 retail; made also with other sports 
motifs. From Haig-Howard Corp., 135 W. 20th St., New York. 


[] 2. Finished in strong, bright colors are these cock fig- 
ures by Brad Keeler, made in four sizes and styles. Good 
for provincial interior decoration. They are sold by Paul A. 


Straub & Co., New York; China Dry Goods, of San Francisco. 


[] 3. Gift for the bride — three-piece waffle set including 
heavy chrome tray and glass jugs for batter and syrup. Jugs 
are chrome-banded and equipped with black bakelite handles. 
Set retails for $9. From the Gay Fad Studio, Lancaster, O. 


[] 4. Two from group of six new cut designs on a new stemware 
shape with gracefully flared bowl—in Tiffin glassware. At 
left is mitred "Silhouette; at right, scrolled "Ming" dec- 
oration. Made by the United States Glass Co., of Tiffin, O. 


[] 5. Miniature figurines, reproduced from designs by Vien- 
nese artist Susie Singer, in putti, a fine hard porcelain. 
First of a complete new line, they retail from $24 to $30. 

5. Porcelain Miniatures Manufactured by Hagen-Renaker Potteries, Monrovia, Calif. 
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PLANTATION IVY ETCHING by Heisey 


With a new deep-etched effect resembling a carving or 
engraving, Heisey’s new Plantation Ivy pattern harmonizes 
with modern dinnerware, producing an effect of rare beauty 
and charm, Now you can offer your customers the graceful 
simplicity of J” combined with the popular Plantation pattern in 


both hand-blown stemware and hand-cast table accessories. 


Only a few items of Plantation Ivy 


are displayed here. Ask your 















Heisey representative to Goblet 


show you the complete array. 
A. H. Heisey & Co., Newark, Ohio. 


Saucer Champagne 
on 8-in. plate 


— 
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Claret 
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Clockwise: 11-in. Sandwich Plate; 8-in, Plate; 
5%-in. Twin Mayonnaise; 4-compartment Round 
Relish; 13-in. Celery Tray; 914-in. Gardenia Bowl; 
12-in. Crimped Bowl; and 3-light Candlestick. 
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The Finest in Glassware... Made in America by Hand and Nationally Advertised for More Than Fifty Years se —_——* 
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2. Blossoms of Spring 


4. Ornalite Tray 


5. New Glass Figures 
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1. “Tired Tower" 





3. “Rose"™ Etching 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. ‘Tired’ Tower of Pisa’ tumbler on green rubber coaster 
with permanently-fired design in brown on ivory; 14-oz. in 
capacity, it can be used as highball glass or vase; retail 


$1 each. From Klepa Arts, 8413!/2 W. 3rd St., Hollywood, Cal. 


2. "Blossoms of Spring'—new dinnerware design on couped 
shape with 1044" plate, in Franconia china; 3 plate sizes 
show 3 different flowers in swirl effect; 5 pc. setting, retail 
$9.15. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


3. Recently introduced, this "Rose'’ etching done on an espe- 
cially appropriate shape with sculptured rose in the stem. 
The etching is also done on a complete line of accessories. The 
glass is manufactured by A. H. Heisey & Co., Newark, Ohio. 


4. New Ornalite plastic tray in 6 colors, having hard, 
glossy surface highly resistant to heat, acids, alkalies, etc.; 
20"' long, edged with satin-finish aluminum molding; retail 


$2.98. By Haskelite Mfg. Corp., Grand Rapids, Mich. 


5. New—well-sculptured figures in heavy crystal glass in- 
clude "Chanticleer," 10" in height and retailing for $6 
apiece; and "Sea Horse" bookends, 8" tall and retailing at 
$5 a pair. From Fostoria Glass Co., of Moundsville, W. Va. 
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T6515 Ftd. Oval Bud Vase, 51/2” 
$2.00 each 


6510 Ftd. Oct. Vase, 834” 
$7.50 each 
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656 Barrel Shaped Vase 6” 
$6.00 each 














Se | =\ ¥| 6513 Oval Vase, 
: q . x) \ heavy (cut 4 sides), 6” 
meee Seika : aes ee } — $7.50 each 
=. Vl a 
659 Tapered Rect. Vase, 8” \ 
$9.00 each 
6511 Ftd. Rd. Vase, 1014” 
== $6.00 each 
—s 
Revie 





6516 Ftd. Rd. Bowl, 81/2” 
$6.00 each 





. . 
PREMIERE tte ta eh ys, 


$2.50 each 





For the first time, BLUE SKY is being presented in America— 
exclusively through Ebeling & Reuss. 
Created by a handful of proud craftsmen in an obscure Swedish village, BLUE SKY 








carved crystal falls short of one American standard. It could never be 
mass produced. No large factory could hope to capture the character and 
impressive thickness, the pale blue coloring and weight found in BLUE SKY alone. 


Se 





: ; ' ; . IN CLEAR SKY ONLY 
Its decorations are diverse—a bird taking wing, a busy butterfly and several 
’ , : 6518 Ftd. Goblet ......... $10.00 doz. 


curious flowers—all exceptionally executed. Its styling is wisely dignified. 6519 Fid. Wine ............ 7.50 doz. 
BLUE SKY was wisely purchased too—just after the Swedish krona devaluation. 
That’s why its price is as low as its lead content is high. 
NOTE.—These carved masterpieces also available in CLEAR Sky, crystal of perfect clarity. 
NOT ILLUSTRATED 
FePrare REeqee CO 651 Ftd. Oval Vase, 6/2” ...... . 
EBELING S$ REUSS CO. 652 Fid. Rd. Vase, 814”... 6.00 each 


] ” 
Established 1886 653 Barrel Shaped Vase, 62” .. 4.50 each 
654 Ftd. Chimney Shaped Vase, 7” 3.50 each 


707 CHESTNUT STREET, PHILADELPHIA 6, PA. 655 Tall Oval Vase, 93/4” ae 9.00 each 

657 Oval Vase, heavy, 7” ..... 8.00 each 

225 Fifth Avenue 1557 Merchandise Mart 527 W. 7th Street 658 Oval Vase (cut 8 sides), 7” . 12.50 each 
NEW YORK 10 CHICAGO 54 LOS ANGELES 14 6504 Fed. Be. Vose, BF ccccccces 3.00 each 
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1. Sterling Pepper Mill 


2. French Haviland China 





3. Candles as Gifts 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] I. Unconditionally guaranteed, this new table-model ster- 
ling silver pepper mill has adjustable grinders precision 
made of Sheffield steel. It may be retailed for $10. From 
Verity Southall, Ltd., 2251 Lincoln Ave., Altadena, Calif. 


[] 2. Rich-toned sprays make up "Chantilly" pattern shown on 
new ‘Louis XIV" shape in French Haviland china. Notice 
flat-topped, scroll handles and inside scallop of the rim. 
From Theodore Haviland & Co., Inc., 26 West 23rd St., N. Y. 


[] 3. Bluegate candles in all sizes and colors, handsomely 
molded—a gracious hostess gift. The candles are all sold 
in attractive packages suitable for display or gifts. Dis- 
tributed by Robert S. Barkell, 604 Brack Shops, Los Angeles. 


[] 4. “Roly Poly" gold-tone compact—2" cylinder with dome- 
shaped sides of simulated mother-of-pearl in pastel colors. 
Lots of room for powder. The compact retails at $2.95 n.t. 
Created by Dorset Products, Inc., 366 Fifth Ave., New York. 





eee [] 5. “Iris” pattern in Spode bone china dinnerware, dating 
5. “Iris Bone China back to early 1800's, shows influence of old Dresden and 
Meissen design. Hand-painted on the scalloped ''Chelsea’ 

shape. From Copeland & Thompson, Inc., 206 Fifth Ave., N. Y. 
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‘The “Little Gift Season’ 
Rains Profits 


with Bates 





Profits Come Your Way — 
Bates gift line today. 

The only line created specifically for 
the jeweler. Nationally advertised in 


top magazines to bring customers to ~ 





you — the jeweler. — 


Stock Bates and this will be a h 












Spring for you! 


C. J. Bates & Son 
New York Showrooms - 366 Fifth Avenue 
Factory - Chester, Conn. 
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1. “Flora-Bunnies" 





2. California Pottery 





3. “Cascade” Pattern 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. "Flora-Bunnies," newest version of Betty Lou Nichols’ 
Floradorables, are naturals for Easter gift sales. Made of 
ceramic, they are vases for fresh flowers, 7" high; retail 
$5 each. Sold by Ruth Sloan, 1003 Brack Shops, Los Angeles. 


[] 2. "Serpentine" pattern—new addition to line of Califor- 
nia pottery accessories. Shown here are large square ash 
tray and square vase, and smaller-sized ash tray. They are 
from The Bennetts, 7413 Varna Ave., North Hollywood, Calif. 


[] 3. New "Cascade" pattern in china dinnerware has brilliant 
center floral design in pink, yellow, blue, green—on mod- 
ern coupe shape rimmed with fine gold; 5-piece place set- 
ting is $18.25 retail. From Lenox, Inc., of Trenton, N. J. 


[] 4. Designed in the Sheffield manner and heavily silverplated 
on copper, #900 7-pc. tea service has swinging kettle and 
large capacity coffee and tea pots, sugar, creamer and tray. 
$199 Keystone. By Lumart Co., 300 Main St., E. Orange, N. J. 


[] 5. Fine simplicity marks the design of this new stemware 
shape in Reizart glass. Called "Ingrid,"' the modeling is 
distinguished by a cut cube in the stem; retail $18 a doz. 

5. New Stemware From C. Reizenstein Sons, 505 Liberty Ave., Pittsburgh, Pa. 
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CASTLETON CHINA 


brings to contemporary tables the 
rich heritage of the past... the 
bright vision of tomorrow's fashion. 


Capnice 
a proud and lovely carnation surrounded 
by buds and leaves whimsically painted 


in soft blue-gray and green. Five-piece 
place setting, 14.75 


‘Mandalay 


a modern design on a modern shape. Gray 
leaves with flowerets in mandarin orange. 
Five-piece place setting, 17.50 


212 FIFTH AVENUE NEW YORK, N.Y. 























by MADELINE LOVE : 


LANS now being put into effect by two of this coup. 

trys leading china dinnerware manufacturers, {o, 
large-scale advertising and promotional campaigns, jndj. 
cate a new-grown determination in the industry to make 
the American public more alive to the desirability of 
the domestic product. 

The amount of effort and money which these potteries 
are devoting to the project tells its own story of the press. 
ing need for such a campaign. Top brands of American 
china need not bend the knee to ware made anywhere 
else in the world, and within the past ten or fifteen years 
several fine new lines have been put on the market. But 
all of them must compete with products bearing the magic 
word “imported,” and this competition develops rapidly 
as Europe and Japan get back into their old manufac. 
turing stride. 

The price differential is all on the side of the imported 
ware, most particularly the ware made in countries where 
wages are normally much lower than ours and whose 
economies are enjoying the encouragement of our Govern. 
ment agencies. A pottery is one type of factory which 
even the most military-minded nation cannot easily con- 
vert to munitions making, and so it is looked upon with 
favor as a safe source of economic re-habilitation. 

The full effect of this re-appearance of low-priced im. 
ported chinas has not yet been felt. And the American 
factories’ campaign to spotlight their brand names and 
the quality and beauty of domestic china, is expected to 
do much to maintain the market for them. 


we + % 


~~ way to accomplish the same purpose is 

being taken by the Jackson China Co. Philip R. 
Distillator, company president, has announced a world: 
wide “Fashion in Dinnerware” contest to aid in finding 
new decoration for modern dinnerware and to. discover 
new talent among unknowns. Jackson will conduct con- 
tests in Paris, Rome, Vienna, Stockholm and Helsinki, 
as well as in the United States, with thousands of dollars 
awarded for designs accepted and used in the Jackson 
line. 

The contest will continue through August 15, 1950, 
and the entries will be judged by recognized leaders in 
the fields of art, merchandising, styling and education. It 
is open to everyone, and American entries should be sent 
to the company’s executive offices at 9 East 26th Street, 
New York. A special “Fashions in Dinnerware” line 
resulting from the contest will be introduced in jewelry 
and department stores throughout the country. 


* * *% 


= firm called Val St. Lambert, Inc., with Rene 
de Lebry as president, has been formed for the 
American sales of this famous line of Belgian glassware. 
Backed by the firm in Belgium, the American company 
will be an independent concern in its operations, with 
offices and showrooms at 9 East 55th Street, New York. 
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It replaces the Val St. Lambert Glass Co., subsidiary of 
Crownford China Co., which formerly represented the 
factory. 

One of the features of the new showrooms will be the 
separate section where the public may see the various 
stvles of the glass ware. No sales will be made in this 
section but visitors will be given the names of stores 
where the ware may be bought. 

x * % 

UITE a few patterns are being introduced on the 

new “Louis XIV” shape in Theodore Haviland china 
_the first dinnerware shape brought out on French 
Haviland since before the war. Nearly all of them are 
developed in the style and color effects of the old 
traditional Haviland, enlivened to meet today’s interest 
in more emphatic design. One of these is “Poppy,” while 
“Orchids,” “Bowknots,” and “Golden Wheat” are more 
traditionally French. 

There are some new decorations in American Haviland. 
also—‘‘Martini,’ for instance, with a border of olives 
and leaves; “Arbor,” grape and leaf border; and 
“Shasta.” 

* % * 

HE New York China and Glass Show. which had its 

premiere last summer, will be repeated from July 16 
to 21 at the New Yorker Hotel. George F. Little Manage- 
ment will operate the show, and this firm will also hold 
the second Washington, D. C., gift show the week of 
July 24 at the Willard Hotel. Other show dates set for 
next season include two managed by John M. Hammer, 
one August 13 to 17 at the William Penn Hotel in Pitts- 
burgh; the other in Cleveland, September 10 to 14 at 
the Hotel Statler. And the Los Angeles Trade Fairs, Inc.. 
will hold a Western Jewelry, China, Glass and Gift Show 
at the Biltmore Hotel, September 17 to 20. 


* % x 


RED KOLB, head of the Geo. Borgfeldt Corp., of New 

York, who has owned all of the common stock in the 
company since the death of his brother, George Kolb, has 
announced the distribution of stock shares as gifts to a 
group of 13 long-time employees. A block of preferred 
stock shares was also distributed among a number of 
other old employees. 


Know Your Customers 


(From page 192) 


Not only does the Florida jewelry store register the 
anniversary of each adult customer, but also other mem- 
bers of the family—providing the customer is willing to 
give it. Therefore, entries in the ledger may give the name 
of a local man, with his birthday and wedding anniversary, 
birthdays of his wife and children, etc. “We have found 
most customers quite willing to comply with this request,” 
Mrs. Allen said, “particularly when we point out that it 
will help us in suggesting birthday and anniversary gifts 
for them. and that we will be of service in many other 
ways. 

Naturally, due to the fact that every entry in the anni- 
versary book must be obtained from a customer on an 
actual visit to the store, it will require many years to 
build up the ledger into a complete prospect file, accord- 
ing to Mrs. Allen. However, new entries are made in the 
book at rates which vary from three or four to ten per 
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Hand-decoralid Demi Tasse Sola m 


Bathwood ] 


Wnitz Kor comptelé doscriplive 


Bath Weissman, nc, 49 West 23. S treet How York 








FRANCONIA CHINA 


made by Krautheim Bavaria (U.S.A. Zone) Pr 
io! L e since 17 
aArMmong er ection 


THE WFINE ENGLISH 


DINNERWARE 
dled mn 


View DINNERWARE Prttern 





Fine English Earthenware 


ENGLAND 





: ; SPOUE 
English Bone China COPEtANcS CHins 
ENGLAND 





Lowestoft Stone China 
ste one-China 


Made in England by W.T. COPELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 


206 FIFTH AVENUE, NEW YORK 10, N.Y. 














Meadow Flowers 
A grand total of 94 beautiful flowers of hill and dale are 
interchanged on the various pieces in this new and interesting 
pattern on a graceful ‘‘contemporary’’ shape. 
This originality in design, gives each piece an individuality all 
its own. Combined, the flowers blend to perfection, forming 
a most unusual and attractive dinnerware suite. 
The name of each flower is printed on the back of all pieces 
in English and German, together with the Botanical name 
in Latin. 


5 pc. PLACE SETTING ¢o retail for $9.15 
Available in Open Stock 





Ae ~ —we cordially invite your inspection of our 
complete lines of 


FRANCONIA CHINA 
from Bavaria (U.S.A. Zone) 


CHARLES AHRENFELDT al “ dL,” | 
ower aArVaeéh | 


Genuine Limoges China—from France 


and nationally advertised | ROYAL VIENNA, AUGARTEN 

















39-41 WEST 23rd ST., NEW YORK 10, N. Y. 








MONTICELLO | So perfectly suited for your bridal and Mother's 
America’s Distinguished Dinnerware _ Day market—Hand painted, delicate floral pattern 
at the | on the finest translucent china by century-famed 
MERCHANDISE MART, CHICAGO | Royal Vienna. 
Room 1541 | Open stock service of 86 pieces—one of many 
and at our NEW YORK SHOWROOMS _ dinner, tea, coffee and mocha services and decora- 
| | tive pieces. 
Send for illustrated price list Lf yy 
| udson ee Ca ne. 
HERMAN C. KUPPER, INC. | 225 Fifth Avenue New York 10, N. Y. 
| Southwestern Representative: William ‘‘Bill’’ Fletcher, 6544 Brompton Road, 





Houston 5, Texas 
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day, depending upon the success which salespeople have 
in ‘obtaining the information. “I insist that salespeople 
: 

ask the question and wheedle the anniversary dates from 
sk the 

each customer, be 

- of business.” Mrs. Allen stated, “since we feel that 


pres ' 
ledger is going to have a lot to do with our future 


this 


getting customers to give such anniversary information. 
There may be a birth of a new baby involved, customers 
mav come in to buy infant gifts for the youngsters of 
friends, there may be an anniversary dinner or a wedding 
party concerned. We capitalize on every such lead, and 


even though they may be under a heavy | 


access. There are many ways, we have discovered, of | 
s awe - * 


through pointing out to the customer that registration of | 


the anniversary will often help husband or wife to remem- 
ber the events which concern the rest of the family, we 
get full cooperation.” 

At the end of each week, all of the anniversary regis- 
trations which the store has posted are transferred to 
another master book which is arranged into consecutive 


dates through the year. Thus, all local residents whose | 


birthdays or wedding anniversaries fall on January Ist, 
for example, are listed on the first page of the master 
book, under January |. In this way, 365 pages in an 
oversized ledger with entry space for as many as 100 
names below, will sufhice to cover the entire project. 

If, for example, on May 10, the book entry reveals 
that Mrs. L. C. Johnson will celebrate her 40th birthday, 
the Rogers Jewelry Company will telephone her husband. 
suggest a sterling silver gift, diamond, ring remodeling. 
or another gift item, pointing out that his wife’s birthday 
is soon to come up. Frequently, it is found, the telephone 
call is the first intimation that a husband has had of his 
wife’s approaching birthday. 

Similarly, the anniversary registration file is used to 
telephone sons and daughters of older couples, who are 
celebrating silver or golden anniversaries, with the same 





type of gift suggestions. Before making any such tele- | 


phone call. Mrs. Allen and her employees (all of whom 
have been trained in pleasant-voiced telephone selling ) 


select a specific item to fit the gift circumstances, and waste | 


no time during the telephone call in searching for a fit- 
ting gift. 

“The suggestion program works out just as well from 
any angle,” Mrs. Allen said. “We can call parents sug- 
gesting gifts for sons’ and daughters’ birthdays. We can 
remind wives of their husbands’ birthdays, or vice versa. 
In any event, we find that the person telephoned is in- 
variably surprised to find that a jewelry store has kept 
such close tabs on anniversaries in his family, and that 
this surprise can usually be converted into actual sales, 
through application of particular suggestion.” 

Finally, the rapidly-growing file is used as a basis for 
direct-mail. Personally-written letters, pointing out a 
forthcoming anniversary, are sent to many of the families 
listed in the file, particularly where a telephone is not 
available. Different types of direct mail on golden anni- 
versaries, silver anniversaries, and birthdays can be sent 
to several people simultaneously, when the file reveals that 
their birthdays and anniversaries are clustered closely 
together. “We feel that we have not begun to explore the 
possibilities of this close relationship with our customers,” 


Mrs. Allen summed up. “But it is certain that taking the | 


few extra pains required to list this information will pay 
excellent dividends in the years ahead.” 
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Silver City’s STERLING-ON-CRYSTAL 


goes way ahead in SALES with new 
ConbUmly 
SPRING,ADVERTISING CAMPAIGN 


Sterling-on-Crystal has always sold on sight 
because it packs its weight in eye-appeal and is 
the natural choice of giftware shoppers. Now... 
with national advertising in Spring editions of 
House Beautiful and Guide for the Bride... 
this fast-moving line will build an even wider 
following ... and a far greater volume of sales 
for you! Write for the Sterling-on-Crystal catalog! 






This tag, attached to Silver City 
products, tells the quality story of 
Silver City’s Sterling-on-Crystal! 
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SOMETHING IN SILVERPLATE 


for every occasion—our quality line presented at 
value-plus prices consists of a hundred items of every 
description including English reproductions. | 


Ask About Our Promotional Numbers—Photos and Price Lists Available— 
| See the Complete Line at Room 1003, 225 Fifth Ave., N. Y. 10 


Haig - , Com. 


| 135 West 20th Street New York 11 
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HOUSE HEARS FINAL TAX PLEA 


Industry Leaders Plead Before House Committee 


For Immediate and Complete Excise Repeal 


In Order to Eliminate Present Buyers’ Strike 


Congress, weighing the pros and cons 
of excise reduction, settled down in Feb- 
ruary to write out long-awaited tax relief 
for the jewelry trade and a score of other 
retail fields. 

There is little doubt but what Congress 
is in a mood for cuts in excise taxes. The 
chief questions are when and how much. 

As far as the jewelry trade is concerned, 
Congress appears to have been convinced 
by industry representatives who testified at 
public hearings last month that tax relief 





is now mandatory to prevent further fall- 
ing-off of retail sales. At the present time 
it is the Administration’s publicly stated 
position to reduce excises on jewelry and 
watches to ten per cent. There is still a 
strong possibility, however, that with this 
being an election year, Administration offi- 
cials might conceivably reverse their stand 
to complete repeal as a result of public 
demand. In their continued fight for im- 
mediate and complete repeal, jewelers 
throughout the nation can play an im- 
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portant part in bringing this change in 
government thinking about. 

Members of the House Ways and Means 
Committee, for example, were impressed 
by the tacts set forth last month at a 
public hearing before the committee by 
Fred b. Dreifus of Memphis, Tenn., who 
submitted testimony on belhaif of the 
Jewelry Industry Tax Committee. Mr. 
Dreifus told the tax-writing committee that 
removal of the wartime excises on jewelry 
would not only help the jewelry business, 
but also would “be good for every other 
business, and for labor, and for the cus- 
tomer, and for the national economy.” 

“The tax which people pay on an article 
subject to excise taxes is money taken 
from the purchase of something else,” he 
declared. 

“Surely no one will deny that the more 
Americans buy, the better it is for the 
country. It is only increased purchasing 
power, increased demand, and increased 
consumption which make it possible to 
increase employment.” 

Mr. Dreifus told the committee he spoke 
for some 30,000 concerns interested in the 
jewelry industry, most of which were small 
businesses. This total, he said, is com- 
posed of retailers. wholesalers, importers 
and manufacturers located in almost every 
community in the country. 


INDUSTRY URGES IMMEDIATE REPEAL 


“The jewelry industry urges the immedi- 
ate repeal of the 20 per cent excise tax on 
retail sales of jewelry and kindred items,” 
he stated. “The elimination of this tax 
would mean increased business, resulting 
in greater return to the government from 
income and payroll taxes which would, to 
a large degree, replace the revenue from 
the retail excise tax.” 

In urging “immediate action” to elimi- 
nate present excises on jewelry, Mr. Drei- 
fus told the committee the taxes are “en- 
tirely unfair, entirely unjustified, and en- 
tirely discriminatory.” 

“We ask the Congress to repeal these 
taxes without delay, to meet a crisis which 
is growing,” he stated. “We ask Congress 
to put an end, once and for all, to the 
outright discrimination which retail excise 
taxes impose.” The clarity of the presen- 
tation, the conviction which characterized 
its delivery made, according to those pres- 


(Please turn to page 210) 
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Excise Tax Collections Are Down 8% in ‘49 













































































Same 13 States That Led in ‘48 — 
Gente QuilentedtinedGemcan COLLECTIONS OF RETAIL EXCISE TAX ON JEWELRY 
Three States Report Increases Calendar Year 1949 Compared with 1948 
Collections of the retail excise tax on _ fo : 
jewelry during the calendar year 1949 e : é 
were less than eight per cent below those S53 % of | | % of Ss 
for the preceding year, according to data Sex ’ | we 32° 
just released by the Treasury Department’s OOF | State a waadh _ Total | —_ — —_ Total Oar 
Bureau of Internal Revenue. Tax collec- | | ; 
tions for the first 12 months of 1949 totaled 1 New York........../$ 32,528,943.16 16.4 '$ 35,918,299 .46 | 16.7 | 1 
$198,623,870.29, as compared with $215.- : California.......... eign ig ae gee ge a 2 
236,405.06 in 1948. This represented a ere »002,0/0,. -90 | eo . 3 
ciliated 929497 : 4 14,168,730.93 7.12 | 15,611,389.75 7.25 
es - $16,612,534.77—approximately 5 a. 11/309/301.16 | 5.68 | 12,462,436.10 580 ; 
a or 6 | Texas.............| 9,414,091.47 | 4.73 | 9,350,711.95 | 4.35| 6 
New York, as usual collected the lion’s 7 | Massachusetts § 026, 498,11 4.41 | 8,811,739.35 4.10; 7 
share of the tax, accounting for 16.4 per : Michigan..........| 7,893,119.60 | 3.96 | 8 772,535.79 4.07 8 
a an sen | | | 
ee ee Dist of Col)... ,473,647.54 2.74 | 8,767,484.64  2.68| 
placed second, collecting 9.54 per cent of | | 
the total, and Illinois was third, a - New Jersey........| py yon | soe yee | +B 
’ + » accounting 11 Indiana... | 4,906,829.00 2.46 5,045,989.38 | 2.34) 11 
for 8.90 per cent of the revenue collected 12 Missouri. __ | 4,810,287.78 | 2.42 4,641,230.55 2.15)! 12 
from the jewelry tax. Pennsylvania, in 13 | Minnesota........._ 3,988,293,62 2.01 4,226,156.60 | 1.96) 13 
fourth place, collected 7.12 per cent of the 14 Wisconsin..........|  3,296,370.17 | 1.65 | 3,567 ,506.26 | 1.65 | 15 
total. 15 | Washington (Incl. | | | | 
It is a curious fact that the PuneKe). . | Sao, te) eeee| ele 
- percentage 16 Georgia. — 3,148,844.44 1.57 3,474 ,200.48 1.61 16 
of each state’s collections of the excise 17 | Virginia............| 3,055,391.59 1.53 | 3,162,513.00 1.46 | 19 
tax on jewelry is not necessarily consistent 18 | Florida............| 2,989,140.71 1.50) 3,418,005.51 1.58 | 17 
with the state’s rank in population. For Tennessee........./ Saar an as | ~ | sant aan | a 
example, although California collected the | 94 | Connecticut. -.._| | 2,768,941.55 | 1138 | 3,134,961.28 | 1.45 | 20 
i fanaa tia Secctapacie 22 | Louisiana... ..|_—-2,694,371.23 | 1.35 | 2,705,804.83 1.25 | 22 
ing to the 1940 census figures that state 23 | lowa | 2,392,333.16 | 1.21 2,482,387.68 1.15! 23 
ranks fifth in population. Similarly, al- 24 | Alabama. ..-s«—s—.—i‘(s|~sC#+‘:S 980,067.11 | 0.99 2,175,660.04 | 1.01 24 
though Pennsylvania ranks second among 25 Kansas.._sdidiwtiww. | 1,975,259.96 0.98 | 1,988,495.60 0.92) 27 
the states in population, it ranks fourth ~ Colorado........... | | ae a 4p | saan ae ae | a ~ 
as collector of the tax. ic Oklahoma.......... ,040,50/. 92 | »VOI,00/ .0U | : 
for this curious ne gs maa 28 Kentucky dntiteiniitaie: 1,819, 116.26 0.91 | 1,971 500.78 | y+ 2 
War II shifted ] peices 4} 29 | Oregon....__...... 1,794 ,239.13 0.90 2,031 ,848.44 | 0.95 | 26 
ar II shifted large segments of the popu 30 | West Virginia 1,520,041.79 0.76 1,746,512.34 0.81 | 30 
lation and the fact will not be officially 31. | Nebraska i(éié‘( # 1,338,346.47 | 0.66 1,414,600.20, 0.66 31 
recognized until this year’s census is com- 32 | South Carolina. .... 1,100,774.55 0.55 1,214,888.96 | 0.57) 32 
pleted. 33 | Rhode Island. — 1,088,937.36 | 0.54 | 1,155,327.27 | 0.54 | 33 
34 | Arkansas.... 967,823.20 0.47; x°1,040,286.73 0.49 | 34 
35 | Utah....... 885,154.94 | 0.43 | 970,831.31 | 0.45 35 
SHOW INCREASES OVER ‘48 36 | Mississippi... 807,551.28 | 0.40. 856,596.48 | 0.40 37 
37 | Arizona..... 769,756.96 | 0.37 | 890,961.85 0.41 | 36 
Although the collections for the nation 38 Hawaii. s—ié*=#*w 657,005.08 0.33 | 830,009.27 0.39 38 
as a whole show a decrease of nearly 39 | Maine _sy al 644 ,367.94 0.32 | 681,706.41 0.32) 39 
eight per cent for calendar year 1949 : | New Mexico....... a ge “ye | ae | a z 
compared with collections , | Montana.......... | ’ . . | ’ . | . 
niet of 1948 remanence Mase 42 North Dakota. . .. 931,754.90 | 0.26 572,783.22 | 0.27) & 
si Rape ronal 43 | South Dakota... 508 , 447.33 0.25 571,980.70 0.26 43 
increase in collections during the latter 44 |\Idaho........._ 500,009.77 0.25 569 ,647.27 0.26 | 44 
period. They are Texas (which has shown 45 New Hampshire... 355,228.71 0.17 376 ,884.18 0.17 | 46 
an increase for the second straight year), 46 | Delaware........... 354,111.17 0.16 380 , 526.31 0.18 | 45 
Colorado and Missouri. 47 | Wyoming.......... | 328 ,910,27 0.15 | 340,473.74 | 0.16 | 47 
Specific data for each state, covering | 48 | Nevada............ | | O6CUe es | on | a 
a a ee 49 | Vermont | 227,955.76 | 0.11 | 237,984.77) 0.11 | 49 
collections and percentages of the total | = 
for both calendar year 1949 and calendar $198 ,623 ,870.29 | 100.00 $215,236,405.06 | 100.00 | 
year 1948 may be found in the _ tabula- | ; iz — 
tion which accompanies this article. — - Oo _ 
As can be readily observed, although proximated the total combined taxes col- special lecture on “Diamonds—Fact and 
New York, California, Illinois, Pennsyl- lected on furs, luggage, and toilet prepa- Fable” on Tuesday, February 7th. 
vania and Ohio headed the list in both rations. Excise tax collections on jewelry The undertone of Miss Hannaford’s en- 
years, a number of states changed position accounted for 46.67 per cent of the total tire talk was a logical presentation of the 
in respect to their share of the total col- amount of revenue the Treasury Depart- elaborate mining, production, cutting and 
lections. Seven states moved upward on ment collected on the retail excise tax. polishing procedures which naturally pre- 
the list, and eight dropped down from wa clude low diamond prices. 
the Position occupied in 1948. States re- Hannaford Lectures in N. Y. Of absorbing interest was the portion 
porting collections which were higher, wana ' of her lecture devoted to the romance and 
percentagewise, in 1949 than in 1948, in- On ‘Diamonds—Fact and Fable historic associations of diamonds. Miss 
cluded: Texas, Indiana, Missouri, Minne- Gladys Babson Hannaford, noted speaker Hannaford used display material and 
sota, Virginia, Louisiana, lowa, Kansas and on diamonds, has the unique honor of screen pictures to illustrate her talk, in- 
Colorado. being the first person ever to lecture on cluding pictures she took recently in some 
The retailer’s excise tax collections on the subject of diamonds in New York’s of the most discussed and least known 
jewelrv sales alone during 1949 closely ap- Town Hall. Miss Hannaford presented a mines, 
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Van Cott is Guest Speaker Press breaks down = but $2.88 


At Canadian Convention 


e&, @ é 
Kenneth 1. Van Cott, president of the keeps editions rolling 


American National Retail Jewelers Associa- 
tion, was guest speaker at a retailer's 
merchandising session at the 32nd annual 
convention of the Canadian Jewellers As- 
sociation held recently in Toronto. 

In discussing “My Pet Idea to Increase 
Sales,” Mr. Van Cott talked about a Sun- 
day afternoon radio program which his 
store sponsors. The unusual feature, which 
to him spelled success, was a seven minute 
talk he himself gave. He put the per- 
sonal touch into the program by talking 
about watches, diamonds, silverware, and 
the glamour and history of the jewelry 
trade, and found his listeners liked it. 
Mr. Van Cott credited the show with 
winning many friends for his store. 

T. H. Gallagher of Toronto was elected 
president of the CJA succeeding F. B. 
McFarren of Toronto who was named 
honorary president. Hubert Gaucher of 
Montreal was elected first vice president: 
Harvey Brown of Truro was elected second 
vice president, and J. S. Bliss of Toronto 7 eae © erage “i . 
was re-elected honorary treasurer. Press broke down at 5 P.M., at end of evening edition’: s run. But this oublisher 














Attendance at the convention reached got replacement parts in a hurry the same way he gets electros, mats, news photos 
an all-time high. A total of 808 persons —by Air Express. An 18-lb. carton traveled 500 miles, was delivered by 11 P.M. 
from all parts of Canada and the United Shipping charge $2.88. Morning edition published as usual. 


States registered for the event. 


———___. _- _. 


Thiebaud Visits Gruen Plant 


Henri Thiebaud, vice president of the 
Gruen Watch Co. and sora “gg of 
the Gruen Watch Manufacturing Co., S. A., 
of Bienne, Switzerland, who recently viedied 
the United States, was honored at a ban- 
quet in the Netherland Plaza Hotel, Cincin- 
nati, at which Benjamin S. Katz, Gruen 
president, was toastmaster. 

Mr. Thiebaud is descended from genera- 
tions of fine horologists. His father and 
grandfather were well known Swiss watch- 


makers, who contributed greatly to the Air Express is the best airshipping buy All Scheduled Airline flights carry Air 





growth of the watch making industry - to keep any business rolling, since low . Express. So shipments keep moving. All 
Switzerland. In addition to his constant rates include door-to-door service. An- business profits from its regular use. 
research activities, Mr. Thiebaud directs swers your problems because Air Express Improves customer service; manpower 
the Gruen factory in Bienne. is fastest and most convenient. or equipment never stands idle. 

During his stay in Cincinnati, Mr. Thie- 
hand inspected the new movement divi- Only Air Express gives you all these advantages 


sion of the company, which is being pat- 


terned after the Gruen factory in Bienne. World’s fastest shipping service. 


Special door-to-door service at no extra cost. 

. One-carrier responsibility all the way. 

Kreisler Salesmen Win Awards 1150 cities served direct by air; air-rail to 22,000 off-airline offices. 
Experienced Air Express has handled over 25 million shipments. 

Because of these advantages, regular use of Air Express pays. It’s your best ar 

shipping buy. For fastest shipping action, phone Air Express Division, Railway 

Express Agency. (Many low commodity rates in effect. Investigate.) 





For ten Kreisler salesmen, the annual 
sales meeting of the Jacques Kreisler Mfg. 
Corp., North Bergen, N. J., maker of watch 
bands and men’s jewelry, was profitable in 
more ways than one. Cash awards ranging 


up to $1000 were presented to these sales- 

men for thei standing work during . . 

; val ileir outstanding work during S Rates include pick-up and delivery door 
e past year. ‘ —_ ene 
Re . to door in all principal towns and cities 


Sidney Kane, who services a portion of 









metropolitan New York received first prize _ THERE etapa — 
of $1000. Runner up with a second prize NN A service of 
of $750 was Murray Greenbaum of the - i AXPRES Railway Express Agency and the 


Detroit area. Third prize of $500 went to 
Elmer Herzberg who travels the Texas 
area. Other winners were Lew Kanow, 
Bob Ressler, Mel Gunst, Ed Horn, Sidney 
Schulder. Tanny Green and Sidney Mobell. 


» SCHEDULED AIRLINES of the U.S. 
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HOUSE HEARS TAX PLEA 


(From page 207) 
ent, a deep impression on the members of 
the Congressional committee. 

A thoroughgoing presentation at the 
hearings was made in behalf of the Na- 
tional Committee for the Repeal of War- 
time Excise Taxes by Frank M. Mayfield, 
chairman, and Arde Bulova, vice chairman. 


Mr. Mayfield is president of Scruggs- 
Vandervoort-Barney, Inc., a St. Louis de- 
partment store. Mr. Bulova is board 


chairman of the Bulova Watch Co., New 
York. 


In addition to these officers, Leon Hen- 
derson, economic advisor to the National 








Committee and chief of research of the 
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Jewelry Research Foundation, testified on 
the over-all economic impact of the taxes, 
presenting several detailed studies on job 
losses and economic decline in the excise 
tax stricken industries and estimates of 
net revenue loss. 
In his economic presentation, Henderson 
called attention to the fact that tax col- 
lections in 21 of the 27 industries affected 
are now on the downgrade, in some in- 
stances for as long as four years, reflecting 
lowered sales and employment, and _ that 
the trend may be expected to continue 
unless the burdensome taxes are repealed. 
Failure to repeal the excise taxes handi- 
capping 27 industries would be “shortsight- 


ed and damaging” to the public and to 


















the national economy, 
the committee. 
“Anytime you hold back lines 
mate business from achieving 
mum effectiveness in their appeal to the 
customer,” Mayfield said, “you block of 
consumer purchasing power and the result 
is bad for our business and the economy of 
the country.” . 


Arde 


Mr. Mayfield told 


S of legiti. 
their may. 


Bulova said he had 


. 7 . $6 . “not the 
slightest hesitation” in saying that the 
nation “would be a lot better off the 


morning after these taxes are repealed— 
lock, stock and barrel.” 

“The squeeze on unfairly taxed bys. 
ness,” he said, “reduces their ability to ex. 
pand, to increase production, to build 
more plants or hire more employees, 

“It is hard for me to believe that this 
is either good tax policy, good economics, 
or good sense,” he stated. 

Two days prior to the committee hear. 
ings, spokesmen for the National Commit. 
tee for the Repeal of Wartime Excise Taxes 
received extensive front-page publicity j 
a leading New York newspaper, on their 
drive for complete repeal of the excises, 
In a lengthy report, statistical data gather. 
ed by Leon Henderson on job losses and 
economic losses in excise stricken indus. 
tries was cited in detail. Also included in 
the story and presented to the Congression.- 
al Committee was an account of a survey 
engineered by Beardsley Ruml, chairman 
of the Jewelry Research Foundation, which 
is active in the national committee’s work, 
on estimates of net revenue loss if excises 
were eliminated. 


TESTIFIES FOR WATCH INDUSTRY 


James G. Shennan, president of the 
Elgin National Watch Co., who testified on 
behalf of the entire watch industry, both 
manufacturers and importers, told the 
House committee the industry was “united 
in the conviction that excises should be 
repealed. 

Mr. Shennan pointed out that his indus- 
try was “seriously disturbed” by Treasury 
Secretary Snyder’s failure to ask removal 
of the present 10 per cent tax on watches 
and clocks. (Editor’s note: Secretary 
Snyder recommended reduction in jewelry 
excises from 20 per cent to 10 per cent, 
but made no recommendation as to the 
10 per cent tax on lower priced watches 
and clocks.) 

“If serious consideration is really being 
given to reduction of the excise taxes on 
jewelry from 20 per cent to 10 per cent, 
rather than outright repeal, then I must 
strenuously and seriously urge— on the 
behalf of the entire watch and clock in- 
dustry—that watches and clocks should be 
reduced by the same 10 percentage points 
which Congress established in 1943—that 
is, from 10 per cent to zero,” he declared. 

“We in the industry that makes and sup- 
plies the clocks and watches for America— 


speaking for our skilled workers, our 
shareholders, the jewelers who sell our 
products, the ordinary men and women 


who buy them—we earnestly ask you to 
correct a situation which is basically un- 
fair and entirely unreasonable,” he urged. 

Edward M. the 


Green, speaking for 
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Clock Manufacturers ee . “i Jewelers Board of Trade James McDermott and Vincent F. Chap- 
eaid excises ON ClOCKS and Ciock-type ; ' aaniet: ee , 
ica, said . > docaenn all yp Re-elects All Officers man, and assistant treasurer, Walter C. 
watches have “many injurious effects on Cyseies 
the clock industry and the national econ- | Lester a vin vice president and Named to the executive committee for 
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omy. a ie re narra Co., Providence, 1950 were President Morse, Fred A. Bul- 
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These taxes reduce sales and thereby adres d_ president of the Jeweler: lock and Edgar E. Baker. 
lower aggregate profits. They also reduce Board of Trade at a meeting of the Board 
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cost of living. are as follows: first vice president, Ray- national Silver Co. in the Lucien LeLong 
“Finally,” he said, “the tax is regressive, mond R. Sturdy, president of Cheever, Building have been closed at the comple- 
having the worst characteristic of a gen- Tweedy & Co., Inc., North Attleboro, tion of the lease. A business office for the 
eral sales tax in that the low-income groups Mass.; second vice president, Charles G. use of Chicago representatives has been 
pay the most.” Brown, vice president of Stein & Ellbogen opened in the Garland Building, 111 North 
Rowland Jones, Jr., president of the Co., Inc., Chicago, Ill.; assistant secretaries, Wabash Ave., Chicago, Ill. 





American Retail Federation, told the com- 
mittee that wartime excises “are now 
barriers to an expanding economy,” and 
cited current unemployment in the _ fur, 
jewelry, luggage, and cosmetics industries. 
Reliable sources contacted by Tue 
JeweLers CIRCULAR-KEYSTONE’s — editors 
and Washington News bureau, indicate 
that many congressmen feel that President 
Truman will approve a tax bill authoriz- 
ing excise cuts up to $750 million without 
compensating increases, despite Mr. Tru- 
man’s threat that he would veto any tax 
bill that failed to provide new sources of 
revenue. Should he veto such a measure, it Linde Synthetic 
is almost a sure bet that the veto would Kanuhites and: tubies 
be overriden. 
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WILLIS D. EVANS 
General Sales Mgr. 





The appointment of Willis D. Evans as 
general sales manager for Elgin National 
Watch Co. was announced February 15 
by Andrew L. Rowe, vice president in 
charge of sales, merchandising and adver- 
tising. 

Evans fills the position vacated by Rowe 
when the latter was named to succeed 
Howard D. Schaeffer, recently retired. 

Evans has been an executive in the 
jewelry field since 1928 when he joined 
the W. A. Sheaffer Pen Co. at Fort Mad- 
ison, Iowa. He managed Sheaffer’s Cana- 
dian affiliate for three and one-half years 
before becoming general manager of the 
eastern division, a post he held 13 years. 

Since 1947 he has been vice president 
and director of sales for the Illinois Watch 
Case Co. at Elgin. 

“Mr. Evans’ wealth of experience in 
jewelry merchandising will be highly 
valuable to Elgin in its continuing program 


a Poanewi® : ae 
of closer assistance to the retail jeweler,” PADE WM 37 W.47th ST 
Rowe said. “Under his immediate super- ete ie NEW YORK 
vision we plan to intensify this program, Louis M. 19, N.Y. 


thereby mee ine > ry 2 
; y meeting the _ growing net d for Rothenberg Dept. A 
sound retail merchandising. 
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Fine Pledges Drive 
On Diamond Smuggling 


George Fine, president of the Diamond 
Manufacturers & Importers Association of 
of . 
war declared by the industry against or- 
ganized diamond smuggling rings at that 
organization’s annual meeting held at the 
Hotel Roosevelt, New York, January 26. 

Mr. Fine pointed out that there has been 
a vast increase in organized diamond smug- 
gling into the United States. 
operators in Europe are becoming 
and brazen,” he said, “that they have all 


(America, fired the opening shot in the 


Smuggling 
“so bold 





put up electric signs advertising guar- 


anteed deliveries to the purchasers in the 
United States.” 

The anti-smuggling program is expected 
to be made effective, he asserted, through 
coordinated effort, which will be brought 
about from the London office of the Inter- 
national Diamond Manufacturers Associa- 


tion. It is planned to obtain the coop- 
eration of the Belgian, Dutch and United 
States Government officials, he added. 

“Our Government is aware of these 
smuggling shenanigans,” Mr. Fine said, 
“and again we say that we will keep the 
pot boiling until our efforts to crush the 
smuggling rings are rewarded.” 

Louis Frankel, general counsel of the 
association, pointed out that the United 
States Government offers a “very attractive 
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reward under the prevailing law for an 
information which leads to a recovery 
any duties withheld or of any fine o, 
forfeiture incurred.” 


Martha Percilla, fashion director for the 
Jewelry Industry Council, reported on 
few specific case histories of diamond 
promotional work carried on by the Coun. 
cil. She told of the Council’s Participation 
in fashion shows and also related how 
she has been helping state jewelers’ asso- 
ciations conduct fashion shows. 

Using a collection of new spring fash. 
ions, Miss Percilla staged a diamond fash. 
ion show which drew enthusiastic response 
from her audience. She showed a series 
of new fashions in precious jewelry and 
placed particular emphasis on new ways 
of wearing diamond jewelry. | 





George Fine, president of the Diamond 

Manufacturers & Importers Association of 

America, is presented with a plaque by 

Manhattan Borough President Robert F. 

Wagner, Jr., for meritorious services per- 

formed for the benefit of the diamond in- 
dustry. 


Other speakers addressing the meeting 
included Nathan Nathanson, assistant Unit- 
ed States Appraiser, who introduced the 
guest speakers; Edward T. McCaffrey, 
Commissioner of Licenses of the City of 
New York, who appeared as the emissary 
of Mayor O’Dwyer; Benjamin H. Gordon 
of the U. S. Department of Commerce, 
who addressed the annual meeting for the 
fourth successive year; Carl J. Rubino, 
assistant District Attorney, who briefly dis- 
cussed memorandum transactions, and 
Manhattan Borough President Robert F. 
Wagner, Jr. The latter presented a plaque 
to George Fine on behalf of the member- 
ship in recognition of his “outstanding 
and meritorious services performed in 
furthering the interests of the diamond 
industry.” 

Officers installed at the meeting includ- 
ed: George Fine of Max Fine & Sons, 
Inc., president; Simon Barend of Barend 
& Sweyd, Inc., vice* president; Leo L. 
Kaplan of Lazare Kaplan & Sons, Inc., 
secretary, and Aaron Koenig of Max Koe- 
nig & Sons, Inc., treasurer. 

Members of the board of directors are 
Alexander H. Arnstein, Al Abrams, Joseph 
Baumgold, Sam Eckstein, Wallace W. Har- 
wood, Albert Lam, Leon Ray, Josef Spira, 
Joseph Schliff, Jack Solow, Jean H. Van 
Praag, Harry Wachsberg and Peter Ver- 
heyleweghen. 
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Indiana Jewelers Hear 
Of Engel’s JITC Efforts 


Leon Engel, chairman of the Jewelry 
Industry Tax Committee and president of 
the National Wholesale Jewelers Associa- 
tion, expressed regrets at his forced ab- 
sence from the recent convention of the 
Indiana Jewelers Association held in 
Indianapolis, which he was scheduled to 
address. Mr. Engel’s absence was caused 
by the necessity of being near Washington 
when the House Ways & Means Committee 
hearings on the tax legislation were immi- 
nent. 

In the message which was read by Silas 
B. Reagan, he said: “I am not so optimistic 
as to say that passage of a bill for excise 
tax repeal is imminent. I only wish that 
were true. As you know, the House Ways 
& Means Committee is holding hearings on 
tax legislation, including elimination of 
excises. The Jewelry Industry Tax Com- 
mittee has asked for time to be heard and 
have prepared a short factual brief for the 
jewelry industry which brief will be pre- 
sented by Fred Dreifus, a retail jeweler of 
Memphis. 

We have asked, and are continuing to 
ask for complete elimination of the four 
retail excise taxes in a bill solely on ex- 
cises and divorced from the general tax 
legislation. The matter of off-setting reve- 
nue should not be considered. The one 
consideration, in addition to the fact that 
this tax is utterly discriminatory, should 
be the government’s obligation to remove 
these taxes six months after the termina- 
tion of the war—and President Truman 
declared hostilities officially ended in 
December of 1946. 


SEES DELAY ON EXCISES 


There will probably be a delay, per- 
haps of several months, before a change 
in the excise tax structure becomes an 
accomplished fact. This should not be, 
and is a situation caused by things wholly 
political. 

As you well know, the President, on his 
spending orgy, insists that any tax reduc- 
tions must be accompanied by legislation 
producing compensating revenue. Now, | 
believe that if the retail excises were re- 
moved, because of increased taxes right 
down the line, the difference in the 
amount of revenue collected by the gov- 
ernment would be negligible. 

But because of Truman’s attitude (and 
Secretary of the Treasury Snyder agrees 
with it), Representative Doughton, as 
chairman of the Ways and Means Com- 
mittee, will not permit his committee to 
consider a bill devoted only to elimination 
of excise taxes. Doughton is a_ straight 
administration man, disregards the wishes 
of the members of his committee and even 
those of his constituents, and blindly fol- 
lows the lead of the White House. 
Disregarding the obstacles with which 
we are confronted, I can assure you that 
we will continue to work diligently for a 
bill confined to elimination of these unfair 
taxes and we will not be satisfield merely 
with a kick-back to 10 per cent. Should 
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that type of bill come out of committee. 
we are very hopeful that an amendment 
for complete elimination will be introduced 
from the floor of either the House or the 
Senate.” 


Stone & Bead Importers 
Elect Blitz President 


Saul Blitz of Kittay & Blitz, Inc., was 
elected president of the U. S. Stone & 
Bead Importers Association at the annual 
meeting of that organization held on Janu- 
ary 25th, 

Other officers elected to hold office for 
the ensuing year were: First Vice Presi- 
dent, Saul Siegel (Elliott Greene & Co.) ; 
Second Vice President, Ben Jacobson (Ben 
Jacobson Co.); Secretary, Seymour Mid- 
dleton (National Bead Co.):; Executive 





Secretary, Ben Blank; Treasurer, A. 
Pinkus (Teller Import Co.), and Counsel. 
Feldman & Barrett. 


Named to the board of directors were: 
Karl H. Ashley (FE. A. Ashley Co., Ine.), 
Providence, R. |.; Saul Blitz: A. Bram 
(A. Bram, Inc.), New York: Lawrence 
Frankel (Lawrence Frankel & Co.), New 
York; K. Ginsburg (Ginsburg, Inc.), New 
York; Max Grossberg (Du Caire Import 
Co.), New York: Morris Hollander (Hol- 
lander Bead & Novelty Corp.), New York: 
Ben Jacobson; Leonard Levin (Leonard 
Levin Co., Inc.), Providence R. I.: Julius 
Lipton (Oval Mfg.Co.), New York; Seymour 
Middleton; Herman Nelson (Nelson Bead 
Co., Inc.), New York; A. Pinkus; Murray 
Powell (New York Bead Co.), New York: 
Joseph Rosenberg (Jos. S. Rosenberg Co.). 
New York; Saul Siegel, and Boris Weis- 
man (York Novelty Import, Inc.). 
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Jewelers Board of Trade 
Completes Biggest Year 


The annual meeting of the members of 
The Jewelers Board of Trade was held 
on Jan. 27 at the offices of the association. 
413 Turks Head Building, Providence. 

Lester F. Morse, president, presided and 
gave an interesting talk on the associa- 
tion’s activities throughout 1949. The re- 
ports of the secretary and treasurer, Horace 
M. Peck, were submitted. 


Directors elected were: Jared E. Allen. 


Oneida, Ltd., Oneida. N. Y.: Earl H. 


Ashley, E. H. Ashley & Co., Inc., Provi- 





dence; Charles G. Brown, Stein & Ellbogen 
Co., Inc., Chicago; Emil E. Fachon, Bulova 
Watch Co., Inc., New York: William Klein, 


Jacques Kreisler Mfg. Corp., No. Bergen, 


N. J.; Lester F Morse, The Gorham Co., 
Inc., Providence; Francis E. Nolan. Saart 
Bros. Co., Inc., Attleboro; William B. 
Ogush, William B. Ogush, Inc., New York; 
Edson W. Sawyer, Improved Seamless Wire 
Co., Inc., Providence; W. Waters Schwab, 
J. R. Wood & Sons, Inc., New York. and 
Raymond L. Wells, Wells Mfg. Co., Inc., 
Attleboro. 

They, together with the following com- 
prise the 1950 board: Alexander E. Arn- 
stein, Arnstein Bros. & Co., New York: 
Edgar E. Baker, W. R. Cobb Co.. Inc., 
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Providence; Frederick A. Ballou, Jr., B A 
Ballou & Co., Ine., Providence: John M 
Biggins, Elgin National Watch Co.. Elgin 
lL; Fred A. Bullock, Dolan & Bullect 
Co., Inc., Providence; Edgar M. Docherty, 
Budlong, Docherty & Armstrong, Proyj. 
dence; Angelo Del Sesto, Van Dell Corp., 
Providence; Lewis W. Gibbons, Fulmer & 
Gibbons, Inc., Philadelphia: George A. 
Ingleby, The Hadley Co., Providence: 
Arthur Kaplan, Poole Silver Co., Ine. 
Taunton; Paul Levinger, Speidel Corp., 
Providence; William E. Lingard, Finberg 
Mtg. Co., Inc., Attleboro; Herbert Ollen. 
dorff, Ollendorff Watch Co., Inc., New 
York; William A. Ormsbee, Taunton Peay] 
Works, Inc., Taunton; Archibald Silver. 
man, Silverman Bros., Inc., Providence; 
George L. Stringer, International Silvey 
Co., Inc., Meriden; Raymond R. Sturdy, 
Cheever, Tweedy & Co., Inc., No. Attle. 
boro, and Lester S. Wall, R. Blackinton 
Co., No. Attleboro. 

The past year was reported to have been 
a year of high activity in service rendered 
to members. Credit reports compiled, 
financial statements received and claims 
for collection received exceeded those han- 
dled in any previous year. 

The credit reporting department report- 
ed 125,179 inquiries received from mem- 
bers as compared with 126,357 in the pre- 
vious year. A total of 71,813 credit re. 
ports were compiled in comparison to 
68.204 in 1948. Statements requested in- 
creased from 48,779 to 51.233; statements 
received advanced from 15,968 to 17,321. 
The daily average inquiries received was 
495 in 1949 and 499 in the earlier year. 
Daily average reports compiled were 284 
as against 269. 


RED BOOK LISTS 40,000 


About 40.000 names of jewelers and 
those in allied trades were carried in the 
reference book. The average daily changes 
made in 1949 were 141. These changes 
occurred in every classification, ratings. 
style changes, new names and withdrawals. 

Financial embarrassments totaled 244 in 
1949 as compared with 133 in 1948 but the 
liabilities total was only slightly higher 
—much less per failure—rising from $4- 
212.000 to $4,779,000. 

The list included 154 retail cash jewelry 
store failures for a total of $2,472,000. 
24 retail installment jewelers for $867,000: 
for $37,000; 24 wholesale 
jewelers, for $426,000; 8 wholesale costume 
jewelers, for $295,000; 2 special wholesal- 
ers. for $112.000; and 25 manufacturers, 
for $570,000. 

President Morse pointed out that the 
board has completed 66 years of service 
to the industry. 

He noted that the 
showed a decline in membership. The 
peak, he said, was registered in 1946 with 
a total of 2407. Currently, however, he 
added, the membership is over double the 
pre-war total of 1941. The trend is still 
downward as expenses are curtailed by 
concerns who under present business con- 
ditions have little use for the associations 


7 repairers, 


secretary's report 


facilities. 
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L. Luria & Son, Inc. Erects 
New Quarters in Miami 


One of the most modern buildings in 
the Southeast will house the offices, show- 
rooms and warehouse of L. Luria & Son’s 
southern branch in Miami, Fla. According 
to Joseph J. Luria, president of the or- 
ganization, the new Miami building, ]lo- 
cated at 980 S. W. First St., has 25,000 
square feet of floor space. The company, 
whose main office is in New York, also 
has another branch in Atlanta, Ga. 





Artist's sketch of L. Luria & Son's new build- 
ing in Miami, Fla. 


Completely fire-proof, the structure will 
house the offices, warehouse and _ show- 
rooms all on one floor. Modern features 
of comfort and convenience will provide 
eficient service for Southern merchants on 
the finest nationally advertised electrical 
appliances, housewares, giftwares, silver- 
ware, clocks, jewelry, toiletware, and 
Luraline promotions. 

The formal opening of the new Miami 
building is scheduled for March 11th at 
which time a grand open house party and 
merchandise exhibits are planned for 
dealers and factory representatives. 





Intensive Laboratory Sessions 
Planned for AGS Conclave 


An examination of the relationship of 
the jeweler to the society in which he lives 
and a comprehensive review of fundamen- 
tal gemological principles will be the 
topics of the 1950 Conclave of the Amer- 
ican Gem Sociey, taking place at the Hotel 
Statler, Detroit, March 26 through 28. 

In addition to a series of review lectures 
on the structure and properties of gems 
by Dr. Ralph Holmes of Columbia Uni- 
versity, there will be a lecture on the 
“Theory of Gemstone Identification” by 
Richard T. Liddicoat, C. G., assistant direc- 
tor of the Gemological Institute of Amer- 
ica. Dr. Chester B. Slawson of the Univer- 
sity of Michigan will discuss “Contributions 
of the Jewelry Industry to Social and 
Scientific Progress.” Also speaking will be 
Dr. Erich Walter, dean of students, Uni- 
versity of Michigan. 

Arrangements are being made for in- 
tensive laboratory sessions under the di- 
rection of Richard T. Liddicoat. Jerome 
B. Wiss (Wiss Sons, Inc., Newark, N. J.) 
will assist. Special emphasis will be made 
on the problems of uniformity in diamond 
grading. There will be laboratory contests 
both in diamond grading and gem identifi- 
cation with silver cups and plaques for the 
winners. The plaques remain in the perma- 
nent possession of the winners but the 
cups will be yielded to the general com- 
petition again next year. Students desiring 
to take examinations for society titles will 
have the opportunity to do so. 

Hosts for the conclave will be the Mich- 
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igan-Ohio Guild. They are working out 
a program of entertainment for the families 
of attending members. And members them- 
selves will have a few brief periods be- 
tween conclave sessions to see a little of 
the city they are visiting. 





Jewelers Square Club 
Elects Bergman President 


Arthur Bergman of the Mercury Ring 
Co. was elected president of the Jewelers 
Square Club of New York at the club’s 
annual meeting Jan. 9 at Schwartz's Res- 
taurant in New York City. Mr. Bergman 
succeeds Robert F. Mennerich of the 
Heller-Hope Co. 

Elected to the vice-presidency was Harry 
Tagg (J. W. Johnson Co.), and re-elected 
were Arthur M. Neuwirth (Harry Smolin), 





secretary-treasurer, and Harry Rosenthal, 
sergeant-at-arms, 

Dave Kay was elected chairman of the 
Membership Committee, while James E. 
Theise continues as chairman of the Social 
Welfare Committee, and Joseph Frier as 
head of the Delinquent Committee. 

Arthur M. Neuwirth, secretary-treasurer 
of the club, announced that his offices are 
now located at 62 W. 47th St. 





Speidel Appoints New 
Ad Agency 

Paul Levinger, executive vice president, 
Speidel Corp., Providence, R. I., maker 
of Speidel watch bands and other jewelry 
items, recently announced the appointment 
of Sullivan, Stauffer, Colwell & Bayles, Inc.., 
as the Speidel advertising agency. 
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No Working Capital- 
Waltham Closes 


The financial difficulties of the Waltham 
Watch Company once again became a mat- 
ter of national interest when the century- 
old firm closed its doors at 4 P. M. Febru- 
ary 3rd because of insufficient working 
capital. Seizure of assets by the Recon- 
struction Finance Corporation on that day 
led to the dismissal of 1231 employees. 

By refusing to extend $2,000,000 more 
working capital, the RFC was charged with 
selling the American watchmaking industry 
“down the river” by union leaders. 

The RFC had originally authorized a 











$6,000,000 loan to Waltham and this be- 
came a basis for the firm’s reorganization 
last year, which was completed in August. 

Of that total, $4,000,000 was actually 
advanced, $3,000,000 of which was ear- 
marked for payment of debts to a group of 
banks, which took a $1,000,000 loss, and 
the other $1,000,000 was for use as work- 
ing capital. The remaining $2,000,000 of 
the original $6,000,000 authorized, was to 
be handed over to Waltham by the RFC 
for the purchase of new equipment. 

The management had asked for release 
of this latter sum for working capital. It 
was this request which was turned down 
by the RFC because Waltham had insuf- 
ficient collateral. 

Two of the firm’s directors, John G. 
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For 106 years:°- 


In the minds of Dennison crafts- 
men the past shapes the future... 
the box making experience of yes- 
terday helps blueprint tomorrow’s 
achievements. For 106 years this 
experience has been augmenting 
Dennison resources ...creative skill, 
superlative design, distinctive crafts- 
manship, superior materials, and 





efficient production methods. 

Long distinguished for enduring 
beauty and quality, the Dennison 
line of jewelry display and_pack- 
aging materials is complete... paper, 
metal form, fabric, plastic cases and 
boxes... all firmly backed by over 
a century of service to the jewelry 
trade. 





FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and 
plastic; findings; supplies. Sold by lead- 
ing wholesalers throughout the country. 





Dennison makes a wide range of spe- 
cially designed paper jewelry boxes and 
cases for manufacturing Jewelers. Con- 
sult us about your packaging problems. 


FOR MANUFACTURERS 








- & 
Dewnioon Kanufachuring Co. 
JEWELERS DIVISION 
FRAMINGHAM, MASSACHUSETTS 
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Daley and J. Edson Andrews, 


. resigned ] 
October. That left three ast 


still on the board: 


John J. Hagerty, president of the firm. 
James P. Fitzgerald, Boston contractor 


and Albert C. MeMenimen, vice President 
of the Boston Edison Co. 

After receiving word of the RFC’s re. 
fusal to extend part of the additional $2.. 
000,000 as working capital, the board voted 
on February 2nd to file petition for te. 
organization. 

Henry E. Foley, company lawyer, ip 
presenting the reorganization petition on 
February 6th, said that the company was 
in the best financial condition it had been 
“in several years.” It now could manage 
with $500,000 for plant improvement be. 
cause of economies and improved technica] 
processes, he added. 

The company gained a temporary respite 
when Federal Judge George C. Sweeney 
deferred for ten days action on the reor. 
ganization plan presented by the concern, 
The ten-day respite expired on February 
16th but was again extended by the court 
for another 12 days till February 28th. The 
court was scheduled to hear the firm’ 
petition for its second reorganization under 
the Bankruptcy Act on that date. 

The day after the Waltham plant closed. 
Boston newspapers reported that John J. 
Hagerty had resigned, effective April 1st. 
as president of the company. It was alsy 
reported that Hagerty hhad tendered his 
resignation two weeks prior to the firm’s 


closing. Hagerty quit last April as re. 
gional director of the RFC at $10,300 


yearly to take the $30,000 a year job with 
Waltham. 

Meanwhile, President Truman lent sup- 
port to the RFC’s refusal to lend Wal- 
tham an additional $2,000,000 as working 
capital. In answer to a reporters question 
on what can be done to save Waltham, the 
President declared “we have done every- 
thing that we could possibly do.” He 
added that it looks as though the com- 
pany will have to close down. 

At this writing, many interested parties 
were patiently awaiting the outcome of the 
February 28th court hearing which will 
decide Waltham’s future. 


Tax Committee Asks Women 
To Help in Excise Tax Fight 


In a special release sent to women’s 
news editors of 2100 papers and maga- 
zines throughout the country, the Jewelry 
Industry Tax Committee called attention to 
the fact that “it is the woman who pays 
and pays these days, as far as excise taxes 
go.” The release pointed out that perhaps 
the reason there has been “all talk and no 
action” thus far about repealing these 
taxes which were originally put into effect 
as a war measure is because women are not 
making their feelings known in the proper 
circles, namely congressional circles. 

“At the risk of sounding like we are 
perched on a soap box,” the release read. 
“we would like to urge all of you to invest 
a three cent stamp in letting your con- 
oressman know that you think it is high 
time he found out the war was over. Some- 
thing should be done about wartime taxes 
which are not only playing havoc with the 
feminine budget but are seriously hamper- 


. . . $9 
* ing many industries today. 
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BUFFALO WATCHMAKERS PARTICIPATE IN CONTEST 





JOOS A OG 


OO KO OOO 2QIOROOO 





WORLDS FIRST FULLY ILLUSTRATED > 
CHRONOGRAPH COURSE . ‘ 
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The 35 members of the Buffalo Watchmakers Guild who participated in the first public 

speed demonstration of the Esembl-O-Graf method of chronograph repair line up for a 

group photograph. More than 300 watchmakers and guild members witnessed their fellow 

watchmakers competing in a speed contest to disassemble and reassemble a chronograph 
watch mechanism by the Esembl-O-Graf procedure. 








Kramer Host at Boston Party 


Jewelry buyers, fashion co-ordinators 
and merchandise managers of many fine 
New England stores as well as fashion 
editors of leading newspapers in and 
around Boston attended a cocktail party 
given by the Kramer Jewelry Co. of New 
York on February 8th. The party was held 
in the Empress Room of the Hotel Somer- 
set, Boston, Mass. 

The party followed the trade showing 
of the Fashion Herald of 1950, the third 
annual Boston Herald Traveler fashion 
show which took place at the Hotel Somer- 
set February 7 through February 11. 
Kramer jewelry was featured prominently 
in the show. 








The ability of the average watchmaker 
to take apart and reassemble the com- 
plicated mechanism of a_ chronograph 
watch in less than one hour has been 
demonstrated in Buffalo, N. Y. The occa- 
sion was the first public speed demonstra- 
tion of the Esembl-O-Graf method of 
chronograph repair, under the joint spon- 
sorship of the Buffalo Watchmakers Guild 
and the Niagara Jewelers Supply Co., of 
that city. ' 

The first three prize winners were Leon 
Drost, Anthony M. Soyka and Leon J. 
Braniecki, each of whom received a loving 
cup and a cash award. Mr. Drost finished 
first with a recorded time of 19 minutes, 
2 seconds. Mr. Soyka came in a close 
second with 19 minutes, 20 seconds. 
Mr. Braniecki took third place with 20 
minutes, 19 seconds—only one minute, 17 
seconds slower than the first prize winner. 


1847 Rogers Bros. Pulls Big 
On "New Year Baby’ Stunt 


The effective pulling power of radio pro- 
motions was demonstrated recently in a 
statistically striking manner by 1847 
Rogers Brothers. 

A return of almost 20 per cent resulted 
from a unique New Year’s Day promo- 
tional tie-in for 1847 Rogers Brothers with 
the “Queen For a Day” program. The 
silver manufacturers in an arrangement 
with George Kamen, Inc., merchandise 
counsel, offered to send a silver spoon to 
every child born on January 1, 1950. 

The offer was made on the show three 
times a week just two weeks prior to the 
first of the year and one week after that 
date. 

A total of 1,900 requests were received. 
Almost 20 per cent of the children born 
on January 1, 1950, will receive a silver 
spoon from 1847 Rogers Brothers, based 
on U. S. Census Bureau figures of 10,131 
average daily births. 


L. A. Club Admits New Members 


Seventeen new members have been wel- 
comed into the ranks of the Diamond Club 
of Los Angeles. They are: Leo Allen, 
Barney Bachelis, Roy Gindy, Joe Heller, 
Irving Keyser, Ernest Lindstrom, Ivan B. 
Munson, and Samuel S. Salve. 

Also, Louis Rose, Jack C. Schwartz, 
Albert E. Smith, E. Sonnenschein, Jean P. 
Spitzel, Abe J. Tivol, Jack M. Trauss, 


Joseph Weinstein, and Isadore Zimmelman. 
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Tro show them is to sell them! Excitingly- 

designed watch bands that sell everyone on 
sight! Display Duroflex, the watch bands 

with a difference...and watch the difference 


in store traffic and sales! 
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All Officers of the JSA 
Re-elected at Meeting 


All officers of the Jewelers Security 
Alliance were re-elected at the annual 
meeting of the organization held in New 
York on Friday, Jan. 27. They are: Walter 
Eitelbach, president; Victor A. Lambert 
(Lambert Bros.) , vice-president; Alexander 
H. Arnstein (Arnstein Bros. & Co.), trea- 
surer; Bert F. Young (Jules Franklin), 
secretary, and Richard C. Murphy, execu- 
tive secretary and counsel. 

Also re-elected were all members of the 
executive committee including the late 
Daniel Price of Wm. S. Hedges & Co., who 
passed away two days later, on Jan. 29, in 
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Mountainside Hospital, Montclair, N. J. 
Bert F. Young, secretary of the JSA, was 
appointed chairman of the Crime Commit- 
tee to replace Mr. Price. In addition to the 
above named officers, the complete mem- 
bership of the executive committee is as 
follows: Herman L. Baskin (Baskin Broth- 
ers, Inc.): James B. Dickey (Tiffany & 
Co.); Roland A. Gsell (R. Gsell & Co., 
Inc.); William B. Ogush (William B. 
Ogush, Inc.) ; H. Victor Paul (Wiss Sons, 
Inc.), and W. Waters Schwab (J. R. Wood 
& Sons, Inc.). 

In his annual president’s report, Walter 
Eitelbach mentioned especially that low- 
cost group life insurance will be available 
on April 15 to the store owner who is a 
member of the Alliance and employs one or 
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515 West Seventh Street 
Los Angeles 14, Calif. 





more clerks who are not members of hi 
or her immediate family. When the “oe 
cost group insurance plan was instituted 
last year, only Alliance members with two 
or more employees (in addition to them. 
selves) were eligible to particpate. Mr 
Kitelbach stated that at the present tees 
there are 708 individuals participatins in 
this plan. . 

In concluding he paid the customary re. 
spects to the various committees, to the 
trade press and the Pinkerton’s Nationa] 
Detective Agency. 

The annual report of the Crime Commit. 
tee, which was read by Richard C. Murphy 
in Mr. Price’s absence, showed that many 
more robberies and burglaries were com. 
mitted during 1949, in’ which larger 
amounts of valuable jewelry were stolen, 
than in any one previous year in the lag 
five years. Mr. Murphy said that the JSA 
has had outstanding successes in arresting 
and convicting 109 robbers, burglars and 
thieves who have been sentenced to serve 
the aggregate maximum terms of 509 years, 

He also called members’ attention to the 
fact that they must display Alliance signs, 
Failure to display the signs releases the 
JSA from any obligation to furnish detec. 
tive service or other assistance. 

For the Membership Committee, Victor 
A. Lambert, chairman, pointed out that as 
a result of a continuous drive, Alliance 
membership is now approaching the 5000 
mark. Mr. Lambert stated that with the 
help of the Advisory Board and JSA men- 
bers, this figure may soon be surpassed. 

During 1949, his report showed, the 
Alliance lost 236 members through death 
and business failures, but added 305 new 
members to the roster—a net gain of 69. 





Applications Are Available 
For Silversmithing Conference 


Applications for the competition for fel: 
lowships in the fourth national Silver- 
smithing Workshop Conference for art 
teachers and supervisors which Handy and 
Harman organize and sponsor each sum- 
mer as part of their non-profit educational 
program are available by writing the Craft 
Service Department, Handy and Harman, 
82 Fulton St., New York 7. 

The deadline for entries is April 1. The 
conference will be held this year at the 
School for American Craftsmen, a depart- 
ment of the Institute of Technology in 
Rochester, N. Y. 

This intensive four-week course opens 
on July 31 and ends on August 25. Reg- 
inald H. Hill, noted British silversmith, 
designer and teacher, will conduct the 
conference which will be under the direc- 
tion of Margret Craver, consulting silver- 
smith to Handy and Harman and head of 
their Craft Service Department. 

To insure maximum help and _instruc- 
tion, a limited number of teachers will be 
chosen by a distinguished art jury who will 
judge them on their feeling for design 
rather than accomplishment in metal. 
Applicants need not have worked in :etal 
before in order to be eligible at the con- 
ference. They must hold teaching posts at 
universities, colleges, art or high schools 
in the United States or Canada. 
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Cincinnati Town Criers 
Flect Patterson President 


New officers of the Town Criers, Cincin- 
nati’s unique organization of wholesalers’ 
and manufacturers salesmen, were elected 
at an annual dinner meeting on Jan. 12 in 
the Hotel Alms. They are, left to right: 
Maury Solomon, perennial chairman of the 
entertainment committee; Emmett  Fitz- 
patrick (Gerwe Brown Co.), third vice- 
president ; J. Charles Hummel (Gerwe 
Brown Co.), secretary; Roy Koehne (Vic- 
tor Corp.), first vice-president; Ralph Pat- 
terson (Gruen Watch Co.), president: 
Robert Gau (Klein Brothers Co.), second 
vice-president, and Robert Hengehold 
(Rosfelder Brothers and Co.), treasurer. 





Retiring president J. Paul Knight pre- 
sided at the meeting which was attended by 
more than 150 persons. 

The elaborate steak dinner was preceded 
by a cocktail hour, and entertainment was 
provided by Ruth Hill, vocalist, and Fred- 
die Walter, accordionist. 

President Patterson announced that the 
club will hold a number of get-togethers 
this year, including a picnic, boat ride and 
dinner meetings. It also has been arranged 
to hold informal luncheon meetings in 
Hotel Sinton on the second and fourth Fri- 
days of each month, to which visitors are 
invited. 


Swiss Industries Fair Again 
To Feature Watch Pavilion 


Switzerland’s watchmaking craftsmen 
are completing a year’s intensive activity 
preparing the latest timepiece fashions for 
exhibition in the Watch Pavilion of the 
1950 Swiss Industries Fair to be held in 
Basle from April 15 to 25. 

Each year the Watch Pavilion has been 
the jewel of the Fair’s lavish display of 
mechanics and craft, Switzerland’s annual 
industrial show window. 

The Swiss watchmaking industry tradi- 
tionally has set annual styles in timepieces, 
much as Parisian couturiers have set styles 
in fashion, and buyers from all parts of the 
world are expected to visit the Fair. Style 
again will be the keynote of the exhibit, 
with emphasis on high fashion and the 
watch as an integral part of the modern 
wardrobe. Visitors will also be eager to 
view the new technical advances by Swiss 
craftsmen. 

As in previous years the Watch Pavilion 
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will highlight Swiss jeweled-lever watches, 
timepieces which have continued to win 
many world awards for performance and 
accuracy during the past year. 

More than 9,000 buyers attended the 
1949 Fair, with visitors topping the million 
mark. Dr. Theodor Brogle is again direct- 
ing the Fair this year. 


Fountain Pen and Pencil Makers 
Hold Semi-Annual Meeting 


Louis M. Brown, executive vice presi- 
dent of Eberhard Faber Pencil Co., and 
vice president of the Fountain Pen & Me- 
chanical Pencil Manufacturers’ Associa- 
tion, presided as chairman at the semi- 
annual meeting of that organization. The 





meeting was held at the Hotel Statler, 
New York, on January 19th. 

Ivan D. Tefft, of the Parker Pen Co.. 
and president of the association, delivered 
an excellent address in which he presented 
in a forceful way the many activities and 
problems of the industry. The Executive 
Secretary of the association, Harry L. 
Moody, gave his customary report, review- 
ing the work of the association during the 
past six months and outlining its future 
plans. 

Guest speaker of the day was Frank E. 
Fehlman, well-known advertising counselor, 
the theme of whose address was “The 
Importance of Quality During the Next 
Five Years,” which was extremely in- 


teresting. 
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~ TIME SAVER 

MONEY SAVER 
DETECTS ERRORS 
THAT OTHERS CANT" 


Writes Munising Jewelers 


“Congratulations on the TIME-O-GRAF. 
Truly a Time Saver. Unbelievable what it 
can detect in a watch. We are finding de- 
fective mainsprings and bent train wheel 
teeth that other machines can’t detect. The 
Paulson Time-O-Graf gives you answers 
that others can’t.” 


Signed: Munising Jewelers, Munising, Mich. 
ON THE PAULSON TIME-O-GRAF 
with continuous tape record, it is pos- 

On ¥y sible to get all the answers including 
the train, pallet stone, roller jewel, 
etc., on one complete record. 

ON THE PAULSON TIME-O-GRAF 

O l is it possible to reveal a continuous 

ah ¥y record of all positions on one tape 
without stopping the machine. 


TRUTH ALWAYS WINS 


PROVE IT 


WITH A 
NO RISK 
TRIAL 


USE THIS HANDY COUPON 


HENRY PAULSON & CO., Dept. C3, 131 S. Wabash, Chicago 3 
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Paulson Crystal Control 
Nothing Equals 


Its Perfect A 
ON THE PAULSON TIME-O-GRAF inten cena 


| can you regulate your watch and see 
Only exactly what it is doing as you move 
the regulator. Wonderful for hair- 

spring work, too. 


The PAULSON TIME - O - GRAF 


O Gives You Superior Scanning Speed [] Please send Paulson Time-O-Graf on no risk | 
nN ¥y And Also Unparalleled Scientific Ac- trial. 
Cray [] Please send Paulson Time-O-Graf at $490.00 
ON THE PAULSON TIME-O-GRAF =—s!_—=iess:_ 2% for Cash. | 
do you have exact scientific | [] Please enter order for Time-O-Graf—$100.00 | 
TN 'Y printer eer cotton wan 3 tines | — contract. Balance $24.27 per month for | 
the resolvent power of any ofher months. 
timing machine. | 
PAYMENT PLAN AS LOW AS y Name 
PER Address ere | ' 
Only $49000 $2427 icv | ! 
a State... 
LESS 2% FOR CASH ts ie cin eaien ann sain ali eae manent 
HENRY PAULSON & CO., 131 S. WABASH AVE., CHICAGO Reg. U. S. Pat. Off 
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The annual winter dinner of the Maiden 
Lane Outing Club, held on the evening 
of February 16 at the Tower Club in the 
Park Sheraton Hotel, followed the cus- 
tomary pattern of a carefree evening of 
good fellowship with no serious business. 

Festivities started with an informal get- 
together in the lounge where drinks were 
served and greetings exchanged. Dinner 
came later and was opened with the 
customary singing of the “Star Spangled 
Banner” and a moment of silent tribute 
to all deceased members. At the end of 
the dinner an entertaining floor show was 
presented and the festivities ended, as 
usual, with informal gatherings for the 
remainder of the evening through the 


Jewelers Benevolent Ass'n 
Install Bilker as President 


More than 150 members of the New York 
Jewelers Benevolent Association and their 
guests attended the annual installation and 
dinner-dance of the organization held at 
the Henry Hudson Hotel, in New York, on 
Jan. 29. 

Officers of the association, which is cur- 
rently celebrating its 63rd birthday, were 
installed during the ceremony preceding 
the evening’s entertainment and dancing in 
the grand ballroom of the hotel. 

President for the ensuing year is Henry 
Bilker. Also installed were: Paul Meyers, 
vice-president; J. Leonard Levere, trea- 
surer; Jack Dolgin, financial secretary: 
Sam Horowitz, recording secretary; Dave 
Barash, sergeant-at-arms; Adolph Pusrin, 
welfare chairman: Harry Wittman; chair- 
man of by-laws: Moe Wolf, chairman of 
entertainment: Norman Blum, chairman of 
membership: Max Cutler, Joe Goldman and 
Julius Epstein, trustees. 


Glen Jewelry Company 
Moves to Larger Quarters 


Glen Jewelry Co., Inc., has moved to 
larger quarters in the heart of Long Island 
City, near Queens Plaza station, at 22-14 
40th Ave., Long Island City 1, New York. 
where the plant will have greater facili- 
ties to meet an increased demand for 
Glen men’s and ladies’ watch expansion 
bracelets. 

This move was necessitated by the ever 
increasing volume output and to make it 
possible to fill orders without delay. 

Glen’s new ladies expansion has the 
“Pres-loc” watch end which makes it un- 


Maiden Laners Attend 26th Annual Dinner 
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various hotel suites. 

An attractive souvenir consisting of q 
handsome leather-bound notebook was pre. 
sented to each diner. 

Credit for the evening’s success goes to 
Julius Hurley, president of the MLOC, and 
his committee which included Harry J, 
Bromley, vice president, Sam _ Bernari, 
George Ringen, Max Podell and Walter 
Miller. The affair was the club’s 26th 
annual dinner and marked the only time 
that Jerome L. Grant, perennial secretary. 
treasurer of the club, was not in attend. 
ance. “Jerry” sent a telegram from San 
Francisco which was read at the banquet 
expressing his regrets at not being able 
to attend because of business. 





es 


necessary to use tools to attach the brace. 
let to a watch. 


International Elects Director 


Eric R. Griffiths was recently elected a 
director and vice president in charge of 
sales of the International Silver Company 
of Canada, Ltd. 

Since 1947 Mr. Griffiths has been a 
sales executive of the company, which he 


joined in 1940. 
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Area Phe 
¢ Friends of James KE. Theise, well-known 
and popular sales representative with 
ofices at 9-13 Maiden Lane, New York, 
were agreeably surprised on January 30th 
when their friend Jimmy showed up on 
Arthur Godfrey's weekly radio and tele- 
yjision show. Jimmy appeared as “Talent 
Scout” for a comedy act called “Deuces 
Wild” that walked off with first prize. For 
his efforts in finding this prize act, Jimmy 
was awarded $100. However, Jimmy has 
one sad regret. He didn’t get an oppor- 
tunity to mention on the program that he 
was sales representative for the Acme Ring 
Mfg. Co., Inc., Newark, N. J. 
4 Norman M. Morris, of Norman M. Mor- 
ris, Inc., 608 Fifth Ave., New York, dis- 
tributors of Omega watches, sailed on the 
S. 8. Ile de France on February 10th for 
a six week visit to the firm’s factory in 
Bienne, Switzerland. 
q Charles A. Parker, secretary-treasurer of 
the Jewelers Fraternal Association, re- 
cently announced that the annual meeting 
of the organization will be held on Thurs- 
day, March 9th at Schwartz’s Restaurant 
Building, 183 Broadway, New York. 
q Jacob Mehrlust and Sigmund Cohn, 
ardent followers of Izaak Walton, will en- 
train for a three-week fishing trip in Stuart, 
Fla.. on March Ist. For the past 45 years, 
Mr. Mehrlust and Mr. Cohen have made 
these fishing trips together. 
q Nathan Newman, formerly president of 
Silbermann, Kohn & Wallenstein, Inc., re- 
cently announced the opening of his own 
ofice in Room 1101, 22 West 48th St. Mr. 
Newman extends a cordial invitation to 
his many friends in the trade to visit him 
at his new quarters. 
qGus Miller has joined the Manning 
Opal Corp., 22 West 48th St., New York, 
as a salesman. He started his new duties 
on January 1. 
q The offices of Harry Smolin, importer 
and cutter of precious stones, will be 
moved from 15 West 47th St. to new quar- 


ters at 62 West 47th St. on or about 
March Ist. 
q Lindsay & Co., manufacturing  gold- 


smiths, formerly located at 42 West 48th 
St.. New York, have moved to 64 West 
48th St., succeeding Most & Fogel, who 
have retired from business. 

q Jack Feinberg of A. & J. Feinberg, dia- 
mond importers of 62 West 47th St., New 
York, will fiy to Antwerp via Sabena on 
March 4th to visit the diamond markets 
of Amsterdam and Antwerp. 

q Murry Masin of the Masin Watch Co., 
Inc.. 15 Maiden Lane, New York, recently 
underwent an operation and is now at 
home recuperating. 

q According to a recent announcement by 
Jerome L. Grant, secretary of the Twenty- 
Four Karat Club of the City of New York, 
the annual beefsteak dinner of the organi- 
zation will be held on Thursday evening, 
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March 30, at the Hotel Warwick. Julius 


Kaufman will officiate as chairman of the 


affair. 

q Isaac Hirschhorn, who since 1912 has 
operated a retail jewelry business at 2906 
Third Ave., Bronx, N. Y., recently retired 
because of ill health. For years Mr. 
Hirschhorn has been an active association 
worker for the jewelry industry. He was 
instrumental in organizing the Bronx Re- 
tail Jewelers Association and the Execu- 
tive Board of the Greater New York Re- 
tail Jewelers Associations, serving as trea- 
surer in both associations. In addition, he 
was also a member of the New York State 
RJA and the American National Retail 
Jewelers Association. 

q Henri van Dam, son of Carl van Dam, 
of the diamond firm of Carl van Dam, Inc., 
610 Fifth Ave., New York, recently an- 
nounced that he will become affliated with 


HENRI VAN DAM 


Joins Carl 
van Dam, Inc. 





his father’s firm. Mr. van Dam, who served 
with the Army in the Far East for a year 
and a half, is a recent graduate of Colgate 
University. He is the grandson of the late 
Henri van Dam. 

q Classic Products Co., manufacturers of 
Canasta play kits, play trays, cards, and 
Canasta accessories, have moved from 154 
West 27th St. to new offices and show- 
rooms at 130 West 26th St., New York. 

q W. Schap Kevisch, manufacturing jew- 
eler, located at 1 West 47th St., New York, 
reported to the Halloran Veterans Hospital 
on February 13th for further treatment of 
wounds inflicted during World War II. 
Although the treatment will take approxi- 
mately three months, Mr. Kevisch stated 
that he expects to visit his offices in the 
city two or three days each week. 

q The regular monthly meeting of the New 
York Guild of the American Gem Society 
was held on Tuesday evening, January 
17th at the offices of J. R. Wood & Sons, 
216 E. 45th St., New York. The topic of 
the evening was a continuation of a lec- 
ture on “Origin of Gem Materials” and 
followed with another talk on the “Modes 
of Occurrences of Gem Materials found in 
Igneous Rocks.” As always, Dr. Ralph J. 
Holmes, instructor, was well supplied with 
numerous rock specimens with gem _ in- 
clusions illustrating the different points of 
the talk. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
































DIAMONDS 


All Sizes - All Qualities 
Imported from Belgium, Holland and 
Israel, sized and classified. Mail orders 
filled promptly. Ask for Price List No. 16 
of Sept. 1949. 
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TAG & STAMPING CO. 


og ER Relis 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 
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ONE TODAY 


MFEGR. TO RE- 
TA ILER 
SPECIALISTS 
in RHINESTONE 

. — Jeweled Creations. 
Necklaces, Bracelets, Brooches, Dress Clips, Scatter Pins 
and Earrings (Pierced, screw or clip} Hand mode, 
Preng set. 


Fantasy of Jewels 
MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. 


FREE to seweters 














ENCRUSTERS 


Stone Engravers 
Ruby & Onyx 
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108 Fulton St., New York 7, N. Y. 








SMELTERS & REFINERS 


Specialists in 


Processing Precious Metals 


JOHN STREET REFINING CO., INC. 


REctor 2-0853 


244 WATER ST. NEW YORK 7, N. Y. 

















APITAL, Custom-Made 


INITIAL RING 


**An initial success.’’ In ||! 
2 or 3 ietters. Plain or 
stone set. Prompt delivery. 
Popularly priced. Write 
for illustrated price list. |!! 
Fully protected by 
U.S. Pat. D 109,626 


CAPITAL MFG. Co. 
15 W. 47th St.. N.Y. 19 Il 

















Flint's Observe Anniversary, 
Stage Successful Promotion 


In observance of their fifth successful 
year in business, Flint’s Jewelers of 
Utica, N. Y., recently staged a unique 
anniversary promotion that caused much 
comment and proved to be a great success. 


The firm placed an advertisement in a 
local newspaper which invited the public 
to visit the store and register for a num- 
ber of various “achievement awards.” A 
large number of valuable and attractive 
jewelry items were awarded to those who 
best qualified in any one of the following 
categories: Twins Born in October, 1949; 
Oldest Married Couple; Largest Family, 
Children Living; Oldest Mother; Oldest 
Father, and Youngest Parents. In addi- 





tion, the store presented an orchid to all 
who entered the above competition, 

Additional attendance awards were als 
presented during the firm’s two-week a 
niversary celebration. Customers were “4 
vited to register in person at Flint’s in 
order to become eligible for a varied as. 
sortment of valuable attendance prizes. All 
ladies visiting the store during the promo. 
tion received rose corsages. 


Levin on European Trip 
Richard M. Levin of Jake Levin ang 


Son, wholesale jewelers of Kansas City, 
Mo., left recently on an extended buyino 
trip to Paris, Italy, Switzerland and En. 
gland. While in Paris he will visit the 
Lemaire factory for which Jake Levin and 
Son are exclusive distributors. 





DIAMOND COUNCIL OF AMERICA 
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B. C. Helzberg (extreme left), chairman of the board of the Diamond Council of America, 


is shown relating an amusing anecdote to some of the Council's officers. 


Standing in the 


rear are: Harry Horwitz and Mel Erlanger. Seated from left to right: Jess McEntee, Leo 
Weisfield, Oliver A. Jenkins, and Myer Barr. 


Leo Weisfield, president of Weisfield’s, 
Inc., of Seattle, was elected president of 
the Diamond Council of America at the 
third annual luncheon meeting held on 
January 14th at the Waldorf-Astoria Hotel, 
in New York. He succeeds Myer B. Barr 
of Philadelphia, president for two years, 
who was awarded a special plaque in 
recognition of his services to the Council, 
whose membership now includes leading 
jewelers in most of the important cities of 
the United States. Mr. Barr will head 
the Diamond Council of America’s Edu- 
cational Committee. 

Other officers elected were: Chairman 
of the Board of Directors, B. C. Helzberg, 
Kansas City, Mo.; Vice Presidents: Oliver 
A. Jenkins, Jacksonville, Fla.; Harry Hor- 
witz, Sioux City, Iowa; Jess McEntee, 
Oklahoma City, Okla., and Melvin Er- 
langer, Baltimore, Md.; Secretary, Melvin 
Rudolph, Syracuse, N. Y., and Treasurer, 
Isadore Horwitz, Fargo, N. D. 

Clement J. Wyle, president of Wyle 
Associates, Inc., New York public rela- 
tions firm, was re-appointed Executive 
Director and Public Relations Counsel. 
Professor Paul J. Storm, head of the Earth 
Science Department of the University of 
continues as Educational 
which conducts 


Pennsylvania, 
Director of the Council, 
courses in Gemology. 

At the luncheon, Mr. Barr told of the 
unusual growth of the Diamond Council 
of America and the prestige that accrued 





to its members. Exhibited were various 
advertisements and promotional material 
they used as well as the publicity thev 
received during the past year. 
Professor Storm reported that in _ the 
very near future those who completed the 
course in gemology would receive final 
examinations. Those who pass will be cer- 
tified as Guild Gemologists and awarded 
certificates. He also stated that the course 


in Diamontology would soon be started. 

The directors of the Diamond Council 
of America for the coming year are: Irving 
Chayken, Hammond, Ind.; H. A. Goldberg. 
Portsmouth, Va.; Edward Dockman, St. 
Paul, Minn.; Nathan Fink, Roanoke, Va.; 
Ralph Cohen, Los Angeles, Calif.; Louis 
Horwitz, Sioux Falls, S. D.; William 
Kingoff, Wilmington, N. C.; Leo Kind, 
Trenton, N. J.; Saul Blickman, Indianap- 
olis, Ind.; Irvin Rosenberg, Columbus, Ga.; 
Robert Savitt, New Haven, Conn.; Marvin 
Wexler, Janesville, Wis. 

Also, Albert Steinhoefel, Chattanooga. 
Tenn.: Meyer Rosenbaum, Detroit, Mich.: 
Joe Goldman, Milwaukee, Wisc.; Morris 
Mallove, New London, Conn.; A. L. Rys- 
man, Brockton, Mass.: J. W. Hamilton. 
Columbia, S. C.; William Horwitz, Tucson. 
Ariz.; Isadore Lesser, Charleston, S. C.:; 
Barnett Shaw, San Antonio, Texas; Ben 
Belon, Chicago, Tll.; George Gerber, Provi- 
dence, R. I., and Maurice Pretekin, Day- 
ton, Ohio. 
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Gross Chosen to Head 
Jewelry Crafts Assn. 


Edward J. Gross, of Benjamin & Edward 
J. Gross Co., was elected president of the 
Jewelry Crafts Association at that organi- 
zation’s annual dinner meeting held at the 
Hotel Warwick on January 31. Barnett 
Esh, of Kaspar & Esh, Inc., was elected 
frst vice president; Isadore Gratz, of 
Louis Gratz Sons, Inc., was elected second 
vice president, and Jacob Karlan, Karlan 
& Bleicher, Inc., was re-elected treasurer. 
Henry L. Sperling remains executive sec- 
retary of the organization, with offices at 


90 W. 47th Street. 


EDWARD J. 
GROSS 


Elected 
President 
of Jewelry 
Crafts 
Association 





Directors of the organization, in addition 
to the officers mentioned above, include 
Harry Axel (Axel Bros., Inc.); Simon 
Abraham (Advanced Ring Mfrs., Inc.) ; 
William B. Ogush (Wm. B. Ogush, Inc.) ; 
Jacob H. Schaeffer (Shiman Bros. & Co.) ; 
W. Waters Schwab (J. R. Wood & Sons, 
Inc.); Martin E. Untermeyer (Untermeyer, 


Robbins & Co.); Herman L. Baskin 
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(Baskin Bros., Inc.); Sydney Davidson 
(Davidson & Sons Jewelry Co.), and 
Sidney Fiddleman (J. Fiddleman & Sons, 
Inc.). 

Herman L. Baskin, the retiring president 
of the organization, was presented with a 
bronze testimonial plaque as a token of 
the membership’s appreciation for his ser- 
vices during two terms in office. 

Edward J. Gross, upon assuming his 
duties as president of the association, 
stated that the industry has enjoyed peace 
and harmony without any stoppage or 
unusual disputes. He added that while 
there were some controversies, all of them 
were amicably resolved by the association, 
together with the union. 

Mr. Gross further stressed the accom- 
plishments of the Jewelry Crafts Associa- 
tion in eliminating unfair labor practices 
and the organization of the Manufacturing 
Jewelers Council as a great forward move- 
ment in that direction. He pointed out 
that there are many perplexing problems 
which lie ahead and he urged the younger 
members of the association to actively par- 
ticipate in taking part in the association 
to bring about better results. 
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Plaque presented to Herman L. Baskin upon 
his retirement, after serving two terms as 
president of the Jewelry Crafts Association. 


In his annual report, Herman L. Baskin, 
outgoing president, stated that the primary 
objectives of the Jewelry Crafts Associa- 
tion when it was founded in 1919 were 
“to enhance the integrity of our end 
product by discouraging malpractice in 
whatever form it reared its ugly head in 
our local metropolitan manufacturing cen- 
ter, and to promote the welfare of our 
workers by discouraging any unfair prac- 
tice towards them, and to encourage their 
receiving the maximum return for their 
honest labor, consistent with what the 
market for our product could bear. 

“We continue to strive to attain and 
maintain those achievements by associated 
effort among ourselves and with the union 
representing labor,” he added, “on a basis 
of mutual fairness, respect and understand- 
ing. Together with an _ intelligent and 
enlightened union officialdom, we mini- 
mize chiseling and unfair labor practice in 
our midst so that labor competition and 
unrest are reduced to a minimum.” 











LET US HELP 


RAISE GASH 





MAX JUROW 


(President Mid-Town Auction Center, Inc.) 


Recent sales conducted 
for these jewelry stores:— 


I. Rhoad’s Jewelers — Louis- 
ville, Ky. 
2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 
ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against money 
that will be realized 
from auction sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 
Jewelry Center of the World) 
on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 


New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson. 6-4127, 4128 
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YOU'LL WANT THESE 
NEW ADJUSTABLE MAIN 
SPRING WINDERS 


by JEVIN 





Exceptionally well made, Adjustable 
Main Spring Winders. Set of three sizes. 
Handles complete range of wrist watch 
barrels, down to the smallest baguette 


size. Cat. No. ABCX.... $6.90 per set. 
ASK YOUR DEALER FOR CATALOG — 


GENUINE JEVIN FOOLS 


| CARRY THIS TRADEMARK 





#11J—Sheepskin case—Black, 
TRAVELING CLOCK CASES Dark Brown, Dark Blue, Red, 
~ RE tS ies oll ae $7 K 

#223 Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green ......... $11 K 
#35J xenuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
re eee $13 K 
232” and 25%” for Swiss and 
» Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 

















GENUINE CHAMOIS CASES, COVERS, BAGS 


We are mfrs. of all types of genuine chamois 
cases, covers, bags and other products. We can 
supply your needs, according to specifications 
Gnd can also imprint your name or insignia. 


NOSTRAND PRODUCTS COMPANY 


2718-20 Farragut Road Brooklyn 10, N. Y. 














The Time-Honored Know-How of the Ameriean and 
Swiss trained Watchmakers employed in our 


WATCH REPAIR DEP’T FOR THE TRADE 


guarantees you speedy, efficient, Inexpensive service. 
All watches, chronographs, automatics, calendars, etc., 
Tested-Timed on Watch Master. Write for free, self-ad- 
dressed shipping labels. Send watches for Free estimate. 


SPECIAL—AIIl cases polished without charge. 


MODERN TECHNICAL SUPPLY CO. 
Service Dept. CK, 55 W. 42nd St., New York 18, N. Y. 











WHAT’S YOUR ADDRESS, BESS? 


The addresses of more than 37,000 selected 
retail jewelers are in our files. Your mail 


addressed to any or all of the list for as 
little as $7.50 per M. For details: 

ACCURATE ADDRESSERS 
1233 SIXTH AVE., WN. Y. 19, NW. Y. © Circle 5-5876 
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Obituaries 


S. GeEoRGE CocuHron, 74, founder of the 
Tennessee Watchmakers & Jewelers Asso- 
ciation of which he was first president and 
a life member, died February 11th at the 
Mid State Baptist Hospital in Nashville. 
Mr. Cochron was a Nashville watchmaker 
for 45 years, and had operated his own 
shop in the Arcade since 1926. He had 
been in failing health since last summer. 
Mr. Cochron learned the watchmaking 
trade in Fairbury, Ill. He spent some time 
in Kansas and went to Nashville to be asso- 
ciated with the b. H. Steif jewelry store in 
1905. He was also connected with the Aaron 
Bergida store in Nashville before he es- 
tablished his own business in the Arcade. 
In addition to his business, Mr. Cochron 
operated the Cochron School of Watch- 
making. He was also a regional vice presi- 
dent of the Horological Institute of Amer- 
ica. Surviving are his widow, a son, two 
sisters and a_ brother. 

FreDERICK W. Hunt, 58, treasurer of 
Cheney & Hunt, Inc., jewelers of Holyoke, 
Mass., died recently in New Smyrna 
Beach, Fla., where he had been vacation- 
ing. Mr. Hunt was a widely known opti- 
clan and was an authority on chinaware, 
silvarware, watches, jewelry and camera 
equipment. He is survived by his widow, 
one son, Frederick W. Hunt, Jr., who is 
associated in the Cheney & Hunt business, 
and a brother. 

Louts M. JaBner, 58, who for the past 
25 years was in the retail jewelry business 
in Los Angeles, died suddenly January 
21st. For some time he was a manufac- 
turing jeweler in New York City. Surviv- 
ing are his widow and a daughter who 
are continuing the business at 5831 N. 
Figueroa St. 

ARCHIE OLIVER JENKINS, 66, founder and 
chairman of the board of directors of the 
Duval Jewelry Co., Jacksonville, Fla., died 
in a local hospital February 13th, follow- 
ing a brief illness. Mr. Jenkins, whose 


life was a typical American success story, 
founded the Duval Jewelry Co. in 1911 
as a house-to-house canvassing business. 
The 
first. 


infant business had hard going at 
Mr. Jenkins continued with his sell- 


ARCHIE OLIVER 
JENKINS 





ing, carrying his sample case of jewelry 
from door to door, until, 18 months later, 
he opened an office on Broad Street. Mrs. 
Jenkins served as office manager while her 
husband covered his sales route. Three 
years later, Mr. Jenkins opened his first 
store with a cigar case full of jewelry as 
his total stock in trade. The store pros- 





pered, so that soon afterward he was able 
to move to a larger place of business, 
Some time later, Mr. Jenkins was able to 
open a branch store in Miami. This Store 
also prospered. The company continued to 
grow, weathering the collapse of the Flor. 
ida boom and the depression. Today the 
Duval Jewelry Co. is a multi-million dollar 
concern which has 14 stores in 12 Cities, 
Mr. Jenkins retired from active participa- 
tion in the affairs of the company in Sep- 
tember, 1947. He became chairman of the 
board of directors and was succeeded as 
president by his oldest son, Oliver A, Jen. 
kins. In addition to his widow, Mr. Jen. 
kins is survived by three sons, Oliver A. 
Jenkins; Joseph J. Jenkins, treasurer of 
the firm, and Henry V. Jenkins, vice presi. 
dent of the firm and manager of the Miami 
store; two sisters, and nine grandchildren, 

DANIEL Price, 73, former president of 
Wm. S. Hedges & Co., New York diamond 
importers and wholesalers, and past presi- 
dent of the 24-Karat Club of the City of 
New York, died January 29th in Mountain- 
side Hospital, Montclair, N. J. Mr. Price 
began his career with Hedges and Co, 53 
years ago as an office boy and became 


DANIEL PRICE 





president of the concern in 1934. He re- 
tired last May. Long active in jewelry 
trade organizations, Mr. Price was _ past 
president of the Brotherhood of Traveling 
Jewelers and a director of the Jewelers 
Security Alliance. Surviving are his 
widow, a daughter, two grandchildren, and 
two brothers. 

Morris J. Zin, retired president of Zin 
& Kolker Corp., New York diamond im- 
porters, died January 19th. In September 
of 1948, Mr. Zin retired from the firm 
which he and the late Samuel Kolker 
founded in 1910. Murray Kolker, who has 
been associated with the firm since 1919, 
succeeded to the presidency upon Mr. Zin’s 
retirement. 


o-—_—— ——__—_ 


Reed to Open Providence Store 
A. Ronald Reed, for 16 years with Tilden 


Thurber Co. of Providence as vice-presi- 
dent, manager and buyer of the diamond 
department, is establishing a retail jewelry 
business in Room 523, Industrial Trust 
Building. Mr. Reed is a certified gemolo- 
gist. He was with Shreve, Crump & Low 
in Boston for many years, managed the 
Carl Skinner Store in Boston, and operated 
the diamond department of Traub Mfg. Co. 
of Detroit for 4 years. 
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A combination of imported Swedish granite, Georgian marble and green zourite will adorn 

the restrained modern building facade of the Canal Jewelers Exchange. Four rows of high 

intensity fluorescent neon will be encased in stainless steel letters to form the exterior signs 
around the building. 


The Bowery and Canal Street jewelry 
district is being physically improved by 
the addition of a new $450,000 develop- 
ment to house the Canal Jewelers Ex- 
change, Inc., the ninth exchange in the 
area. at the northwest corner of Canal 
and Mott Sts. 

The building will measure 30 by 150 
feet and is scheduled for completion April 
15th and ready for occupancy by May Ist. 

All 48 booths on the completely air- 
conditioned main floor have been leased 
and no space is available at this time. 
There will also be nine second-floor offices 
devoted exclusively to the jewelry trade. 
The basement will incorporate a custom- 
ers lounge and rest rooms, as well as 
ample storage space for each lessee. 








RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


| Entire Jewelry 
Stores Bought 
for Cash 






i a 
Be j 


We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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Modern in design, the new exchange 
will feature a scientifically planned light- 
ing system of louverall egg-crate ceiling, 
with a combination of incandescent and 
fluorescent lighting. Custom-designed ma- 
hogany fixtures will be arranged in a 
modern angular plan in the exchange, 
rather than in the traditional gridiron 
pattern, 


Large photo murals depicting all phases 
of the jewelry industry will decorate the 
main interior wall. 
~ Officers of the corporation building the 
exchange follow: George Harris, presi- 
dent: Norman Flaxman, vice president: 


Irving Marcus, secretary, and _ Irving 
Harris, treasurer. 
Los Angeles Gem Firm 
Purchased by G. Houston 

George Houston, identified with fine 


jewels for the past 12 years in the Los 
Angeles market, has purchased the long 
established E. A. Taylor firm at 220 W. 5th 
St., in Los Angeles, and will operate his 
own stone house specializing in fine colored 
gems for the retail trade from that office. 

Mr. Houston is the present president of 
the Southern California Guild of the 
American Gem Society and a member of 
the Junior Chamber of Commerce. 


GEORGE HOUSTON 


Purchases 
E. A. Taylor 
Gem Firm 





His career began in this field 12 years 
ago when he started as an apprentice lapi- 
dary with Ted Zimmer of Los Angeles. 
From here he moved to the Krueger Stone 
House where he served as buyer and im- 
porter. 

The new firm which will be known as 
George Houston, successor to E. A. Taylor, 
will feature colored gem stones for the 
retail trade. 


























Hollow shaft 
ejects grindings 
automatically 


THE NEW 


DiamondCoreDrill 


that easily 


Drills Thru 
Onyx, Rubies 
and SyntheticStones 


Anyone can now drill cleanly and 
accurately through the hardest 
stones with only a regular drill- 
press or handpiece and any ordi- 
nary lubricant. Unique hollow 


shaft automatically ejects grind- 
ings. 2, 2%, 3, and 3% milli- 


meters. Unconditionally guaranteed 
to cut through onyx or ruby. 





» HIGH SPEED 
New! sree; GRAVER 
The easily sharpened tool that 
all alert engravers and setters 
are using, because it’s the 
“tool that doesn’t chip.” 











HIGH SPEED 
SETTING BUR 


Newest addition to our 
line of high speed 
burs. Set of 15 sizes 
in plastic box, $14.00. 
3/32” shank fits any 
handpiece. Guaranteed not to burn, 
chip, or break. Regrind service re- 
turns worn burs good as new. 








Try These Tools 
At Our Risk! 


Try any one or all of these 
tools . .. if you’re not con- 
vinced, simply return to us, 
postpaid, and we will refund 


purchase price! 











Send for our FREE 
illustrated circular 
of all these tools 


Ira 8. Cohen 


JEWELERS’ SUPPLIES 
315 West 39 St., New York 18, N. Y. 
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A SUPERI 


SILVER POLISH — 


CAMPBELL’S 
SILVER 
SHINE 


CLEANS 
with little 
effort... 
Safe too. 
Nothing to 

injure hands. 


SELLS FOR 


You pay less 
than half 
that! 
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IT PLEASES! 
And a 
pleased customer 
always 
comes back 
. for more. 4 iH} |||] CAMPBELLS 

——_ SILVER 

TRY IT! ee 
Only $3.25 
per dozen 
Order No. 
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YOUR NAME 
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BOX 7737, CHICAGO 80, ILLINOIS 4! 
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The Best Place To Buy... 
Black Forest 


CUCKOO CLOCKS 


and Parts 


Cuckoo Clocks, best 
quality movements, 
strike half and full 
hour with a gong. 


Wholesale prices. 


$] 7-23 
up 

All sizes of clocks. 

Ask for Price List 11 


F. KAUFFMANN, Importer 


PORT JEFFERSON, N. Y. Tel. 1011 

















WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau Sf. New York 7, N. Y. 














CALL ON 


ED FREED’S 


THEY KNOW 


ADVERTISING 


LOOKING 


FOR AN 


ADVERTISING 
AGENCY ? 





THE EDWIN FREED ADVERTISING AGENCY 
iS AT 1233-6th AVE. AT 49th ST., N. Y. C. 
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Trifari Observes Anniversary, 
Introduces New Spring Line 


An exciting collection of costume jewel- 
ry, designed as fashionable accessories 
for the style-wise American woman, was 
introduced recently by Trifari at a_pre- 
view for the fashion press in New York. 
The “Silver Anniversary” collection as 
the display was described, complements 
the new trends in feminine fashion wear. 

Trifari, who are celebrating their 25th 
anniversary, enter their second quarter 
century with an extensive spring collection 
which runs from reserved, functional cos- 
tume jewelry for business, travel and in- 
formal wear to more classic formal jewelry 
for the most important social occasions. 


Trifari's conversation piece “halterette’’ to 
keep strapless gowns secure. A double 
strand of pearls terminating in golden 
hands, rhinestone cuffed and with a ruby 
ring on one finger, the "halterette"” adds a 
highly decorative note to this costume. 
Worn with complementing brilliant earrings. 


To add a highly decorative note to the 
strapless dress, Trifari has designed a 
series of jeweled “halterettes” that combine 
a necklace with a jeweled poise-giver. 
Included in the series shown was a “hal- 
terette” of brilliants attached to a strap- 
less gown by a pair of jeweled pin clips, 
which are detachable and may be worn 
alone. One unusual “halterette” is made 





A charming accent for this season's dropped- 

shoulder look is Trifari's mobile gold, pearl 

and rhinestone pin worn on the sleeve. 
The earrings match. 





of a double strand of pearls (one Strand 
white, the other gun metal) which Me 
to the gown with brilliant clips tipped wi 
one large white, and one gunmetal, pear] 

This spring, Trifari designs Jewels to he 
matched or mixed to suit milady’s aie. 
a whole series of birds, butterflies, duck. 
lings, daisies or little fishes for the lapel 
of a suit, the more important pocket below 
the waistline, the very new pocket on the 
sleeve, on the halter neck of a spring 
the importance of 


frock, or highlighting 
a dropped shoulder. 

Ideal for filling in the V of a suit ar 
turquoise, rose quartz and white stone: 
delicately set in gold Trifanium to form 
flexible chokers of petals or longer senj. 
bibs. 


Ideal for the "V" of a suit is Trifari's ‘Petal. 

time" necklace of a large flower surrounded 

by leaves on a slender golden rope. The 

necklace and matching bracelet and ear. 

rings come in sunny turquoise, del:cate rose 
quartz, or pure white. 


For gala, dressed-up moments there are 
Jewels by Trifari in pale moonstones and 
white enamel, sparked by cabochon sap- 
phires and rubies, called “Clair de Lune.” 

Trifari’s pearl fantasies include an en. 
chanting French poodle with chic leg 
pompoms and tail made of pearls, either 
white or black. 








LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
|! have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
*“Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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HARD-TO-GET 


lf you are having difficulty obtainiag a 
Swiss or American watch part, try 


JOHN A. POLTOCK & CO. 


15 MAIDEN LANE @¢© NEW YORK 7 


WRITE FOR FREE CATALOGUE pepr, 3 
LIGNE GAUGE @ STATIONERY ; 
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TOPFLIGHT seats - markers 
Self-adhesive cellophane printed 


to your order. Colorful, easy to 
use. Write for full information. 


TOPFLIGHT TAPE CO. — YORK, PA. 
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Herman Ostrin of Ostrin Co. was elected 
president of Associate Jewelers, Inc., at 
‘hat. organization’s annual dinner meeting 
January 5th, at the Warwick Hotel, New 
York. Mr. Ostrin succeeds Henry Peterson 
of the Feature Ring Co., who had served 
as president of the group since 1948. 

Other officers elected for the ensuing 
vear were: First Vice President, Philip 
Krasnow (Krasnow Mfg. Co., Inc.) ; See- 
ond Vice President, Jules Gerson (Gold- 
stein-Gerson Co.) ; Secretary, David Sarkin 
(David Sarkin, Inc.); Treasurer, Isidore 
Tenen (Tenen Brothers), and Executive 
Director, Tobias N. Berger. 

The following were elected as directors: 
Julian Baden (Baden & Foss, Inc.): 
Walter F. Beer (Walter F. Beer Co.): 


Ferdinand Behari (Stronghold Jewelry 
Co.); Louis Flyer (Flyer Bros.); Hy 
Frackman (Alsan Mfg. Co.); Jacques 


Japka (La France Jewelry Shop) ; Bernard 
Kushner (Kushner & Pines, Inc.) : Henry 
Peterson; Morris Rubin; Philip Skalet 
(Skalet Mfg. Co., Inc.), and David Scha- 
piro (David Schapiro Co., Inc.). 

In his annual report, Henry Peterson. 
outgoing president, discussed the progress 
of the association for the previous year. 
Some of the highlights of his administra- 
tion included the signing of a new union 
contract for a period of two years, the 
association’s recommendation for consider- 
ation of the new stamping and marking 
law, and the creation by the association 
of an Adjustment Board for the purposes 
of settling all controversies and disputes 
between labor and management. 

Herman Ostrin, upon assuming his du- 





J. Brown Ill Named President 
Of Frank Smith Silver Co. 


Jonathan Brown III, was elected presi- 
dent of the Frank Smith Silver Co., Gard- 
ner, Mass., at a recent meeting of the 
board of directors. With Mr. Brown’s elec- 
tion, the company retains continuity of 
ownership under a management contract 
with Bruce Payne & Associates. Inc., man- 
agement consultants of Westport, Conn. 

Other officers elected were: John Reed, 
of Bruce Payne & Associates, Inc., as gen- 
eral manager, executive vice president, and 
director; J. P. Morgan as vice president, 
and I. Violet as assistant treasurer. Mr. 
Brown will serve as treasurer and secre- 
tary. 

Under its new policy, the company is 
planning a national advertising program 
with the Charles Brunnelle Agency of 
Hartford, Conn. An aggressive merchan- 
dising program is being put into effect. 
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ties as president of the association, ex- 
pressed his appreciation and the appre- 
ciation of the membership to Mr. Peterson 
for his efforts and accomplishments for 
and on behalf of the association. 

Mr. Ostrin, who under the last admin- 
istration had been in charge of labor nego- 
tiations, also expressed the belief that the 
fine record of labor-management relations 
now existing would be upheld during hi- 
administration. 

The membership commended Tobias N. 
Berger, who was re-elected executive di- 
rector, for his efforts in maintaining har- 
monious relations with labor and for suc- 
cessfully adjusting several controversies 
that had arisen between management and 
labor during 1949, The record of the asso- 
ciation for 17 years was upheld in that 
at no time during that entire period wa: 
it necessary to resort to the machinery 
of arbitration set up for the settlement of 
disputes. 














REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 


from 
Coast 
to 
Coast 






(Before) 


(. After ) 


Highest 
Quality 
Workmanship — 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45th St. New York 19, W. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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FOR WEIGHING 


other precious metals. 


95 Bedford Street 








Platinum, Gold, Silver and 


ALEXANDER SAUNDERS & CO. 


Precision Casting Equipment and Supplies 
WA 4-8880 





KOHLBUSCH 
BALANCES 


for precise weighing 
of precious metals 








Brass lacquered beams, 
hardened and polished 
steel knife edges, solid 
agate bearings, lift 
type releasing mech- 
anism, positive and ef- 
fective nickel plated 
brass pans, solid brass 
bows, index plate of 
white field with black 
gradations. Glassed 
polished mahogany 
case. Ruggedly con- 
structed. 


Weights additional. 
Immediate delivery. 





New York 14, N. Y. 
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Your diamonds 
look better 


tH 


WALLACH 
MOUNTINGS 








A FULL LINE 
of 
-. GOLD and PLATINUM 
| MOUNTINGS 
to the 
WHOLESALE TRADE 





MFG. CO. 


213 SOUTH BROADWAY 
LOS ANGELES 12, CALIF. 








Jellinek Chosen as President 
Of Diamond Dealers Club 


Members of the Diamond Dealers Club 
held their annual election of officers at 

















the club’s headquarters, 36 West 47th St., 
New York, on January 31st. The following 
officers were elected for the ensuing year: 
Max Jellinek, president; Charles Tolkow- 
sky, vice president; Solomon Joel, secre- 
tary, and Oscar L. Levine, treasurer. 
Elected to the board of directors were: 
Sol Aster, Jacob Frankel, Elias D. Gold- 
berg, Max Hoenig, Leo Kayser, Salomon 
Korngold, Harry Lerner, Leon Leslau. 











WALLACH JEWELRY 








Henry Lipschutz, Max Lipschutz, David 
Maringer, Irwin Moed, Isidore Palca, Nick 
Ray, Jacques Rosenblum and 


Rosenfeld. 


Bernard 


— — - = 


Helfgott Sells Jewelry Store 


Alfred A. Helfgott has announced the 
recent sale of his retail jewelry business 
Helfgott’s Jewelry, to George Vonderharr 
The store, located at 15204 Livernois Ave. 
Detroit, Mich., was sold in its entirety 
on January 17th. . 

Mr. Vonderharr has announced that the 
business will be conducted under the firm 
name of Von’s Jewelry. 








DAVIDSON & SONS HOLD SALES MEETING 





The annual sales meeting of Davidson 
& Sons Jewelry Co., Inc., conducted by 
Sidney X. Davis, sales manager, was held 
recently at the Hotel Paramount in New 
York. Plans were formulated for presen- 
tation to retailers of the new line of Dason 
rings, and a continuation of their policy 
of extensive dealer aids. 


ee ee — 








WITH GENUINE 


KEYSTONEWARE 
VACUUM ICE BUCKETS 


THERMOS 


GLASS LINERS 








509 WEST 34TH STREET 





KEYSTONE SILVER INC. 


We are the manufacturers 
of the largest selection of 
vacuum ice buckets in the 
United States. 


Available in 


chromeplate, 


silverplate, 
hammered 


aluminum, and solid oak. 


Send for illustrated circular. 


Manufactured by 


NEW YORK I, N. Y. 
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At the meeting, Henry Davidson, presi. 
dent of the company, stated: “Our plans 
for 1950 are the greatest in all the histor 
of our firm. The decisions we have made 
here are of prime importance to the entire 
jewelry industry.” 


Rensie Disbands Operations 


In a recent announcement, the Rensie 
Watch Co. Inc., 580 Fifth Ave., New 
York, stated that “after much thought and 
due consideration,” it has decided to tem- 
porarily disband operations as of March 
Ist. 

The 
follows: 

“Upset conditions and an_ unfavorable 
picture toward a change for the better in 
the near future make this 
decision. 

“As we are free from foreign commit- 
ments and all other obligations, this puts 
us in a favorable and enviable position, 
conveniently take these 


announcement read, in part, as 


causes us to 


enabling us to 
steps. 

“We will resume operations if and when 
better business conditions prevail.” 


o- ——-— 


HEAD WASHINGTON GUILD 





of the Guild of 


Horological 
Greater Washington (D. C.), at a meeting 
held on January IIth, elected the officers 
shown above. They are, left to right: Wil- 


Members 


lard A. Cockeram, secretary; Robert M. 
Dunn, president; Stokes J. WHarvell, vice 
president, and Elmer |. Wheeler, treasurer. 
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Over 1100 Attend Gala Boston Banquet 





More than 1,100 members and guests 
attended the 62nd annual banquet of the 


Boston Jewelers Club at the Hotel Statler, 
Boston. on Feb. 4, 1950. With Allen 
Davidson, of Thomas Long & Co., pres- 
ident of the Club, presiding, and assisted 
by three past club presidents—Carl F. 
Lawton, Henry R. Arnold, and L. Blaine 
Libbey—honored guests included the pres- 
idents of several prominent jewelers’ or- 


ganizations, as well as several military 
and naval attaches. 
Head-table guests included: Maj.-Gen. 


Frank A. Keating, commanding general, 
New England Military District; Rear Ad- 
miral Hewlett Thebaud, commandant, First 
Naval District; Col. Arthur S. Champeny, 
chief of staff, New England Military Dis- 
trict; Capt. Peter M. Moncy, chief of staff, 
First Naval District; Lieut. Ernest C. Hipp. 
Jr., Flag Lieutenant, First Naval District; 
First Lieut. Robert J. Neumyer, command- 
ing general’s office, New England Military 
District; Hon. Frederic W. Cook, former 
Secretary of State, and the Rev. John Nicol 
Mark, First Congregational Parish, Arling- 
ton, Mass. 

Also Kenneth I. VanCott, 
American National Retail Jewelers Asso- 
ciation; Leon J. Engel, president, National 
Wholesale Jewelers Association: P. M. 
Fahrendorf, president, JEwELERS’ CiRCULAR- 
Keystone: August O. Packer, president, 
The 24-Karat Club of the City of New 
York; John M. Biggins, president, Chicago 
Jewelers Association; Lester F. Morse, 
president, The Jewelers Board of Trade: 
Thomas H. Gallagher, president, Canadian 
Jewellers Association; Edgar E. Baker, 
president, New England Manufacturing 
Jewelers’ and _ Silversmiths’ Association, 
Inc.; John H. Peterson, president, Massa- 
chusetts and Rhode Island Jewelers Asso- 
ciation; Robert Brennan, president, The 
Diamond Peacock Club; and Frank A. 
Gendreau, Jr., president, Boston Jewelers 
Bowling League. 


president, 


Following the dinner, seven excellent 
entertainment features were presented. 
These included several novelty and comedy 
musical and dance numbers, along with 
breathtaking acrobatics. 

Members and guests aided in two num- 
bers, to the enjoyment of all. When the 
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three hefty Murphy Sisters sought dance 
partners for their “Bumpsy-Daisy” number, 


the three selected were Sturgis C. Rice, 


club director, and president-treasurer of 
Whiting & Davis Co., Plainville, Mass., 


J. Gould Cook, club director, of A. Stowell 
& Co., Inc., Boston, and C. Edward Cotter 
of Prince-Cotter Co., Lowell. This trio 
led the Murphy Sisters— (or perhaps it 
was the Murphy Sisters leading them)- 
a merry chase. 

This act was followed by 
of Bagdad,” who managed 
pick the pockets of a selected group of 
jeweler-assistants-—right down to the last 
stick of gum. Music was by Karle Rhode’s 
orchestra, and the show was under the di- 
rection of James T. Kennedy. Numerous 
special were held following the 
banquet and entertainment. 


“The Thief 


cleverly to 


parties 








Souvenir gift of the Boston Jewelers Club | 


banquet was this silverplated ice bucket | 


made by the Poole Silver Co., Taunton, 
Mass. 





Chapman Addresses Rotary Club 


Vincent F. Chapman, assistant secretary 
of the Jewelers Board of Trade, was guest 
speaker at the weekly dinner of the Mil- 
ford (Mass.) Rotary Club on January 
24th. Mr. Chapman, a past president of 
the Diamond Peacock Club, chose as his 
subject, “Truth is Stranger than Fiction 
as Applied to Credits.” 

L. Blaine Libbey, retail jeweler of Mil- 
ford, Mass., was meeting ehairman. 














MOUNTINGS 


Illustrated above are four of our newly 
created modern Diamond Mountings. These 
are available with or without small diamonds 
at competitive prices for Re-sale. 

All mountings have the new illusion set- 
tings to make small diamonds appear larger 
and are Rhodium finished for that platinum 
look. Furnished in 14K _ yellow and white 
or white gold only. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 

















Timely Religious Jewelry 
for the HOLY YEAR 





Supplied in 14 Kt. and Sterling Silver 
Price list sent upon request 


CHARM CRAFT CORP. 


Mfr's. of 14KT. & Sterling Silver Charms 
198 Broadway New York 9, N. Y. 














““ENGRAVING 
of the Better Grade” 
WEIss & HAUCK 


LU. 2-1916 
10 W. 47TH ST. NEW YORK 19, N. Y. 








NEW CASTLE JEWELERS’ TRAINING SCHOOL, Inc. 
Dept. JC 30—226 Pearson St., New Castle, Pa. 
Offering Progressive Courses in— 


Jewelry Manufacturing & Repair, Diamond & Stone 


Setting, Engraving, Watchmaking & Repairing 
Approved for G.I. Training 
Write now for free descriptive literature 
PREPARE TODAY FOR A SECURE TOMORROW 
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St. Steins Auto Medals 
and Key Chains 


Made in oxidized silver or as- 
sorted popular colors of hard 
enamel. 


Illustrated price list available 


CHAS. THOMAE & SON Inc. 
15 Maynard St., Attleboro, Mass. 


Style, quality, and finish for over 28 years 
SOLD TO RETAIL JEWELERS ONLY 


THE 
Fisher SPORTS LINE 
CHARMS AND MEDALS 


ALL EVENTS 
70 YEARS OF 


QUALITY AND SERVICE 
THROUGH THE WHOLESALER 


SPORTS CATALOG ON REQUEST 



















J. M. FISHER COMPANY 


NS MANUFACTURING JEWELER 
™ BOX 60, ATTLEBORO, MASSACHUSETTS 





Fine STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 


es bis y 








= : 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 













q While members and guests of the Bos- 
ton Jewelers Club attended their 62nd an- 
nual banquet at the Hotel Statler, nearly 
20 jewelry “ladies” were entertained at 
dinner in the Statler’s Terrace Room by 
the Katherine A. Murphy Co., with Kath- 
erine, herself, as hostess. The visiting 
distaff side of the industry came from all 
over New England, from Caribou, Maine, 
to Newport, R. I., and from Brattleboro, 
Vt., and Claremont, N. H., to Hartford, 
Conn., all six states being represented. 
Specially grown varieties of carnations were 
supplied by Alfred Frye of Providence, 
father of John Frye, a salesman for the 
Katherine Murphy Co. Corsages came 
from Granville Leatherwood of Wellesley, 
Mass. The party, of course, was one of the 
most colorful of several which were held 
after the banquet. 

q Mrs. Rose Marshall, airplane pilot and 
head bookkeeper of the Travis, Farber Co., 
906 Jewelers Building, planned to leave 
the Norwood Airport on Washington’s 
Birthday in a Cessna twin-engine plane 
for a two weeks’ vacation trip which will 
take her southward to Jacksonville, St. 
Petersburg, and Miami, Fla. Accompany- 
ing her on this trip—her first since re- 
ceiving her pilot’s license on January 1— 
will be Henry Desjardins, jeweler of Bev- 
erly, Mass., who will stay over for the 
baseball training season, and George All- 
man of Quincy Jewelry Co., Quincy, Mass. 
Mr. Allman also has a pilot’s license and 
may assist Mrs. Marshall during her fly- 
ing vacation trip. 

q The firm of William J. Orkin, Inc., 1003 
Jewelers Building, has been renovating its 
quarters, and has installed new linoleum- 
topped steel desks and new posture chairs 
which really give a new “sit-up” to the 
place. 

q Jason Solomont of 604 Jewelers Build- 
ing, and Mrs. Solomont, left on February 
12 aboard the S. S. Saturnia for Cannes 
and southern France, and planned to tour 
various European cities, including Antwerp 
and London. They plan to return from 
Southampton aboard the Queen Elizabeth 
about the end of March. 

q Richard T. Marshall of 902 Jewelers 
Building, went on a two weeks’ fishing trip 
in Maine early in February. 

q As of March 1, Harold Winchenpaw of 
I. Alberts’ Sons, where he has been on 
the sales staff for the past 15 years, was to 
take over the store of Lurchin & Lurchin 
in St. Johnsbury, Vi., a firm established 46 
years ago. Mrs. Winchenpaw and daughter 
Joyce plan to join Harold shortly. 

q Members of the [. Alberts’ Asso- 
ciates, a group representing all employees 
of the firm, held their third annual meet- 
ing recently and elected Donald Alberts, 
son of Nathan Alberts, as president of the 
organization. Harold Levine, company sales- 
man, was named vice-president; Mrs. Isabel 
Pinkerton, telephone operator, was elected 
secretary; and Arthur Gumner of the sales 
staff was named treasurer. The organiza- 
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tion was formed purely for social activities, 
and numerous events are on the agenda. 
q Louis Swartz of Universal] Watch Co. 

703 Jewelers Building, is back at work. 
recuperating from five weeks’ illness, 

q Miss June Gray, niece of Roy L. Spring, 
706 Jewelers Building, who served part-time 
on the sales and office force during her 
school vacation, has now graduated. and 
has joined the firm on a permanent basis. 
Meantime, Roy is looking for volunteer 
in helping put his cruiser, “Flo- Roy,” into 
shipshape condition for summer cruising, 

q Harry Glaser, of Glaser Brothers, 9} 
Jewelers Building, left for a Florida vaca. 
tion trip on Feb. 11, driving south with 
Sherman F. Shatz of the Louis A. Guiness 
firm, 711 Jewelers Building. Herber 
Guiness, of the latter company, is back 
from Florida, well-tanned, and telling of 
having to toss back an eight-foot sailfish 
he caught, since it was too small for the 
derby. Laurence S. Guiness, son of Louis 
F., now in Florida, has just graduated 
from Calvin Coolidge College of Liberal 
Arts and has joined the firm. 

q As of Feb. 1, the firm of Heller & Sand. 
ers, 706 Washington Building, changed its 
name to Harry Heller & Son, Inc., and will 
now be operated by Harry and Leon Heller. 
Mr. Sanders having severed all connec. 
tions with this firm. The company quarters 
are being newly remodeled, and a new 
showroom installed. 

q Hopfgarten Brothers—Edwin F., and 
Rudolph—have moved into Room 70/7 
Washington Building, (formerly occupied 
by Heller & Sanders), from their former 
location, 717 Washington Building. Asso- 
ciated with them are Edwin F. Hopf. 
garten, Jr.. Paul LaMere, and Chester 
Zawalski. 

q Harry H. Goff of 601 Jewelers Building, 
has taken over the entire quarters, for- 
merly shared with S. Bloomfield. Church 
& Co., 47 Winter St., purchased the assets 
of Bloomfield’s from the assignees. 

q There were many renewals of old friend- 
ships at the Boston Jewelers Club banquet 
—one of which dated back 35 years. Her- 
man Vinick, New York State jewelry sales- 
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man, met for the first time in that interval 
an old customer of his, Frank Horton of 
the Smith-Patterson Co. . 

¢ Some 30 members and guests of the New 
England Guild of the American Gem So- 
ciety met at the Smogasbord Restaurant 
on Feb. 8, where William Kinney of the 
New England Gem Cutting Co., 416 Wash- 
ington Building, spoke on how to increase 
business through lapidary service, and of 
the great improvements in gem cutting 
which have taken place in recent years. At 
the same meeting it was announced that 
Mver Kassner of Laconia, N. H.. is trying 
to arrange a spring field trip, whereby 
members will have an opportunity to visit 
some of the gem mines of New Hampshire 
and actually dig speciments for themselves. 
q Richard M. Hyman, third generation of 
the Hyman family to join the Imperial 
Jewelry Co., 603 Jewelers Building, began 
work there on Feb. 1, after three years 
with the Army in Japan and Korea. He is 
the son of R. J. Hyman, present proprietor 
of the firm. 

q Leo Glass of the Bella A. Glass Co.., 
Jewelers Building, returned recently from 
a three weeks’ trip to California with the 
U. S. Coast Guard Reserve. While there. 
he was presented with a bronze plaque for 
being the champion American father of 
1949. 

q Robert Berger of Lippa & Co., Burling- 
ton, Vt., attended the Boston Jewelers 
Club banquet, and drove back home in a 
new DeSoto Club coupe which he _ pur- 
chased while in Boston. 

q Jack Sawyer of Laconia, N. H., also at- 
tended the Boston Jewelers Club banquet, 
and while he reported an accident to his 
car, he escaped any mishap. 

q Louis Rosenblatt and George D. Taylor 
of Ross-Taylor, Inc., 717 Washington 
Building, plan extensive enlargement of 
their quarters, shared formerly with the 
Hopfgarten Brothers. At present, the extra 
space is being used as storage. 

q Morris Sheingold, formerly at 515 Wash- 
ington Building, is now located in Room 
704, of the same building. 

q Alfred F. DeScenza of 609-11 Washing- 
ton Building, has added a new line of 
portable typewriters—Royal, Smith, Under- 
wood, and Corona. 


q Mr. and Mrs. Don Somers of C. W. 
Somers & Co., 606 Washington Bldg., are 
off on a month’s vacation trip to South 
Carolina. 


qT. W. Anderson of Auburndale has 
bought out the jewelry store of Oscar S. 
Reed of that town. 


q Robert Gould, formerly with the watch 
department of Thomas Long & Co.. has 
opened a new store in South Weymouth, 
Mass. 


q Otto F. Metzner of 167 Essex St., 
Lawrence, retired from business on Feb. 1, 
and sold his location to Rand Jewelry Co., 
formerly of Jackson St., a location the 
company is now giving up. 

q Marion O’Neil, associated with Swart- 
child & Co., 502-5 Washington Building, 
has been ill at Kenmore Hospital, Boston. 
q Jorge Epstein, 412-16 Washington Build- 
ing, whose displays of antique jewelry have 
attracted much attention, pointed up the 
displays around Valentine’s Day with an 
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A large number of his good friends and 
business associates gathered with Eugene 
Sanger (right) of Sanger & Co., Washing- 


ton Bldg., Boston, on Jan. 31, to help cele- | 
brate his 85th birthday, and to mark 69 | 
years in the jewelry trade. Acting as master | 
of ceremonies, in the absence in Florida of | 
his father, Elmer C. Read, Ellsworth W. | 
Read, secretary-treasurer of the Boston Jew- | 
elers Club, presented Mr. Sanger with a | 
scroll bearing several hundred names of | 
those who had contributed in the purchase | 
of a fine Philco television set, which Mr. | 
Sanger now has operating at his home in | 


the Hotel Touraine. Gathered with Mr. 

Sanger, behind the counter were some of 

his business associates, left to right: Alden 

Belcher, George Brannon, Marion Olsson, 
and Thomas Wilson. 





added display of old-fashioned Valentines, | 


along with antique jewelry, figurines, and 


bric-a-brac, with two special cases carrying | 


the exhibits. 

q R. W. “Romie” Nathan, who forestalled 
his usual Florida vacation trip with a view 
to winning the third-floor Washington & 
Jewelers Building mayoralty, celebrated 
his re-election this year by passing out a 
crateful of juicy oranges to his constitu- 
ents, and to those who aided in his suc- 
cessful campaign. 

q Fred B. Chace of the third floor, Jewel- 
ers Building, retired from active selling 
on February 6, and will reside with his 
son, Boardman Chace, of B. Aronson & 
Son Co., Washington Building. A com- 


mittee, headed by Regina M. Stewart, | 


Harry H. Solomon, and Herbert W. 
Stranger, appointed subcommittees on each 
floor of the two buildings, and a purse 
of $235 was presented to Mr. Chace, who 


boasts of 55 years in the jewelry business, | 


and who is forced to retire only because his 
eyesight has been failing him. 


q M. S. Page Co., Jewelers Building, has | 


issued a new little flyer announcing addi- 
tional lines of five different manufacturers 
of silverware, along with four new lines 
of clocks, lighters and electric razors. 

q Gabriel Loring has been named general 
sales manager of H. Sacks & Sons. Brook- 
line, Mass., makers of copies of early silver. 
and the company has opened a New York 
City sales office at 2 Park Ave. 


q Walter Kersey of Kersey’s Jewelry Store. 
Rumford, Maine. was one of a committee 


of local businessmen named by the city 
recently to entertain the International 
Cross-country Ski Meet, when that event 
was transferred from Lake Placid, N. Y.. 
because of lack of snow. 


(Please turn to page 239) 
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q Gabriel Weismer, wholesale jeweler 
formerly located at 715 Sansom St., has 
moved to a nearby location at 207 South 
8th St., where he now occupies larger and 
more modern quarters. 

q Edward A. Farnan, retail jeweler at 101 
S. llth St., is back on the job again after 
having been laid up for five weeks as a 
result of injuries sustained in an automo- 
bile accident on Christmas Day. 

q Members of the 24 Karat Club of Phila- 
delphia were asked to reserve the first 
Tuesday night of every menth to meet for 
“cards and kibitzing and free beer” at 
the club’s headquarters. It was announced 
that this new supplement to the club’s 


activities will be known as “club nite” 
and that there will be “absolutely no 
charge.” 


q Albert B. Wahl, retail jeweler formerly 
located at 725 Sansom St., is now situated 
in new offices in the Jewelry Trades Build- 
ing 740 Sansom St. The new location in- 
cludes two private offices and a completely 
modern layout. According to Mr. Wahl, 
the firm: will carry an “even larger and 
more complete inventory than ever before 
in our history.” 

q William Collison was the guest speaker 
at the monthly meeting of the Eastern 
Pennsylvania Guild of the American Gem 
Society held on January 17th in the Ben- 


jamin Franklin High School. In his talk 
on “The Garnet Group—Its Species and 


Varieties,” Mr. Collison gave a complete 
report on this subject and showed the class 
specimens of these gems. After a question 
and answer period, the class proceeded 
with regular laboratory work identifying 
gem stones with instruments. 

q Ray’s (Inc.), with headquarters at 4 N. 
llth St., are taking larger ads in local 
newspapers servicing the areas in which 
their stores are located. 

q Herman Palat returned to his store at 
2112 S. 7th St. in the latter part of Febru- 
ary after a two-week business trip in New 
York City. 

q James Gorfine of Lansdowne and George 
McDonnell of Germantown graduated from 
the Philadelphia College of Horology dur- 
ing the month of January. 

q Members of the Retail Jewelers Associa- 
tion of Philadelphia and Eastern Pennsyl- 
vania elected the following officers to serve 
for the coming year at a dinner meeting 
on January 3lst at the Drake Hotel: Presi- 
dent, Milton E. Smith of S. Smith’s Sons; 
Vice President, Sidney Weisman of Weis- 
man Jewelers; Treasurer, Samuel Kind JI 
of S. Kind & Sons; Secretary, George 
Lyons of S. J. Lyons Co., and Chairman 
of the Membership Committee, Lewis De- 
Wolf of DeWolf Jewelers. 

q Moses L. Sickles of Louis Sickles, 914 
Walnut St., recently announced that the 
firm is now distributors of the Elgin Ameri- 
can line in the Philadelphia area. 

q A. LaCreta and Son have closed their 
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jewelry and watch store at 2619 S. Watts 
and opened a watch repair shop adjacent 
to their home at 132 Kent Road in U 
Darby. They are ’ looking ' = 
are now looking for a desir. 
able suburban 
jewelry store. 
q The Sansom Street Business Men’s Asso. 
ciation is still the Sansom Street Business 
Men’s Association. Further discussion of 
the proposal to change the name to San- 
som Street Jewelers Association will cop. 
tinue in the regular monthly meeting for 
March. It is reported that a large per- 
centage of the members expect the change 
to become official at this meeting. 
q The Clymer brothers of 2013 Market S:. 
have added the Hotpoint line to their cop. 
stantly expanding variety of merchandise. 
A few years ago this store opened with 
jewelry only. In rapid succession luggage, 
gifts, television and small appliances were 
added. 
q.N. Tepper of 705 W. Oxford St., is con- 
centrating on telephone directory adver- 
tising for the present and probably for 
the remainder of the year. Newspaper and 
direct mail ads have been discontinued. 
q Many merchants say they have “sweep- 
ing” sales but Kay’s show it. A child’s 
broom “standing” by means of a wire from 
the ceiling in the position it would occupy 
if a tiny person were sweeping with it, at- 
tracted passers to the window of the shop 
at 692214 Market St. In the pathway of 
the broom Kay’s Son Co. showed reduced 


location to open another 
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RONSON SALESMEN ATTEND ANNUAL CONFERENCE 
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On the occasion of Ronson’s annual sales 
meeting, sales representatives from the 
United States and Canada met in Newar 
N. J., home office of the company, for the 
biggest sales convention in the company’s 
history. 

Speakers at the conference were: John 
F. DesReis, sales manager; 
Nathan, vice president in charge of adver- 
tising; Howard P. Lane, advertising man- 
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ager; Herbert Stein and Bernard Dwort- 
zen, sales promotion department; Arthur 
C. Fatt, Herbert Strauss, James Morgen- 
thal, all of the Grey Advertising Agency: 
and Hal A. Salzman of Yolen, Ross and 
Salzman, Inc., public relations counsel. 

J. J. Pippa, general manager of Ronson 
Art Metal Works, Ltd., Toronto, headed < 
delegation of Ronson Canadian represen- 
tatives. 











items offered in what the placard described 
as a “sweeping sale.” 

4 Victor Bogelson, owner of Victor’s Credit 
Jewelers at 6206 Woodland Ave., and for- 
merly owner and operator of the Victor’s 
store at Seventh and Market Sts., has pur- 
chased the building at 300 Kensington 
Ave. and opened another Victor’s store 
there. 

q Samuel Sack, owner of the shop bearing 
his name at 607 Poplar St., and Mrs. Sack 
left February 15th for a month’s pleasure 
trip to Los Angeles, Calif. This will make 
the first time in a long, long while he has 
taken an “all-pleasure, no business” trip 
and the first time either Mr. and Mrs. Sack 
have visited that city, so they will prob- 
ably have a very enjoyable vacation. 

q DeWolf Jewelers of 1 South Eighth St. 
outlined their window with a giant heart 
made of a series of red, “lace” paper 
doilies each itself in the shape of a tiny 
heart. Several people commented on the 
simplicity and attractiveness of this Valen- 
tine Day display. 
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q Edward Sickles of M. Sickles & Sons, 


904 Chestnut St., will soon return from a 
vacation in St. Petersburg, Fla., and 
Havana. 

q We regret to announce that Philip 
Sonnheim, father of Herman Sonnheim of 
“Jewelry by Elson” at 820% Chestnut St., 
passed away Monday, January 30th. AIl- 
though Mr. Sonnheim, Sr., was not ac- 


tively associated with the Elson store he | 


took a great interest in it and was fre- 
quently seen there and well known in 
Philadelphia area jewelry circles. 

q Guerry & Riester will discontinue the 
sale of jewelry and handle watches ex- 
clusively, the phase of their business in 
which they have been specializing for some 
time, at 44 South 16th St. 

q Gus Newman will return in May to the 
newly redecorated Gus Newman and Son 
store at Front and Diamond Sts., after a 
sojourn of two years in Atlantic City, N. J. 
q Aisenstein & Gordon of 712 Sansom St. 
are distributors for Eversharp again. This 
company carried the Eversharp line sev- 
eral years ago and are showing it again. 

q Gilbert Tucker of S. Tucker Sons and 
Ben Poll of Poll’s are among the fashion- 
ables who are spending the shivery season 
in Florida. 

q Wolf’s of 15 South 13th St. are pulling 
in sales through advertising low-priced cos- 
tume jewelry and showing it in the win- 
dows. Once inside many customers are 
also persuaded to place a down payment 
on a piece of better jewelry by stressing 
its versatility as well as its durability. 


Philadelphia 24 Karat Club 
Re-elects Sickles President 


A. Leon Sickles was re-elected president 
of the 24 Karat Club of Philadelphia at 
a recent meeting of the board of directors. 
Other officers re-elected were: Paul M. 
Stern, first vice president: Josef S. Milner, 
second vice president, and Robert B. 
Simons, counsel. Wm. W. Bernstein was 
elected secretary-treasurer to succeed F. 
Clarke Bechtel. 

Newly elected directors for 1950 are as 
follows: Wm. W. Bernstein, Robert Shifren, 
Bart Leibowitz, and Sam Weissman. 
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q The Crown Jewelry Store of Austin, 
Texas, has been incorporated with $39,000 
capital stock by Jerome Silberstein, Anne 
Silberstein and Sol Ginsburg. 

q Rh. T. Massey of the Shaw Jewelry Co., 
Corpus Christi, Texas, was elected treasur- 
er of the Credit Executives of Corpus 
Christi Association at a recent meeting. 
q The Zale Jewelry Co. has opened its 
29th retail jewelry store in Albuquerque, 
N. M., following purchase of the Katson 
Jewelry Co. at 418 W. Central Ave. Morris 
Goldfine will manage the local unit. 

qD. W. (Doc) McCulloch, well-known 
jeweler of Lexington, N. C., has announced 
his candidacy for county commissioner in 
the approaching Democratic primary elec- 
tion. 

q J. Gayle Brown, well-known jeweler of 
Mulberry, Fla., has been elected mayor of 
the city. 

qT. D. Hatcher, Sr., prominent jeweler 
of Fayetteville, N. C., has been elected 
chairman of the Salvation Army advisory 
board in that area 

q Morris Zale, president of Zale’s Jewelry 
Store, 1606 Main Street, Dallas, Tex., an- 
nounces the appointment of Frank Lindley 
as manager. Mr. Lindley joined the com- 
pany two years ago at Houston. He man- 
aged a Zale’s store there until his appoint- 
ment to the Dallas post. He has been in 
the jewelry business fifteen years. 





Martin Discusses Excises 
Before Baltimore Ad Club 
Leon J. Engel of J. Engel & Co., Inc., 


of Baltimore, presided over the Baltimore 
Advertising Club’s meeting on February 
Ist as Chairman of the Day, introducing 
Hon. Joseph W. Martin, Jr., Minority 
Leader of the House of Representatives. 
This honor was accorded Mr. Engel in 
recognition of his work as president of the 
National Wholesale Jewelers Association and 
chairman of the Jewelry Industry Tax 
Committee. In these positions, Mr. Engel 
has worked unceasingly towards removal 
of the current 20 per cent excise tax. 
Martin, a native of North Attleboro and 
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Leon J. Engel, president of the National 
Wholesale Jewelers Association and Chair- 
man of the Jewelery Industry Tax Commit- 
tee, introduces guest speaker Representative 
Joseph W. Martin, Jr. at the Baltimore Ad 


Club. 


> THE SOUTH 


a jeweler in his early career, pointed oy 
the experience of Canada in the reduction 
of excise taxes. He cited the increase jp 
Canadian business after the excises were 
reduced and said that continuation of 
these taxes in the United States was throt. 
tling business by encouraging a_ buyers’ 
strike. 

Martin’s speech was broadcast over 
WITH, WBMD and WCBM and was tele. 
vised as a newsreel feature by WMAR.-TY. 
All Baltimore papers featured the address. 
According to Mr. Engel, “It was another 
important opportunity which we were able 
to grasp in bringing before our local 
citizenry the injustice of the taxes and 
the economic necessity of their early 
repeal.” 





Greater Washington RJA 
Elects Fredland President 


Bernard Fredland was elected president 
of the Greater Washington Retail Jewelers 
Association at the monthly meeting of the 
organization held on January 19th at the 
Ambassador Hotel. Sol Lynn was elected 
vice president; Harry Koenigsberg was re- 
elected treasurer, and Mrs. Kathryn Ever- 
hart was elected secretary. 

Elected to serve on the board of di- 
rectors were: William R. McCall, Charles 
Schwartz, Harry Brott and Raymond Hale. 

A vote of thanks was extended by the 
attending members to George Falkenstein, 
the retiring president of the organization, 
for his zeal and untiring devotion to duties 
during his tenure of office. 

The membership committee advised that 
the association now has a total of 61 mem- 
bers or more than one-third of the 165 
independent jewelers in the District of 
Columbia area. 


Tri-State RJA Selects 
Convention Committees 


Bernard N. Burnstine, president of the 
Maryland, Delaware and District of Co- 
lumbia Jewelers Association, recently an- 
nounced committee appointments for the 
36th annual convention to be held at the 
Shoreham Hotel in Washington, May 7th 
and 8th. 

A. C. Mayer was named as General 
Convention Chairman. Other committee 
chairmen and their committees are: Eugene 
Sobel, Program; Horace Peck, Registra- 
tion; Theodore Grape, Reception; Frank 
Geraci, Finance; George Marx, Publicity; 
Samuel T. Schwartz, Entertainment, and 
Mrs. Elizabeth Kettler, Ladies Reception. 

Due to the unprecedented attendance at 
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their Washington convention three years under the sponsorship of the B. M. Ham- 








ago, the association has accordingly taken mond Co. HOME OF GOLDEN CIRCLE 
-acreased facilities at the hotel. President The last symposium, on February 12, Piven 
; all planning to attend the was jointly sponsored, and took place in 
Burnstine urges at 5 , 
convention to register early so that ade- the Texas State Hotel, Houston, Texas. JEWELERS 
quate accommodations can be provided. At all the symposiums in the preceding VISITING 
cities, there were definite periods set 7 
fn Quits Retirement aside for questions and answers. In ad- NEW YORK 
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Purchases Brandt Jewelry Store 


After five years’ retirement, G. W. 
Griffin, who “tried hard to take it easy” —— 
during that time, is back in the jewelry cine 
business. Mr. Griffin retired from the trade 
in 1945 after 35 years of service. He sold 


Hotel King Edward 
120 W. 44th St., N. Y. 18 
Your HEADQUARTERS 


Situated in the Center of 


his business, the Griffin Jewelry Co., 1316 Conducts 
5th Ave., Gulfport, Miss., to Besse-Huber. y Seiten THE JEWELRY TRADE 
Mr. Griffin has once again entered the — BLOCK FROM FIFTH AVENUE 


retail jewelry business. He recently pur- 
chased Brandt’s Jewelry store in Jennings, 
La., from Sam Brandt, who had operated 
the business for 25 years. 


BLOCK FROM BROADWAY 
NEAR ROCKEFELLER CENTER 
All 300 rooms with private bath and radio. 


Television available. 
Modern !7-story fireproof building. 








dition there were open discussions con- 












































Bulova School of Watchmaking ducted from the floor. | Gaskin tenth dntieaene 
Holds Symposiums in South As in a ae _— 2 from $6.00. 
ums conducte 1e Bulova School o . 
Under the auspices of local Bulova Watchmaking, and local Bulova material ay —— 
material jobbers in four Southern states, jobbers, sound motion picture films and pate _" pont “ 
a technical symposium for Southern watch- visual aids assisted Mr. Schwartz in the center - 
makers was held starting Sunday, January more technical aspects of his lectures and HOME OF GOLDEN CIRCLE 
29, in Memphis, Tenn., and was completed dtenwesione 
Sunday evening, February 12, in Houston, 
Texas. : USES Issues Watchmaker Guide 
This series of symposiums, given by the 
Joseph Bulova School of Watchmaking and The United States Employment Service 
conducted by Max Schwartz, senior in- has published an interesting and informa- 
structor of the Bulova School and past tive occupational guide for watchmakers Ser cut Seimenstten Cheah Otte tes teen 
president of the New York State Watch- which suggests some practical standards irresistible sales appeal. These beautiful creations 
makers Association, is the third such tour by which the interested reader can measure ae - edt ae ay 
of cities that local material jobbers have his qualifications and prospects. Didy Pins are available in Sterling Silver, Gold 
sponsored. Valuable labor market information on coon Gi apn. desi ter tomnadiede deep 
There were four separate symposiums job prospects for watchmakers, wages, Memorandum selection on request. 
throughout the South. In Memphis, S. hiring practices and hours are all dis- ee ee ee 
Fargotstein and Sons sponsored the Janu- cussed at length in this booklet issued by 
ary 29 session at the Peabody Hotel, which the Bureau of Employment Security, 
was the first of the series. On Wednesday, United States Employment Service. 
February 1, under the sponsorship of Nor- Copies of the booklet, which is called 
vell-Marcum Co., the second gathering took Occupational Guide 4-71.510, may be or- 
place at the Hotel Mayo, Tulsa, Okla. The dered by writing the Superintendent of 
third symposium was held in San Antonio, Documents, U. S. Government Printing 
Texas on February 5 at the Gunther Hotel Office, Washington 25, D. C. GENUINE FRENCH MaAnrcCASITE 











For the Latest Creations in 
Earrings — Pins and Rings 


VIJOBEN 


2 Allen St. New York 2, N. Y. 


JADE 


AND OTHER SEMI-PRECIOUS 
STONES 
ORIENTAL JEWELRY 


F. R. GABBOTT & CO., LTD. 
P. ©. BOX 232 HONGKONG 


os SAME DAY SERVICE 


WHAT IS VIBRA-PAC? 
Vibra-pac is an exclusive pat- 
ent pending method of return- 
ing a vibration in beat attached 






































The new Pacific Coast showroom and sales offices of the Ball Company, Chicago, Ill., are 

smartly designed and stylishly furnished. Wendell White, who has been well-known in the 

st rey for 26 years, heads a competent staff in the ne Los — a to both balance and bridge, 
ove left): The entrance to the newly opened showroom is modern yet simple and dignified. . any Ne ee 

(Above right): Morton Reynolds, Ball. > samen sales representative, and Margaret Auth, HAIRSPRING VIBRATING C0. father leveling ve 

are pictured in a portion of the company's model showroom where many modern innovations ne 
have been installed to add to the comfort of the firm's customers and employees. 
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STOP 
SILVER TARNISH 


One simple application of Pro-Tex-Sil 
will protect heautiful silver from tarnish 
for many weeks. 


TEST IT YOURSELF 


and be convinced. Your customers 
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</ selecting Swiss Watch 
Material.” 

Don't let this happen to you! Ask 

your jobber today about the many 

benefits from the NEWALL-IZED 

“Finger-Print” System. 

THE NEWALL MFG. CO. 


Chicago 2 Ilinois 
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q An opening was scheduled late in Feb- 
ruary for the Litt Jewelry Co.’s modern 
new store at State and Madison Sts., in 
the heart of Chicago’s loop. Litt’s old lo- 
cation was at 208 South State St. The 
expansion operation is being directed by 
the firm’s president, Louis Litt. 

q The Golden Roosters, a fraternal or- 
ganization of fun-loving members of the 
wholesale and manufacturing jewelry busi- 
ness, was scheduled to hold its annual 
formal dinner-dance in the Gold Room 
of the Congress Hotel on Saturday eve- 
ning, February 18. The following were 
slated for installation as officers of the 
organization during the coming year: 
Irving Jensen, a newly-appointed traveling 
representative for Jacoby Bender, Chan- 
ticleer—the Roosters’ equivalent of presi- 
dent: V. J. Newman of the Jewelers’ Board 
of Trade, Keeper of the Nest Egg, or 
treasurer; Sigmund Gottlieb of Frederick 
M. Gottlieb & Co., Scratcher or recording 
secretary. 

q Another annual meeting scheduled for 
late February was that of the Jewelers’ 
Club of Chicago, whose offices are in the 
Pittsfield building. The meeting was sched- 
uled for February 21, with the following 
slated for election: Stanley A. McKeon of 
Stein and Ellbogen Co., Inc., president: 
Ralph Milhening of J. Milhening & Co.. 
vice president; Einar Bagge, Chicago man- 
ager for the Waltham Watch Co., trea- 
surer; and Melvin L. Goldman, member 
of the law firm of Goldman, Allshouse and 
Healy, was slated for reelection as sec- 
retary. 

q Bob Scheffres, head of the wholesale 
jewelry company which bears his name, 
was scheduled to leave around March ] 
for a vacation in Florida. 

q Henry L. Ohlhausen, manufacturers’ rep- 
resentative with offices at 31 N. State 
St.. Chicago, announced that he has been 
named Midwest representative for the fol- 
lowing firms: American Jewelry Chain Co.., 
Providence, R. I.; Barrasso and Blasi, Inc., 
Newark, N. J.: and Dunn Brothers, Provi- 
dence, R. I. 

q Sandor Zuckerman, veteran of 20 years 
in the jewelry business, has joined the 
Howard Ring Co. as Midwest sales rep- 
resentative. 

¢q Herman Kramer of Lossau & Kramer, 29 
E. Madison St.. Chicago, announced that 
the following men will be leaving on ex- 
tended business trips for his firm in the 
near future: Art Overlander, covering 
northern Illinois, Wisconsin, and Iowa: 
Gene Whitehead, covering western Iowa, 
Nebraska and Colorado; and William 
Schlupp, Jr., a new addition to the firm, 
covering southern Illinois, Kentucky, Mis- 
souri, Arkansas, Texas and Louisiana. 

q Seymour J. Primer has joined Barclay 
Jewelry 36 S. State St., as representative 
for the Chicago metropolitan area. 

q Andy Inguagiato. owner of the A & G 
Manufacturing Co., 1002 West Wilson 
Ave., Chicago, announced that since the 
first of the vear his firm expanded into 


SURICAG 





two additional rooms and employed two 
additional people. 


—________. 


Wholesale Jeweler Wins Car 
On Bretton's Radio Program 

bob Crosswhite, jewelry buyer of Chi. 
cago’s Pakula Co., is smiling happily a 
Bill McGreevey and George Mason, Bret. 
ton’s midwest sales representatives, 





Pictured here, Bob has just received the 
new Chevrolet which he won on “Chance 
of a Lifetime,” the Sunday night coast- 
to-coast radio program sponsored by Bret- 
ton watch bands. 

Saul Ritter, president of Bruner-Ritter, 
Inc., said, “We were horrified when a 
jewelry buyer had a chance at one of our 
big prizes—but it couldn’t have happened 
to a nicer guy.” 





E. J. Samuelson Observes 
50th Year in Jewelry Trade 


An enviable record of fifty years in the 
jewelry business is the proud claim of 
EK. J. Samuelson, retail jeweler located at 
1125 Bryn Mawr Ave., Chicago, Ill. On 
March 2nd Mr. Samuelson will have served 
the buying public for a period of 50 years 
—-all of them in the same block. 

In addition to his half-century in the 
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jewelry business, Mr. Samuelson can be 
justly proud of several other achievements. 
Besides being a jeweler, he writes poetry 
and has had several of his poems pub- 
lished. He also, at one time, wrote words 
to music. 

Through the years Mr. Samuelson has 
made a host of friends in the industry and 
i; held in high esteem by all who know 
him. He is regarded as a sincere, conscien- 
tious person and is known to be a hard 
worker who puts in long hours. For 26 
years he was ably assisted in the conduct 
of his business by Mr. Bjorkgren, a watch- 
maker, who recently passed away. 

Mr. Samuelson has four children, two 
of whom live in Hollywood, Calif. 





‘Exert Influence in Selling’ 
Scheffres Tells Sales Clerks 


Bob Scheffres, head of the Chicago 
wholesale jewelry firm which bears his 
name, has felt for some time that retail 
sales personnel in many cases do _ not 
realize the sales potential of nationally 
advertised lines, and fail to take full ad- 
vantage of the millions of dollars spent 
yearly by manufacturers to increase store 
trafic and thereby make their jobs an 
easier one. 

Bob decided to do something about it, 
and on February 8, he entertained sales 





personnel representing 30 local retailers 
at the Jewelers’ Club. After cocktails and 
steak dinners, Mr. Scheffres conducted an 
informal sales meeting, using the Interna- 
tional Silver Company program on 1847 
Rogers Brothers as his main theme, and 
also touching on the companion lines, 
William Rogers & Son, and Rogers Sterling. 
Mr. Scheffres feels the expense and ef- 
fort will be more than worth while if he 
has been successful in making his point, 
that manufacturer advertising and _ local 
store promotion do the job of bringing the 
people into the store, but what they buy, 
and how much they buy, is influenced 
tremendously by the intelligent progressive- 
ness of the person behind the counter. 


Elgin American 
Appoints Simmons 


Lawrence Simmons, sales manager for 
Elgin American in 11 Western States, has 
recently been appointed sales manager for 
all states West of the Mississippi according 
to an announcement from the firm’s Los 


Angeles office at 607 S. Hill. 


The newly formed wholesale division of 
American Beauty Products will be headed 
by Mr. Simmons also. This is a companion 
line to the Elgin American products of the 
firm. 








—_—_————— 


Closing exercises for the second course 
in jewelry store management and merchan- 
dising, co-sponsored by the New York Uni- 
versity School of Retailing and the Joseph 
Bulova School of Watchmaking, Woodside, 
L. I., were held on February 3. 

Following a luncheon, the students heard 
short addresses by H. A. Goldberg, Presi- 
dent of the National Association of Credit 
Jewelers, and Kenneth Van Cott, President 
of the American National Retail Jewelers 
Association. 

S. Grant Connor, Director of the Joseph 
Bulova School of Watchmaking, who acted 
as chairman for the graduation exercises, 
next introduced Herman Hollander, of the 
Retail Jewelers Association of Western 
Pennsylvania, who spoke on bad _ trade 
practices and what his association had 
done to combat these in their area. 

John Ballard, President of the Bulova 


COMPLETE NYU MANAGEMENT COURSE 





Watch Company, was scheduled to address 
the students but was unable to attend due 
to business affairs. His place was filled 
by Arde Bulova, Chairman of the Board, 
who had just returned from Washington. 
He related briefly the work the all-industry 
committee was doing to get war-time ex- 
cise taxes repealed. 

Following Mr. Bulova’s address, certifi- 
cates were presented to the students by 
Charles M. Edwards, Jr., Dean of the New 
York University School of Retailing. 

This second program was designed to 
serve the specialized needs of the retail 
jewelry industry. Future programs will be 
developed as the demand dictates. These 
may include either additional programs, 
additional emphasis on specialized phases 
of retail business, longer programs, or any 
combination of the above that will best 
meet and serve the needs of the trade. 





The twenty-six students who recently completed the Joseph Bulova School of Watchmaking 
and the New York University course in “Jewelry Store Management and Merchandising, 


were guests of the American National Retail Jewelers Association at an open house party 
on Monday evening, January 30th. In addition to the students, officials from the trade 
press, the Bulova Watch Co. and ANRJA, along with members of the New York University 
faculty attended the affair. The party was held at ANRJA headquarters in New York City. 
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q Ralph Patterson, widely known salesman 
and recently elected president of the Town 
Criers, became associated with the Gruen 
Watch Co. on Feb. 1, and is now calling 
on retailers in Kentucky, Tennessee and 
North Carolina. For the last two years, he 
had been with the Harry Greenwold Co., 
wholesalers, 18 W. Seventh St. 

q Local jewelers were well represented at 
a dinner-dance of the Walnut Hills Busi- 
ness Men’s Club in Hotel Alms on Feb. 7. 
Among those who reserved tables for the 
entertainment of friends were Mr. and Mrs. 
Albert J. Laumann, retailers; J. Charles 
Hummel of the Gerwe Brown Co., whole- 
salers, and Miss Helen Koch of Mecklen- 
borg and Gerhardt, manufacturers. 

q Herbert Schwab of A. G. Schwab and 
Sons, Inc., wholesaler at 229 E. Sixth St., 
attended the Indiana jewelers convention 
at Indianapolis on Feb. 15 and 16. Charles 
Jauch, city salesman for the firm, who was 
ill with the flu, has recovered. 

q Local wholesalers are expressing good 
wishes to G. Spencer Brown of the Chicago 
office of the Seth Thomas Clock Co. upon 
his retirement and vacation trip to Cali- 
fornia. “Brownie” was a popular visitor 
here for many years. 

q Edward Schwing, Florida salesman for 
the Harry Greenwold Co., who visited the 
office during the holidays, has joined his 





Friends Honor Fred Haller 
On 60th Anniversary in Trade 


“Uncle” Fred Haller (Budlong, Docherty 
& Armstrong, Inc., and General Chain Co.) 
—the title having been conferred upon him 
on the occasion of his 60th anniversary as 
a jewelry salesman—was given a celebra- 
tion dinner at the Gibson Hotel, Cincinnati, 
Ohio, on January 4th commemorating the 
event. 





Snapped by the cameraman at the dinner 
party held to commemorate his 60th year 
in the jewelry industry is ‘Uncle’ Fred 
Haller (left) who is shown talking to Ray- 
mond Sturdy (Cheever-Tweedy & Co., Inc.) 


Sponsors of the affair were: Toastmaster, 
George Spellmeyer, (R. F. Simmons Co.) ; 
Cliff Whiting (Irons & Russell Co.) ; Don 
LeStage, Jr. (LeStage Mfg. Co.) ; and Ray- 
mond Sturdy (Cheever-Tweedy & Co., 
Inc.). 

It would be an understatement of fact to 
say that those assembled will never forget 
the occasion—especially “Uncle” Fred. 





CINCGINNAT] 


wife and son, Gary, at Tampa, where his 
family had been visiting former Cincinnati 
friends for several weeks. 

q Albert Kovac of the Flanagan Kovac Co. 
wholesalers, Enquirer Building, reports ee 
his one-year-old son, John, is now out of 
danger in Children’s Hospital, after hay. 
ing suffered tnird degree burns on his 
hands, tace and scalp on Jan. 13. An elec. 
tric vaporizer under the baby’s crib short 
circuited and set fire to the bedding, spread. 
ing to the woodwork before firemen ar. 
rived. Loss was estimated at $1,500. 

q Miss Margaret Higgins, secretary of the 
Harry Greenwold Co., is holding open house 
in the new residence she purchased re. 
cently at 5762 Doerger Lane in suburban 
Pleasant Ridge. 

q Miss Stella Kueven, saleslady with the 
Motch jewelry store in suburban Coving. 
ton, Ky., is a member of the Cardinal Spell. 
man party which left on a six-weeks Holy 
Year pilgrimage to Rome on Feb. 18. She 
was accompanied by her sister, Mrs. James 
Clark. 

q Local friends of Louis Radt of Chicago 
are glad to learn that he is again on the 
road representing Swirsky and _ Ehriich, 
diamond dealers of Los Angeles. 

q The former Barker retail jewelry store 
at 435 Main St., which was purchased re- 
cently by Donald Moore, was to be re. 
opened about the middle of March, after 
having been closed for extensive remodel: 
ing and redecorating. 

q Seymour Baun, retailer at 4027 Hamilton 
Ave., is captain of a bowling team which 
participated in the national tournament in 
Columbus, Ohio, in February. 

q Martin Hess of St. Louis is a new sales- 
man for the B. David Co., wholesalers at 
229 E. Sixth St. He will call on the Mis- 
souri trade. 

4 Miss Virginia Ann Goebel, daughter of 
Ralph E. Goebel, wholesaler, and a student 
at the University of Kentucky, spent a re- 
cent semester vacation with her parents. 

q Fred Hegner, salesman with the George 
H. Newstadt Co., retailers at 100 W. Fourth 
St., has returned to work after a long 
illness. 

q George Hook, retailer in the Mercantile 
Library Building, is recuperating after a 
minor operation. 

q Harry Waxman is a new salesman with 
the Kaufman-Kassel Co., manufacturers at 
434 Elm St. 

q Albert and Hubert Esberger, retail jewel- 
ers, 1133 Vine St., entertained friends at 4 
table at the annual dance of the Vine Street 
Business Men’s Association on Feb. 16. 
q Ed Karg is a new salesman in the Texas 
territory for the Gerwe Brown Co., whole- 
salers in the Temple Bar Building. He 
replaces Tom Brittain. 

q John Bihl of Bihl Brothers, retailers in 
suburban Newport, Ky., is recuperating at 
his home after having been in St. Francis 
Hospital for several weeks. 
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WHOLESALERS AND MANUFACTURERS ELECT DIRECTORS 
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New directors of the Cincinnati Whole- 
sale and Manufacturing Jewelers Associa- 
tion were elected at an annual dinner meet- 
ing on Jan. 18 in the Hotel Alms. They are, 
seated left to right: Robert J. Seifert, 
Albert and Seifert Co., wholesalers: George 
T. Gruen, Gruen Watch Co.: Ralph Simon, 
Dorst Jewelry Co., manufacturers: Charles 
Stern, Wallenstein Mayer Co., wholesalers, 
and Cherrington Fisher, Harry Greenwold 
Co., wholesalers. 

Standing, left to right: J. Paul Knight, 
wholesaler; Samuel Silverman, Silverman 
Co., Inc., wholesalers; Howard Rosfelder, 
Rosfelder Brothers and Co., manufacturers; 
Arthur Hirshfield, D. Jacobs Sons Co.., 
wholesalers; Julian Schwab, A. G. Schwab 
and Sons, Inc., wholesalers, and Richard 
Heileman, manufacturer. 





. 
ee 
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Following a talk by Ed Wimmer, vice- 
president of the National Federation of 
Independent Business, the more than 100 
members present enjoyed motion pictures 
of their annual summer picnics in 1948 and 
1949. The pictures had been taken by Boris 
Litwin and Robert J. Seifert. 


New officers of the association 
elected at a dinner meeting of directors on 
Jan. 25 in the Hotel Alms. George T. 
Gruen, who is secretary of the Gruen Watch 
Co. and director of the Gruen Watchmak- 
ing Institute, was chosen president. Arthur 
Hirschfield, D. Jacobs Sons Co., wholesal- 
ers, continues as secretary. Members of the 
Advisory Board for this year are past pesi- 
dents Robert J. Seifert, Albert Sauer and 
George E. Brown. 


were 








q Mid-winter Florida vacationers include 
Percy Lucas, Rosfelder Brothers and Co., 
manufacturers, 413 Race St.; John Shira 
and son, John Shira, Jr., Shira Brothers, 
manufacturers, 530 Walnut St.; Albert 
Sauer, A. Sauer and Co., 329 E. Eighth St., 
and Mrs. Sauer: Willis J. Schumer, Wil- 
liam F. Schumer and Son, Inc., manufac- 
turers, 7 E. Fifth St.; A. C. Wallenstein, 
the Wallenstein-Mayer Co., wholesalers, 31 
E. Fourth St., and Irving W. Engel, Dodd 
Jewelers, Inc., retailers, Sixth and Vine Sts. 
q Recent business trips were made _ by 
Joseph Faigle of Joseph Faigle and Sons, 
manufacturers, 2219 Quebec Road, to south- 
ern cities: D. J. Forbes, manufacturer, 530 
Walnut St., to northern Ohio; J. Kassel, 
the Kaufman-Kassel Co., manufacturers, 
434 Elm St., to New York City; Harold B. 
Cohan, Kaufman-Kassel Co., to the east: 
Ralph E. Goebel, wholesaler, Provident 
Bank Building, to Ohio cities; William 
Jacobs, D. Jacobs Sons Co., wholesalers, 
811 Race St., to Texas points: L. F. Rohan 
of A. R. Jester, manufacturer, 510 Vine 
St, to the west, and Victor Youkalis, Victor 
Corp., wholesalers, Enquirer Building to 
New York City, accompanied by his wife. 





NEW ENGLAND 


(From page 231) 


¢ Alfred Labounty of Newport, Vt., was 
among recent Boston visitors during the 
mid-winter Market Week exhibition at 
Parker House. 

q Oscar Zaff of Smith & Zaff. Jewelers 
Building, was in New York City recently 
on a business trip, following one a week 
or so earlier by Bernie Smith. 
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q Herbert W. Stranger of Washington 
Building planned a vacation boat trip to 
southern waters with Mrs. Stranger, who 
has been recuperating from recent illness 
at Westwood Lodge, Westwood, Mass. Mrs. 
Ida Young, bookkeeper with the firm, is 
leaving the company shortly. 

q Charles C. Withers, vice-president of 
Towle Manufacturing Co., silversmiths of 
Newburyport, Mass., has been reelected a 
director of the Massachusetts development 
committee of the New England Council. 
q Mr. and Mrs. Edmund Aronson of B. 
Aronson & Sons, 501 Washington Building, 
plan to leave for Europe the end of March 
to visit Amsterdam and Antwerp. Board- 
man Chace will carry on the place during 
their absence. 


q Directors of the Diamond Peacock Club 
held a special meeting on Feb. 8, and 
drafted final plans for the annual dinner- 
dance of the organization which will be 
held at the Hotel Somerset, Boston, on 
April 15. The largest attendance ever is 
expected, with indications that the capacity 
of 700 will be overtaxed, and, as usual, 
it is expected that the souvenir will be 
outstanding. 


q Mr. and Mrs. Harold Barry, of Barry 
& Epstein, 4th floor Washington Building, 
left on their annual Florida vacation trip 
on February 9, accompanied by children, 
Jayne and John. 


q Spring fever caught members of the 
Boston Jewelers Bowling League, who are 
now rolling them down the alleys in great 
shape for the grand finals to come in an- 
other month. At this time of publication, 
it was difficult to predict a winner among 
several top contenders. 
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SERVICE AND DEPENDABILITY 
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THE D. JACOBS SONS CO. 
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811-813 Race Street 
Cincinnati 2, Ohio 
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lines of Jewelry and Diamond Rings. 
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MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
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129 Fifth Avenue, New York 3, N. Y. 
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Engraving Course 





(From page 176) 


belly is desired, the sharpener may be 
set in this position by tightening the 
wing nut governing this adjustment. 
If a slanted-faced belly is wanted, the 
vertical side of the graver may be tilted 
slightly away from its upright position, 
depending on the direction of the slant 
desired. | 

To tilt the graver, notice the right- 





loosen the wing nut governing this ad. 
justment; allow the graver to lie flat 
on the India stone; raise the end at. 
tached to the sharpener slightly, and 
tighten the wing nut. Exact belly 
angles may be measured by using an 
ordinary geometric protractor. 
Sharpening “the face” of the graver 
is a less complicated job. (See Fig. 6 


Figure 7 
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- SHOWING CONTACT FOR SHAPING FACE - 


A .STRAIGHT FACE, % .CUTTING EDGE BROUGHT C@.CUTTING EDGE TOO FAR 
GOOD FOR HAIRLINE S. FORWARD SLIGHTLY. IDEAL FORWARD. AVOID THIS. 
SHAPE FOR AVERAGE WORK. 


angle slot in the sharpener. This will 
serve as a guide. Also, most sharpeners 
are marked with graduations, and the 
amount of tilt may be measured ac- 
curately. 

The next step is deciding on the 
amount of belly angle and setting the 
sharpener accordingly. For beginners, 
belly angles should best be on the low 
side. Average belly angles will fall 
between 8° and 12°. To set the angle, 


and Fig. 7.) A 45° face angle is what 
is wanted for all beginning work 
(shown in Fig. 6-B). Figure 7-A, B, 
and C, show three conditions; A and B 
being acceptable shapes and C indi- 
cating a shape to avoid. Since the stu- 
dent is interested solely in an average 
graver at this point, a combination of 
Figure 6-B and Figure 7-B is the shape 
and face angle wanted. 
(To be continued) 





| Visual Talk on Jewelry Casting 


Features AGS Guild Meeting 


In launching its 1950 season, vice presi- 
dent David Widess and secretary A. L. 
Woodill arranged a most interesting and 
instructive meeting of the Southern Calli- 
fornia Guild of the American Gem Society. 

Guest speaker was Dick Ells (West 
Coast agent for the Jelrus Co., Inc., and 
Kerr Mfg. Co.) who gave a visual talk on 
the history of jewelry casting, with par- 
ticular emphasis on the lost wax process. 
Following the talk, a question and answer 
period brought out many vital points rela- 
tive to jewelry casting. 

Through the cooperation of the Hamilton 
Watch Co., two films, “What Makes a Fine 
Watch Fine” and “How a Watch Works” 
were shown. 

President George Houston stressed the 
importance of immediate action by all in 
writing their Congressmen urging them to 
favor repeal of the 20 per cent excise tax 
on jewelry. The guild voted to send such 
a letter to California Senators on the guild 
letterhead. A short review on the society’s 
progress was given by secretary Woodill. 
He also reported the local guild in good 


financial condition and in excellent shape 
as far as membership was concerned. 
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COMING EVENTS 
March 


5.—Denver Gift Show, Albany Hotel, 


Denver, Colo. 

6-10—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

6-10—Parker House Gift Show, Parker 
House, Boston, Mass. 

12-14—Minnesota Retail Jewelers As- 
sociation, Annual Convention, Nicollet 
Hotel, Minneapolis, Minn. 

- 12-16—Northwest Gift, Art and House- 
wares Show, Hotel Radisson, Minneapolis, 
Minn. 

13-17—Philadelphia Gift Show, 
Benjamin Franklin, Philadelphia, Pa. 

19—Executive Board of Retail Jewelers 
\ssociations of Greater New York, Annual 
Dinner-Dance, Hotel Astor, New York. 

19-22—Pittsburgh Gift & Art Show, Ho- 
tel William Penn, Pittsburgh, Pa. 

25-27—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Yancey Hotel, 
Grand Island, Nebr. 

26-28—American Gem Society, Annual 
Conclave, Statler Hotel, Detroit, Mich. 

26-28—California Retail Jewelers’ Asso- 
ciation, 17th Annual Convention, Biltmore 
Hotel, Los Angeles, Calif. 

26-30—Greater National Capital Gift, 
Art and Housewares Show, Willard Hotel, 
Washington, D. C . 


Hotel 


April 
2-3—Oklahoma Retail Jewelers Associa- 
tion, 44th Annual Convention, Skirvin 


Tower Hotel, Oklahoma City, Okla. 
]2—Massachusetts and Rhode Island 

Retailer Jewelers Association, Annual Con- 

vention, Parker House, Boston, Mass. 








15 — Diamond Peacock Club, Annuai 
Dinner-Dance, Hotel Somerset, Boston, 
Mass. 

15-17—Kansas_ Retail Jewelers Asso- | 


ciation, Annual Convention, Allis Hotel, 
Wichita, Kan. 

15-17—Kansas State Horological Asso- 
ciation, Annual Convention, Allis Hotel, 
Wichita, Kan. 

16-19—Baltimore 
Show, Lord Baltimore 
Md. 

16-20—“49th State” St. Louis Gift, Art 


China, Glass & Gift 


Hotel, Baltimore, 


& Housewares Show, Statler Hotel, St. 
Louis, Mo. 
23-24—-Arkansas Retail Jewelers Asso- 


ciation, Annual Convention, Marion Hotel. 


Little Rock, Ark. 


23-25—Michigan Retail Jewelers Associ- 


Olds Hotel, 


ation, Annual Convention, 
Lansing, Mich. 

23-28—Allied Jewelry Show, Biltmore 
Hotel, Los Angeles. 

30-May 2—Louisiana Horological Asso- 
ciation, Annual Convention, Bentley Hotel, 
Alexandria, La. 

30-May 2—Wisconsin Retail Jewelers As- 
sociation, Annual Convention, Lorraine 
Hotel. Madison, Wis. 


May 


¢-8—-Maryland-Delaware-District of Co- 
lumbia Jewelers Association, 36th Annual 


FOR MARCH, 1950 








Convention, Shoreham Hotel, Washington, 
D. C. 
14-16—New York State Retail Jewelers 


Association, Annual Convention, Hotel 
Governor Clinton, Kingston, N. Y. 
28-29—United Horological Association 


of America, 17th Annual Convention, Fort 
Des Moines Hotel, Des Moines, Iowa. 


June 


9-6—National Wholesale Jewelers Asso- 
ciation, 43rd Annual Convention, Hotel 
Sheraton, Chicago, IIl. 

7-8—Watch Material Distributors Asso- 
ciation of America, Annual Meeting, La 
Salle Hotel, Chicago, II. 

15—Twenty-Four Karat Club of the City 
of New York, Annual Summer Outing, 
Travers Island, New York. 

25-26—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, Portsmouth, N. H. 


July 
16-21—New York China, Glass & Pottery 
Show, Hotel New Yorker. N. Y. 
24-28—Washington Gift Show. 
Willard, Washington, D. C. 


Hotel 


August 


6-10—Buffalo Gift & Art Show, Hotel 
Statler, Buffalo, N. Y. 

13-17—Pittsburgh Gift & Art 
Hotel William Penn, Pittsburgh, Pa. 

14-17—American National Retail Jewel- 
ers Association, Annual Convention and 
Trade Show, Waldorf-Astoria Hotel, New 
York. 

28-31—National Association of Credit 
Jewelers, Annual Convention and National 
Jewelry Fair, Stevens Hotel, Chicago, Ill. 


Show, 


September 


10-14—Cleveland Gift & Art Show, Hotel 
Statler, Cleveland, Ohio. 

17-20—Western Jewelry, China, Glass 
and Gift Show, Biltmore Hotel, Los An- 
geles, Calif. 

24-25—Iowa Retail Jewelers Association, 
Annual Convention. Fort Des Moines, Hotel 
Des Moines, Iowa. 

28-29—-American National Watchmakers 
Association, Annual Convention, Hotel 
Pfister, Milwaukee. Wis. 


Catanzarro Resumes Manage- 
ment of Catamore Jewelry Co. 


After a lapse of several months, Christy 
Catanzarro has again taken over the owner- 
ship and management of the Catamore 
Jewelry Co., Providence, R. I. The Cata- 
more Co. has specialized over the past few 
years in the manufacture of religious goods, 
with emphasis on rosaries and medals. 

Mr. Catanzarro, in taking over the direc- 
tion of the company, stated that the lines 
will be expanded and service stepped up 
to meet the growing demonds of the com- 
pany’s distributors. A new and enlarged 
program of advertising and sales promo- 
tion will also be started so that additional 
sales help can be given to retailers through 
their distributors. 
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Send for 36-page illustrated catalog 
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Various Types of Watch Screws 


Simple as they are individually, the varied assortment of screws used in a 


watch are one of the most complex facets of the watchmakers’ trade. In this 


article, these various screws and some of their differences are explained. 


by HENRY B. FRIED 
Executive Secretary 


The Horological Society of N. Y. 


(Drawings by the author) 


es longest of the thin-small screws is that 
which sets the stud in place. This stud screw is often 
mistaken for a jewel screw. It is thin because there is not 
much room in the balance bridge’s thickness for a heavier 
screw. What it lacks in thickness it must make up in 
length. This screw is of the “set-screw” type as it binds 











Fig. Il. Types of stud screws. Because of the 

necessity for having thin heads, some types, as 

shown in top illustration, have a slight bevel under 
the heads to lend strength. 


or sets against the stud. It cannot be too long or it will 
reach out beyond the diameter of the movement and 
will be broken off when the movement is fitted to a 
case. Its head must be of small diameter so that the 
sides of the screw head do not make contact with the 
balance rim or possibly touch the lower coils of the hair- 
spring should it be used in a breguet type watch. Some 
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stud screws have a slight bevel under their heads to lend 
strength and prevent the thin head from breaking off with 
the twisting pressure of the screwdriver. All these are 
shown in Figure 11. 


CLICK SCREWS 


The weakest screw from a point of construction is that 
which holds the click. It must be wide enough to cap 
the click. Its head must not be too high or it will inter- 
fere with the closing of the streamlined case back or rise 





aD 


Fig. 12. Three types of click screws. Most common type 

is shown by A, B and C are shoulder types, the latter is 

larger as it is designed to serve the dual purpose of a 
bridge screw. 


above the rest of the movement. Because the click 1s 
posted around a hollow threaded pipe, the threads inside 
this short boss are necessarily thin. Most click screws 
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SAYS HIS WATCHMASTER 


COST HIM ONLY $95 





Hi. D. Howard of 

George Innes Co.. Wichita. writes: 

“Just thought I would drop a line to let 

vou know that the WatchMaster is one of the 
BEST INVESTMENTS I have ever made. 

I feel that it has not only 


INCREASED MY EFFICIENCY but 


It has also 
SAVED MUCH TIME AND MONEY. 
Because of these savings. I have 
come to the conclusion that 
the WatchMaster really only 
COST ME $95 WHICH was my original down-payment. 
! am sure it has saved me more each month 
than the amount of my monthly payments. 
Now that my WatehMaster is paid for 
! am looking forward to good service with 


CONTINUED SAVINGS for me. 


Thanks for showing me how to make more sat- 
isfied customers with the WatchMaster.” 


The above letter is typical of so many others that 
there is little doubt of the ability of the WatchMaster 
to pay for itself, 

So. WHY NOT 
GET THE BEST 


Write for demonstration 







AViitsatel Me Billiam eiiiilto ke Inc. 


S580 FIFTH AVENUE ee a eee Beef 


Distributors of Western-Electric Watch-rate Recorders 
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look like that shown in Figure 12A. Manufacturers of 
watches with clicks and screws of this type do not sug- 
gest the removal of this part when the watch is to be 
cleaned as it may lead to weakening of the thin threads 
and screwhead. 

Sometimes the movement has no threaded pipe or 
boss upon which the click may swivel. In such cases, the 
screw must be designed to be able to bear all the thrust 
of the wound mainspring via the ratchet wheel. It also 
must provide a surface upon which the click will swivel 





Fig. 13. Dial screws are of three types—hip, side and top. 


easily and without binding. It must have a head to cap 
the click and a shoulder to act as an arbor upon which 
the click may turn, and its threads must be thick enough 
to withstand all the strain put upon it by the ratchet 
wheel. This screw is pictured in Figure 12B and is of the 
shoulder-screw type. Such a screw is often used to hold a 
clutch lever, minute wheel, crown wheel or any other 
turning or swinging part. 

When the clickscrew must serve as a bridge screw as 
well, its threaded portion does not begin until its length- 
ened shank reaches the lower plate as shown in Figure 
12C. These screws must have shoulders of exact thick- 
ness and height to provide the click with the proper 
endshake and sideshake and permit freedom of move- 
ment. 


CASE SCREWS 


Normally, the longest screws in the watch are the case 
screws. These must go through the top of the movement 
near its edge and thread into the lower plate. Their 
threads are as heavy and as long as possible to withstand 
the strain of pulling the movement up tight. The threads 
must be thin enough however, to remain within the edge 
of the movement. The heads must also be wide enough 
to reach out from the edge of the movement and overlap 
the rim of the case. The tightening action is to pull the 
movement up against the case frame so that the top front 
shoulder is snug against the front of the case. 

Occasionally, of the two case screws, one is a half 
head. When a watch comes equipped with one half-head 
and the other a full-head screw, the half-headed screw 
should be placed in the hole farthest from the crown 
and stem. This is done so that when the movement must 
be removed from the case for minor repairs or adjust- 
ments, neither of the screws need be removed. In this 
event, the full-head screw is loosened one or two turns 
and the half-head screw just turned so that its straight 
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side is streamlined with the edge of the movement. 

In some water-resist watches, the movement must be 
pressed forward from the inside of the case toward the 
front. Here, the case screws are short and their half. 
heads fit into a recess in the inside wall of the case. To 
force the movement forward, these screws are turned 
outward, acting as lifting jacks. Screws similar to thesp 
are shown as the “D” screws in Figure 3. (/C-K January.) 


DIAL SCREWS 


Actually, there are three kinds of dial screws, hip, 
side and top. Hip dial screws are shown in l'igure 13A., 
These have sharp hip-like edges that cut into the sides of 
the dial legs. These are shown both in the locked and 
open position. Side dial screws are another form of set 
screw, working from the side of the movement and whose 
sharp screw ends sets into the side of the dial leg as 
shown in Figure 13B. These may or may not have a 
head, the screw slot merely being cut into the threaded 
section. Top dial screws are used to secure the dial from 
the top of the movement through the dial and thread 
into the movement as shown in Figure 13C. 

Hip dial screws are used where it is desirable to re- 


SET LEVER 
—SCREWS 








Fig. 14. Two types of set lever screws. 

Head of B may appear as any other bridge 

screw, so to indicate difference it may be 
colored blue. 


move the dial while the movement is cased (in a 3-piece 
case). Their drawback is that their threaded section is 
necessarily short and cannot give great security. Also, 
their sharp edges mutilate the dial leg so that eventually, 
after several removings of the dial, it can no longer re- 
main secure. Side dial screws, however, do a better job 
of securing the dial without mutilating the dial legs. 
Where a dial is too thin to support legs without danger 
of crimping the dial, top dial screws are sometimes 
employed. 


SET LEVER SCREWS 

Of all the screws in the ordinary watch, the set lever 
screw is the most complex. Its thread must fit the set 
lever. The lower shoulder must be long enough to emerge 
just a little bit through the lower plate and provide 
shoulder clearance so that the lever does not bind on 
the main plate. Its thickness must be just right to pro- 
vide a minimum of side shake. Its middle shoulder acts 
as the screw’s head as well as the controlling element 
of endshakes. It must fit the recesses provided for it 
with very close tolerances. The upper post acts as an 
extension so that it reaches the back surface of the 

(Please turn to page 248) 
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for profitable 





chronograph watch repair 


Of the many tools developed to aid the watchmaker 
during the past 50 years, none has brought greater 
tangible returns than the new 24-volume Esembl-O-Graf 
Library. 

Opening an entirely new field of profitable watch 
repair, the Esembl-O-Graf Library enables you to 
service any chronograph watch on the market in less 
than 1/3 the time formerly required. Each volume gives 
you complete step-by-step procedure for a particular 
easily identified chronograph movement. Each page is 
complete in itself, giving concise, fully-illustrated in- 
structions for assembly or disassembly of one part. Noth- 
ing is left to guesswork or memory; every style screw 
and its exact number of threads, every intricate adjust- 
ment and oiling procedure is described in brief, direct 
terms. 

The Esembl-O-Graf Library is a tool, not a textbook. 
It is ready for immediate use when you need it, like 
any other tool on your bench. No outside study is neces- 
sary. Order this amazing new working library from 
your local watch material dealer today and begin to 
reap chronograph repair profits immediately. 


Your purchase of the Esembl-O-Graf Library entitles you to the 
continued services of our chronograph technicians. Should you en- 
counter an unusual problem which you cannot remedy, you may 
send the chronograph to our laboratory for analysis; or, if you 
prefer, our technicians will complete the job at 2a nominal charge. 


This service is available to all registered owners of the Esembl-O- 


Graf Library. 


ONLY $7.00 DOWN brings you the 
complete 24 vol. Esembl-O-Graf Library 


You pay the remainder in 21 easy monthly installments of 
$7.00 each. See your local watch material dealer NOW.* 
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*If your dealer cannot supply you, send us the 
above form, giving name of dealer. Your 
order will be attended promptly. 
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HARPENING GRAVERS—Am a student in a horo- 
logical school. A question came up, is it better to 
sharpen gravers holding them by hand, or to learn to 
hold them in a graver-sharpening tool? (Question No. 


6204) L. S. H. 


. Answer—Before fully answering the question, we are 
tempted to be a little waggish and say that it should be 
asked, whether better to learn holding gravers by hand, 
or just to hold them in a tool? It is only the hand-holding 
method that calls for learning it, and a good deal of 
practice to become skilful, but, once mastered, holding 
the tool by hand (fingers) does save a good deal of time 
in doing the frequent sharpening that is required for 
efficient turning on the watchmaker’s lathe. 

The trick is to lay the graver-face flat on the stone, 
hold it firmly near the point with thumb and first and 
second fingers, and get motion for sharpening by using 
your forearm with the elbow as a “hinge,” using the 
hand and fingers to keep the graver-face pressed firmly 
against the stone. Do not allow the fingers to impart 
movement to the graver, but only to hold it -into the 
work. Finally, give the graver the longest possible strokes 
on the stone. One who will take time at first to acquire 
skill in hand-sharpening, will save time over and over 
for the rest of his working years. However, we know 
that some students will prefer to use a graver-holding 
tool and there is no question about the fine, flat faces 
that it will produce on gravers. 


EDOMETERS—I have sale for some pedometers that 
register decimals of a mile, if I can buy them cheaply 
enough. What can be obtained in this line now, and at 


what prices? (Question No. 6205) B. N. 


Answer—We suggest that you write for information 
and quotations on any pedometers that might be ob- 
tainable now to General Time Instruments Corporation, 
107 Lafayette St., New York 17, N. Y.; The E. Ingraham 
Co., Bristol, Connecticut; the United States Time Cor- 
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poration, 630 Fifth Avenue, New York 20, N. Y. There 
were pedometers made before the recent war by some 
plants in the organizations named; whether any or which 
of them may be again making these instruments, and the 
prices, etc., should be the subject of special inquiry at 
this time. 


; here NUMBERS—I want a short, quick rule to find 
tooth-numbers for a missing wheel and pinion in a 
watch. Don’t want to be told to study some book, or a 
lot of theory or mathematics. (Question No. 6206) S. M. 


Answer—Since you seem not to want to learn basic 
principles that would enable you to figure replacements 
for any and all missing train parts, and as you do not 
specify your problem, we suggest that you write us which 
wheel-and-pinion is missing, and the tooth- and leaf- 
numbers of the remaining mobiles in the train of your 
watch. We will then show you how to figure that par- 
ticular problem, without going into the subject generally. 


LOCK WEIGHTS—What is the rule, about which 
weights to hang on the striking and running sides of 
a grandfather type clock? The heavy or the lighter one? 


(Question No. 6207) H. B. G. 


Answer—Practically all of such clocks are designed so 
that the heavier weight is to be on the striking side of the 
movement. Usually, if the heavier weight is found on 
the time-train side of a clock, it was so placed by a 
previous workman by mistake. In some cases, a repairer 
hangs the heavier weight on the time-train side, in an 
attempt to make it run in spite of faulty conditions in 
the train or escapement. This is a bad expedient, because 
it aggravates the normal wear and tear on the acting 
parts of the clock. If the lighter weight is sufficient to 
keep the time-side running, that cries aloud for an ex- 
amination that will surely disclose faults that should be 
corrected. It should be said that the above applies to 
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Newest, Best Seller 
for Your 
Silver and Gift Trade 


TRIM 


Transparent Protectors 
for Silver, China, Linen 








e Moth Proof, Tarnish Proof 

e Dirt, Dust and Moisture Proof 

e Perfect Visibility, Easy Access 

e Tough, Crystal-ciear Vinylite 

e Beautifies Cupboards, Cases, 
efc. 





Envelope type Vinylite protectors 
in several sizes are interchange- 
able for flat and hollow-ware 
silver, china or linen. Roll-type 
units with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 
for ‘bride trade.'' Among units 
available, and list prices, nation- 
ally advertised: 


Desianed by Lucile Whittier 


Now, Nationally advertised 


Trim Unit for 6-pe Flat Silver place setting ................ $1.25 
Trim KIT for 72-pe Flat Silver service ...................... 6.75 
12 units, each 15x19" ... . $5.00 6 Units, 12x13" ........ 2.00 
16 units, Ass't Sizes .... 5.00 | Unit, 18x24" ........ 2.00 
3 Units, each 16x20".... 2.00 | Unit, 24x30" ........ 3.00 
| Shelf Protector, 27" deep by 36" wide ................... 1.00 


THEERIM Company i240" 40% 


545-JCK Gladstone S.E., Grand Rapids, Mich. 























SWISS WATCH MANUFACTURER 


already introduced, desires connection 
with agent or salesman able to take orders 
for direct importation in U. S. Person 
organized for connections with Customs 
and casing preferred. Would help with 
allowance for office over commission basis. 


Write under cipher 9700 Publicite Horlogere, 
Case Stand 402, Geneva, Switzerland 











HOWARD AUCTION ASSOCIATES 


will buy you out or sell you out. Sales conducted from coast to 
coast. You have no expense until you show profit. Interviews at our 
expense. Bank and trade references. All correspondence confidential. 
Staff of experienced auctioneers. 


HOWARD AUCTION ASSOCIATES 


E. M. AUSLANDER, Director 


823 BOARDWALK ATLANTIC CITY, N. J. 
Phones: A.C. 5-0007 — A.C. 2-2043 


SLOW ACCOUNTS 


Collect them with the MODERN COLLECTION SYSTEM at a cost often 
as low as 2 of 1%. Allen Jewelry Co. writes: “Your SYSTEM surely 
brings in slow accounts. It collects without offending.” Write today 
for our FREE TRIAL OFFER. 


Creditors Assn., 1477 Ridgeway Rd., Dayton 9, Ohio 
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Speed 

and that 

THE Green En- ameeryere 

; Look 
graver is the stur- : 

diest and most effi- with a 

cient portable built. Green 

With it, even unskilled Engraver 


clerks can do a fast, expert engraving. 

Letters (Block, Script or Old English) are always sharp, 
clean cut appearance . . . cuts curved and flat surfaces, 
whether silver, gold, platinum, brass, steel or plastic. Cuts 
three sizes from each set of master type. 


You'll save time and labor with a Green Engraver whether 
you're doing one pen or a big set of flatware. Get all the 
facts—write for bulletin today. 


INSTRUMENT CO. 
369 PUTNAM AVE. 
CAMBRIDGE, MASS. 


West Coast Distributor: Higbee & Dorrer 
315 West 5th St., Los Angeles, California 
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nearly all long-case or “grandfather” clocks, that run 
eight days with one winding, and to the few very old ones 
that run one day. It would not apply to some unusual 
clocks of special design, such as those made to run 30 
days with one winding. 


E-MAGNETIZING—Recently we had several watches 
that we have been unable to pull the magnetism out 

of with our machine. Is there any technique that we have 
overlooked in de-magnetizing? Or do you think our 
machine is not as strong as it should be? What make of 
demagnetizer is the best in the market? (Question No. 


6208) D. O. R. 


A nswer—lIn order to judge and form any opinion what- 
ever on your problem, we should have information that 
your inquiry does not give. What make and type de- 
magnetizer are you using? How do you put watches 
through it? How do you test the work after putting it 
through the instrument? What kinds of watches have 
failed of demagnetization in it? If you will answer these 
questions fully, we'll make any suggestions that may 
appear to apply in the case. 


POT PLATING—Had an accident in engraving a very 
large piece of silverplated ware, and heard some- 
where that there is a way of replating a small surface 
without plating the entire article. What is this? (Ques- 
tion No. 6209) P. S. W. 


Answer—tThe device in question is called a “spot- 
plater,” “sponge-plater.” In this, there is a small 
sponge set in a metal holder, the sponge to be wet with 
plating solution and held against the spot that needs 
plating. The electrodes are in connections of current to 
the sponge-holder and to the piece being plated. This 
equipment may be bought from most any jewelers’ supply 
house, such as the Paulson or Marshall firms; or of spe- 
cialists in platers’ supplies like W. Green Electric Co., 
192 Broadway, New York City. It is rather inexpensive. 


| Dye SOLUTION—Can you give us a formula 
for a good clock-cleaning solution mainly water, as 
I am afraid of naphtha, etc., catching fire, even if I do 


think it does the best job. (Question No. 6210) C. L. A. 


Answer—We do not know of a really good water- 
based solution for clock cleaning. If you do not wish 
to use any petroleum product, we suggest scrubbing clock 
parts in hot water, with good soap and a hand-brush, 
then rinsing in very hot water, which will heat the parts 
so that any remaining rinse-water will quickly evaporate. 
After this, just as with naphtha, it is very important to 
use pegwood to rub out any film from the pivot-holes. 


LD WATCH VALUES—What would an old chain- 
drive watch be valued at by a collector; it has a 
double silver case: it was made by William Smith, Lon- 


don? (Question No. 6211) W. M. L. 


Answer—In your description, the only item of any 
importance given, toward identifying and judging any 
watch, is the name and address of the maker. The “chain- 
drive” (fuzee power-work), and the “double silver case” 
(pair-case) were common to many thousands of watches 
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made between about 1650 and 1800, so these items Mean 
practically nothing to our purpose in judging this watch 
Further, on our hiegweghiie al lists of former watchmakers. 
there are no less than twenty-two of the name William 
Smith, in business in London. England, all the w ay from 
the year 1678 to 1795. 

So you see that we should be given a much more con. 
plete description of your watch in order to be enabled 
to form any opinion of its age and value, including ascer. 
taining which one of the twenty-two William Smiths was 
its maker. As you are evidently. unfamiliar with the tech. 
nical features of ancient watches, which would make jt 
difficult for you to write an adequate description of 
yours, we suggest that you send us clear photographs of 
the watch, outside and inside, from which we could judge 
approximately how old it is and whether or not it has 
any features of rarity and value as a collectors’ piece. 

Another important matter: press hot sealing wax into 
any marks found stamped inside either of the cases and 
send us the impressions. If these prove to be hall-marks, 
from them we can tell the exact age of the watch, which 
is helpful in identifying the maker, which in turn helps in 
valuing any watch. Some makers were famous, some not, 
and a watch by a known “Old Master” is by that fact 
alone, more valuable than one made by an ordinary 
maker. 





Watch Screws 


(From page 244) 
movement and is slotted to be available to the screw- 
driver. 

There are two general types of set lever screws. These 
are shown in Figure 14A-B. When type “B” is used, 
its head may appear as any other (bridge) screw on the 
movement. To indicate its position and difference, this 
screw may have a blue colored head. 

Chronographs, stop watches, calendars and repeaters, 
all have many different types of screws, some look like 


Fig. 15. Friction-type, off-cen- 
ter screw is used in chrono- 
graphs, calendars and repeat- 
ers to adjust depthing between 
wheels or a cam and lever. 





ECCENTRIC 
DEPTH ADJUSTING 
"SC REW u 


screws but have no threads, merely fitting friction tight 
in the plates. Their heads are off center (eccentric) and 
are used to adjust the depthing between two fine wheels 
or the depth of engagement between one cam or lever 
with another. Such a screw is shown in Figure 15. For 
the greater part, most of these special types are much the 
same as ordinary screws or a combination of them. 


REFERENCE MATERIAL 
Official Dictionary of Watch Parts... . 

Watchmakers of Switzerland 
Modern Horology ........... 0... 0.00 cece ees Saunier 
Modern Methods in Horology | 
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Tray-Display For 
j-B End-O-Matics 

Jacoby-Bender, Inc., has designed a com- 
bination tray and denies to feature its 
new “34” assortment of J-B ladies’ watch 
bands with the new End-O-Matic end. 
Covered with luggage- brown leatherette 
and lined with velvet, the new J-B “silent 
salesman” stands erect to display an as- 
sortment of 12 J-B ladies’ watch bands 
and folds to compact tray size. 





The J-B Tray-Display with a choice of 
two different 12-band assortments is avail- 
able for a flat $34. The 12 J-B watch 
bands have a Fair-traded value of $85. 


Freed Easter Display Ready 

An all-metal Easter Shelf Displayer, 
designed for Easter gift sales, has been 
introduced by Freed Displays, 1233 Sixth 
Ave., New York City. 

With its white lacquered finish, hand- 
fashioned scrolls and Easter lilies, the 
display has three 3 in. deep shelves, one 
914 in. wide and the other two 6 in. wide, 
for featuring religious jewelry, diamonds 
for Easter, watches, compacts, lighters, and 
other Easter gift ideas. 





The Displayer, which can be hung or 
stood alone, is 20 in. high by 18 in. wide 
and is topped by a silk-screened “Easter 
Gift Suggestions” sign in four colors. 

The price of the entire unit is $6.90 
each, two for $13.50, four for $26. In 
addition, eight matching slogan cards are 
included. 
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Victoria Pearl Offers 
“Promotion” Deals 


The Victoria Pearl Co., Ltd., 550 Fifth 
Ave., New York City, recognizing the 
advantages that accrue to the department 
store (at the expense of retail jewelers) 
by the consistent use of “promotion,” have 
decided on group offerings of their prod- 
ucts. These promotions will enable the 
retailer to capitalize upon the advantages 
of offering his customers selection from 
groups of items that ordinarily sell for 
higher prices. These can be offered on 
advertised sale at reduced prices. 

“Owing to our tremendous production 
facilities, due to the fact that we have 
recently acquired an additional factory,” 
says Lambert Wallenstein, sales manager 
of Victoria, “we have prepared promo- 
tions consisting of groups of first quality 
alabaster base attractively rhinestone- 
clasped simulated pearls, made up as neck- 
laces, bracelets, dog collars, chokers, ropes, 
fancy side drapes, twists etc. Each piece 
involved would bear the Victoria label, 
but offered in bulk, unpackaged. 

“Orders can be calculated on as small 
a quantity as one gross of pieces assorted 
in promotional groups varying from $144 
per gross cost, to $288 per gross,” said 
Wallenstein. Samples are available for in- 
spection. 


“Steal-Proof" Universal 
Geneve Counter Display 


Especially made for the top of jewelry 
store counters and to stop worrying about 
theft, this new Universal Geneve unit can 
be placed where the customer can see and 
touch the timepieces shown. 





The display has a lock arrangement 
that the jeweler can easily operate—and 
it requires no keys. The display invites 
customers to take one of Universal Geneve’s 
new booklets on chronographs, entitled 
“Accurate Time Plus.” Available to Uni- 
versal Geneve dealers on request. 





Dimes Patterns Made by 
Wallingford 


The sterling flatware patterns manufac- 
tured up to eight years ago by Richard 
Dimes Co. of Boston, “Debutante,” “Irish 
Antique” and “Irish Antique Engraved,” 
are now being produced by Wallingford 
Silver Co., Wallingford, Conn. The sales- 
men of Preisner Silver Co., manufacturers 
of sterling hollowware, also of Wallingford, 
are now showing these patterns. 





Ostby & Barton 
Mother's Day Campaign 

A national Mother’s Day promotion, de- 
signed to help the jeweler sell more cameo 
rings for gifts in connection with this 
event, has been prepared by Ostby & Bar- 
ton. Full-scale support of the promotion 
will include large size consumer adver- 
tisements in both Life and Look. 

Ostby & Barton are offering special news- 
paper mats and an attractive Mother’s 
Day display card which is free with any 
five O-B cameo rings. The special Mother’s 
Day message can be replaced by different 
messages suitable for other occasions. 





at a 





Other promotions will be made through- 
out the year, the company stated, as part 
of what is termed the “O-B Partnership 
Plan” of passing on benefits of direct sell- 
ing to the retailer. 


Oneida Ltd. 1950 
Campaign Announced 


Oneida Ltd., makers of Community 
Silverplate, will start the largest advertis- 
ing campaign in the company’s history, 
effective February 1950, it has been an- 
nounced by Harley H. Noyes, Oneida’s 
vice-president and director of advertising. 
The campaign features paintings by artist 
Jon Whitcomb, who has been doing Oneida 
advertisements since 1943.  Lllustrations 
will highlight a boy and girl and replace 
the Community bride series of the past 
two years. 

Full pages, both four-color and black- 
and-white, have been scheduled for 13 
national magazines including American, 
Charm, Cosmopolitan, Glamour, Good 
Housekeeping, Household, Ladies’ Home 
Journal, Life, Look, McCall’s, Mademoi- 
selle, Redbook and Woman’s Home Com- 
panion. Forty-eight of these insertions 
will hold cover positions. 

The headline to be featured in each ad- 
vertisement is, “Yours To Live With... 
Yours To Love—For Keeps.” Prominent 
in the copy will be a repetition of the 
theme: “Patterns To Live With . . . Pat- 
terns To Love.” The five Community silver- 
ware patterns, Milady, Morning Star, Cor- 
onation, Lady Hamilton, and Evening Star 
will appear as part of the main illustration. 
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Time Change in 
Ronson Radio Show 


Ronson Art Metal Works, Inc., announc- 
ed that the “Johnny Desmond Show” 
recently moved to the 9:25 to 9:30 P.M. 
EST time slot on the full ABC network. 


Parker Predicts Higher Sales 


A prediction that  writing-instrument 
sales by the Parker Pen Co. in 1950 will 
be approximately 25 per cent higher than 
in 1949 was made in New York, recently, 
by James N. Black, vice president and sales 
manager. 

At the same time, Black told Parker 
sales representatives at a 1950 sales-plan- 
ning conference that a preliminary estimate 
shows Parker’s 1949 sales volume was down 
14 to 18 per cent under the previous year, 
which was considerably better than the 
average for the industry. 

Black pointed out that one factor hold- 
ing back retail sales of higher-priced 
writing instrument lines last year was lack 
of positive action by Congress regarding 
the wartime excise taxes on _ so-called 
“luxury” products. “Whether Congress 
will repeal the luxury taxes this year re- 
mains unsettled,” he added, “but there 
should certainly be no reason for hesi- 
tancy.” 


Schick Sets Up Retailers 
In Accessories Business 


Schick Electric Shaver, Stamford, Conn., 
just announced a Special Introductory 
Promotion Offer for the Schick Electric 
Shaver Accessories Display Cabinet. 





This offer contains six shearing heads, 
six shaver cords, six lubrication kits, and 
12 packages of brushes, with total retail 
value of $37.50. 


Dunhill Lighters Reduced 


Alfred Dunhill of London, Inc., has re- 
duced the price of their gold-plated Roll- 
alite from $15 to $10 retail and the price 
of their rhodium-plated Rollalite from $10 
to $7.50 retail. Arthur Mainzer, president 
of Dunhill, said: “Greater efficiency in 
manufacture has permitted us to reduce 
the price of our lighters. The Rollalite 
can no longer be considered for the luxury 
market only.” 
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Columbia Diamond Rings 
Selected by Prizes, Inc. 


Based on a survey conducted over 200 
radio and television stations who use give- 
aways extensively, Columbia Diamond 
Rings was selected as the “Product of the 
Year in its Field.” 





The Award of Merit was presented to 
C. Benjamin Axel, Sales Director of Co- 
lumbia Diamond Rings by Miss Rose Mag- 
dalany at ceremonies conducted at the 
offices of Prizes, Inc. 

Columbia Diamond Rings have been 
regularly presented as giveaways on na- 
tional network radio shows including: 
“Sing It Again,” “Ladies Be Seated,” 
“Queen For a Day,” “Ladies Fair,” and 
“Chance of a Lifetime.” 


Forstner Has New Process 


The Forstner Chain Corporation recent- 
ly announced a new construction process 
which it claims gives its 1/20-12 Karat 
Gold Filler products superior resistance 
under virtually all climatic conditions. 

The process, “Climatest,” is a unique 
construction of snake chain which permits 
the concentration of the Karat gold on the 
outside where it is most needed. This 
plus pure nickel as a base assures a high 
degree of corrosion resistance. 

According to word received from the 
company, “Climatest” is a new concept in 
jewelry making. Forstner also announced a 
54" wide men’s “Komfit” band for today’s 
larger watches, in 1/20-12 Karat Gold 
Filled with stainless steel lining and all 
stainless steel. 


Buxton Opens West 
Coast Office 


Buxton, Inc., nationally known manu- 
facturer of personal leather goods, has 
opened West Coast offices at 607 South 
Hill St., Los Angeles, according to an 
announcement by Robert H. Chapman, 
sales manager. 


New Catalog from 
Trophy Craft 

Trophy Craft Co. of Los Angeles has 
released a new catalog illustrating their 
complete line of trophies. The 46-page 
catalog features “Goltone” printing which 
effects a bright 24-karat gold color. The 
three-color catalog is available at no cost 
to retailers who write E. R. Gill, Trophy 
Craft, 249 N. Reno St., Los Angeles. The 
firm makes trophies, medals, gifts and ball 
charms. 





New Carrier, Cooling Tower 


A new cooling tower, especially adapt. 
able to self-containing air conditionin 
units, but applicable to any installation 
with a water cooled compressor, has heey 
announced by Carrier Corporation, Syra- 
cuse, N. Y., manufacturer of air con. 
tioning and refrigeration equipment. 

Available in four models, ranging from 
five to 15 tons of refrigeration capacity 
the new Carrier unit permits the recircula. 
tion of water with a minimum of loss, and 
this is due mainly to normal evaporation, 
The unit has a water turbine drive, and 
the only electrical connection needed jg 
for a small pump which is apart from the 
tower itself. The unit requires floor space 
of 36 inches wide by 36 inches deep and 
stands seven feet high. 

The four models are 5, 744, 10 and 15 


h.p. air conditioning systems. 


New Fiux For 
Gold and Silver Soldering 


A new liquid flux developed especially 
for use in gold and silver soldering opera. 
tion has just been announced by Handy 
& Harman, 82 Fulton St., New York 7, 
N. Y. . Copies of a descriptive bulletin, 
No. 18, are ready for distribution. 


Feature Lock's 3-Dimensional 
Display 

“Together Forever” is the theme for this 
window display for Feature Lock rings, 
patented creations of the Feature Ring 
Co., Inc., 126 W. 46th St., New York 
City. Provision is made to show five Bridal 
Sets “unlocked,” as well as five interlocked 
Bridal Sets, emphasizing that Feature Lock 
Matched Engagement and Wedding Rings 
can be purchased and worn separately or 
can be purchased and worn together. 











This three-dimensional display, which is 
10” high, 1144” wide and 4%” deep, is 
one of many dealer aids which are being 
coordinated with the 1950 Feature Lock 
National Advertising campaign, reaching 
over 60 million readers of the country’s 
top magazines. 


Wolfe Makes S.A. Trip 

For the fourth time in as many years, 
William Wolfe, Export Manager of the 
Jacques Kreisler Mfg. Corp., North Bergen, 
N. J., creators of watch bands and men’s 
fashion jewelry, left on January 27 for an 
extended trip through the Latin American 
countries to present the 1950 Kreisler line 
to distributors and retailers. 
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Speidel Distributes Selling Aid 

The Speidel Corporation, Providence, 
R. L., is currently making available a new 
counter/ window display to retail jewelers. 
Against a background of red velvet and 
antiquated gold, swings a miniature figure 
of Bert Parks, “Stop the Music” MC. 


t eidel 
Sesitl 





This new display is lighted with a flasher 
bulb placed behind a traditional shield set 
in the lower right-hand corner and carries 
the Speidel radio slogan: “Your watch 
looks grand with a Speidel band!” Across 
the top of the display is an antique gold 
banner featuring an endorsement of the 
product by Bert Parks and a miniature of 
the Speidel heraldic insignia previously 
introduced with the “Sir Galahad” watch- 
band. 

The size of the new unit is 15 in. wide, 
914 in. deep and 20 in. high. It is available 
to jewelers as part of Speidel’s “C/100 
Crown Unit.” This unit, also includes the 
new Speidel “Crown Case” counter mer- 
chandiser containing 15 watchbands and 
12 additional gift-boxed bands. The cost 
of this unit to the retailer is $126.77. 


A.S.R. Presents New 
Display Unit 

The A.S.R. Lighter Division of the Amer- 
ican Safety Razor Corp., now has available 
a new jewelry store window display unit, 
which is adjustable to fit any size window. 
It is Swedish modern in design, using 
natural finish birch and walnut in combina- 
tion with strong flame colors. 





The whole display is developed so local 


display managers can devise their own 


background schemes. The open wire mesh 
allows the display of allied items. 
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Traveling Display For Gemex 

With the original oil painting used in 
its current advertising as its keynote, 
Gemex Co., Union, N. J., has developed a 
traveling display for its new Sonata watch 
band tied in with concert appearances of 
Gladys Swarthout and with the engage- 
ments of the San Carlo Opera Co. This 
display will be available to one jeweler 
in about a dozen cities from February 1 
to July 1. 

Gemex has designed this display so that 
it will be a complete package, which can 
be set up in the jeweler’s window in a few 
minutes’ time. The tie-ins with Miss 
Swarthout’s appearances will start in 
March in Houston, Texas, and continue 
from coast to coast. The San Carlo Opera 
Co. tie-ins will be in a number of different 
cities. 


Levin Jewel Chucks 

A set of chucks especially made for 
holding jewel settings is now being mar- 
keted by Louis Levin & Son, Inc., manu- 
facturers of watchmakers’ tools. The steps 
in these chucks range in size from 1.4mm 
to 3.0mm in intervals of .lmm. The full 
set of 17 chucks will hold any jewel 
setting from the smallest wrist watch to 
an 18 size pocket watch. 





An unusual feature is the individual 
plugs which are provided for each of the 
chucks. As the chucks are made of soft 
steel they can be re-stepped or altered to 
suit a particular job. The plug keeps the 
chuck from collapsing in the lathe spindle 
while the step is being turned. 

The full set of 17 chucks, cat. no. ABDE, 
may be obtained from any of the regular 
wholesale material dealers. 


Massman Gets Control 
of Transparent Shade Co. 


Jack Massman recently acquired sole 
control of Transparent Shade Co. of Los 
Angeles, exclusive manufacturers of Infra- 
Chem transparent shades, and its affiliated 
companies. Massman founded the firm in 
1940 along with M. J. Kahn. 

Although Infra-Chem transparent shades 
can be found in almost every type of store 
window and in every state, Massman be- 
lieves that “as more and more merchants 
realize Infra-Chem can save them money 
by protecting their window displays against 
sun fading and can build sales by insuring 
complete window display visibility, they 
will turn to transparent shades.” 





Jacques Kreisler Introduces 
New Men's Jewelry Package 

To coordinate Kreisler’s men’s fashion 
jewelry promotion themes, “Gay Nineties” 
and “American Modern,” with the actual 
display of merchandise in packages, the 
company has originated a new idea for 
each individual package of moderately 
priced items. This consists of a six-color 
lithographed card attached to the inside 
of the paper box and illustrates the fashion 
era which inspired the merchandise de- 
signed. 





On the back of this is a consumer gift 
card and the company guarantee on its 
product. 

Higher priced and gold filled items are 
packaged in Kreisler’s monks cloth metal 
box which was awarded First Prize in a 
National Modern Packaging Contest. 


Radio Promotion Success 
for 1847 Rogers 


The pulling power of radio promotion 
for silver manufacturers seeking new 
sources of potential customers was demon- 
strated by 1847 Rogers Brothers with fig- 
ures released by George Kamne, Inc., mer- 
chandise counsel. 

A return of almost 20 per cent resulted 
from the New Year’s Day promotional tie- 
in for 1847 Rogers Brothers, with the 
“Queen For A Day” program sponsored by 
Alka Seltzer. The silver manufacturers 
offered to send a silver spoon to every 
child born on January 1, 1950. 

A total of 1,900 requests were received. 
Thus, almost 20 per cent of the children 
born on January 1, 1950 will receive an 
1847 Rogers Brothers silver spoon. 





Sickles Offers New Monthly 
Promotional Campaigns 

M. Sickles & Sons, Inc., wholesale 
jewelers of Philadelphia, are now featuring 
an attractively designed choker, bracelet 
and earring ensemble in gold, gold filled, 
gold plate and rhodium finish which they 
style the “Sun Line Styled by Sickles.” 
This new creation is achieving new fashion 
popularity. At the same time M. Sickles 
also announced they would release on a 
regular monthly basis, a series of promo- 
tional items designed to provide the jewel- 
er with feature merchandise priced to at- 
tract the mass market. 

Eight sets of promotional items will 
be released during the year as follows: 
February—Rings; April—Diamonds; May 
—Silverware; June—Pearls; September— 
Watches; October—Silverware and Novem- 
ber—Diamonds. 
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Kreisler Announces 
$9.95 Price Policy 


Announcing a new lower price policy 
based on the current public demand for 
merchandise priced right, Tobias Stern, 
President of Jacques Kreisler, said: “The 
fact that today’s consumer is buying value, 
provides the key to success for our industry 
this year.” 

Two Kreisler men’s expansion bands 
have been reduced to conform to the new 
pricing policy which fixes $9.95 as the tax 
included retail price for three timely num- 
bers including the new Golden Bamboo. 

Quality will remain the same on all these 
watch bands in spite of the lowered price. 
National advertising and promotional ma- 
terial will back up the new Kreisler pric- 
ing policy. 

Metalix Manufacturing 
Co. Expands 

Metalix Manufacturing Co. expands with 
the construction of a new East Norwalk, 
Conn., plant. 

This is part of a plan to increase pro- 
duction facilities and operations in the 
manufacture of the Westlake Staking Tool 
and Westlake Watchmakers’ Tools. 





Also produced in this new plant are 
the staking tools and many of the watch- 
makers’ and jewelers’ tools bearing the 
Fitrite trade mark of M. J. Lampert & 
Sons, New York. 

The wholesale distributor for all Metalix 
manufactured products is M. J. Lampert 
& Sons, Inc., 352 Fourth Ave., New York 
10, N. Y. 





Schick Merchandising 
Contest Winners 


S. D. Moorman, sales manager of Schick 
Electric Shaver Co., recently presented 
Schick Supers to the New York City rep- 
resentatives of the three winning radio 
stations for their part in making the “Out- 
shaves Blade Razors” campaign a success. 
Over 58 AM and TV stations competed for 
these Merchandising Awards. 

Twenty-five thousand different letters, 
cards, and news bulletins were mailed to 
key dealers in the local territories. And 
in addition, 470 personal tie-in calls were 
made to the trade. Station publications 
with a total circulation of over 690,000 
carried special publicity on the campaign. 
The Schick Advertising Committee selected 
the three stations doing the most out- 
standing local merchandising job. The 
winners were: Martin Beck, The Katz 
Agency (WCOP, Boston); Ed Jameson, 
WLW Sales Office (WLW, Cincinnati) ; 
and Bill Shrewsbury, Headley-Reed (KJBS, 


San Francisco). 
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New "Golden Hour" 
Plastic Display 
Jefferson Electric Co., Bellwood, IIL. 


has produced a new counter-window dis- 
play for the “Golden Hour” electric clock. 


‘\eKersor 
rae) POP Fee re 
: (joie FJ : 


J * 


Larisa. HOC 





Constructed of maroon plastic, this new 
Jefferson clock display carries its selling 
message and price in contrasting gold 
letters. The message, “perfect to give .. . 
wonderful to own,” is strategically located 
behind the crystal dial to emphasize the 
“see-thru” clock feature. New modern de- 
sign adds compactness to this display and 
increases its effectiveness to the individual 
dealer as it can be placed on the counte 
or in the window without monopolizing 
valuable space. It is available through 
Jefferson Electric Clock wholesalers from 
coast to coast. 


————— oe’ 


Canterbury Announces 
Reduced Prices 


Canterbury Silversmiths, 617 62nd St., 
Brooklyn, N. Y., announced a new sched- 
ule of reduced prices, effective March 15th. 
Through a special system of dealer and 
jobber protection, all Canterbury custom- 
ers are assured maximum price protection 
under this schedule. 

The new price schedule is now available. 


Levin Mainspring Winders 


Louis Levin & Son, Inc., now offer a set 
of three adjustable mainspring winders 
which are made in the conventional style. 
The hooks are nicely machined and made 
of hardened and tempered tool steel. 





All parts are fitted to operate freely and 
the workmanship conforms to the usual 
Levin standards. These mainspring winders 
are obtainable through the regular whole- 
sale supply houses. 








Elgin American 
Expands in Canada 


Plans for continuous expansion of Cana. 
dian operations of the Elgin American com- 
pany during 1950, with a probable 100 
per cent increase in personnel, were dis. 
closed today by Allen B. Gellman, firm 
president. 

The company, which began manufacture 
of cigarette cases, compacts, and dresser 
sets in Toronto, in August of last year 
wil! begin producing Elgin American cig. 
arette lighters and combination cigarette 
lighters and cases in 1950. 





Current Heirloom Sterling 
Ad Campaign Announced 


The spring and summer 1950 adver. 
tising schedule of Heirloom Sterling ha, 
been announced by Oneida Ltd. The for. 
mat follows the pattern established in the 
fall and winter campaigns, a S1X-Diece 
complete place setting of Heirloom Sterling 
in the three patterns—Damask Rose, Man. 
sion House and Lasting Spring against , 
striking color background with floral cen. 
terpiece. 





The 1950 magazine schedule consists of 
full color pages in nine magazines, in- 
cluding Ladies’ Home Journal, Better 
Homes & Gardens, House Beautiful, House 
& Garden, Vogue, Harper's Bazaar, Living 
For Young Homemakers, Bride’s Magazine 
and Guide For The Bride. These maga- 
zines have a total circulation of 9,275,000 
and an estimated total readership of 
30,000,000. 





Lowell Silver Succeeds 
Tuttle Plating 


Through an error in the February issue, 
this magazine carried a headline which 
said “Lowell Silver Now Tuttle Plating.” 
This was incorrect and the facts are that 
Lowell Silver Plating and Mfg. Co. suc- 
ceeds the Tuttle Plating Co. at 107 W. 
Canton St., Boston. 

Gross Delivers 
Berland Ring Prize 

Abe Gross, partner in the H. L. Gross 
& Bro. jewelry store chain in Long Island, 
New York (Hempstead, Jamaica and 
Brooklyn) recently presented a $2,000 
Berland Diamond Ring to Mrs. J. Boller 
Marks. 

Mrs. Marks won the valuable Berland 
ring when she gave the correct answer to 
the jackpot question on a recent radio 
quiz program. She received the prize at 
Gross’ Brooklyn store. 
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De FOREST MANICE 


ROLD E. RICH 
ws (Elgin Natl.Watch Co.) 


(Elgin Notl.Watch Co.) 


Appointment of three new district sales 
representatives for Elgin National Watch 
Co. has been announced by Andrew L. 
Rowe, vice-president in charge of sales. 
They are: 

Lloyd B. Foulds of Boston, to cover 
Maine, New Hampshire, Vermont and the 
northeastern portion of New York. 

Fred Harvey, formerly of Toulon, IIl., 
to cover the Fort Worth area in Texas. 

De Forest Manice of New York, named 
export sales representative with headquar- 
ters at Elgin. 

Harold E. Rich of Oklahoma City, a 
member of the Elgin National Watch Co. 
sales staff since 1947, has been named 
Southwestern sales manager, it was also 
announced by Vice-President Rowe, who 
declared that Rich will handle all sales 
and merchandising activities for Elgin in 
Louisiana, Arkansas, Texas, Oklahoma, 
New Mexico, Colorado and Western Kan- 
sas. Rowe said the appointments marked 
a further expansion of Elgin’s regionalized 
program to aid jewelers. 

J. L. Popowich. manufacturer of wrist 





LLOYD B. FOULDS 
(Elgin Natl.Watch Co.) 


FRED HARVEY 
(Elgin Natl.Watch Co.) 


watch straps, has appointed Albert Kotler 
sales representative for the Midwest. 

The Kelbert Watch Co., New York, has 
named Arthur Portnoy as their represen- 
tative for the states of Minnesota, Illinois 
Wisconsin, Iowa, Indiana, and Missouri, it 
was announced by I. L. Schuhman, sales 
manager. 

Myron H. Mendelson has been appoint- 
ed West Coast representative for the 
Marathon Co., Attleboro, Mass.. according 
to a recent announcement by Marathon’s 


M. M. Forman. Mendelson’s office will be 


in Los Angeles, Cal. 

Appointment of Harry FE. Beatty as 
Western Sales Representative, and Richard 
M. Spiegel as Northwestern Sales Repre- 
sentative, has been announced by Ostby 
& Barton Co. Beatty will travel California, 
Arizona, Nevada and New Mexico. Spiegel 
will represent O & B in Washington, Ore- 
gon and Idaho. 

Arthur Oppenburg has joined Copeland 
Displays, Inc., in an executive sales ca- 
pacity. He was formerly with Tide maga- 
zine and National Broadcasting Co. 





Qua - . — =< 


New Sales Appointments at Gruen and Gemex 






LARRY KATZ 
(Gruen Watch Co.) 


VIC M. SOLOV 
(Gruen Watch Co.) 


Gruen Watch Co., Cincinnati, has ap- 
pointed three new sales representatives, 
it was announced by President Benjamin 
S. Katz. They are: Ben Kellis, who will 
cover the Pacific Coast, working out of 
the Gruen office in Los Angeles; Vic M. 


Solov, who will cover portions of Illinois 


FOR MARCH, 1950 
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BEN KELLIS 
(Gruen Watch Co.) 


EUGENE RODERICK 
(Gemex Co.) 


and Indiana, and Larry Katz, who will 
cover Pittsburgh and a portion of North- 
western Qhio. 

Eugene V. Roderick has been appointed 
sales representative in the Southwest by 
the Gemex Co., Union City, N. J., makers 
of fine watch bands. 





O&B 
Chief Designer 


HENRY V. HILTZ 


Chief Designer 
Ostby & Barton 





Ostby & Barton Co., announced the ap- 
pointment of Henry V. Hiltz as chief de- 
signer and ring stylist. Hiltz brings to 
the company wide experience in jewelry 
design, stemming from 25 years’ experi- 
ence. Hiltz was born in Paris, where he 
graduated from the National Academy of 
Decorative Arts. Upon graduation he 
received a silver medal for excellence, 
and, soon after, a diploma and bronze 
plaque from the city of Paris as a prize 
in a competition open to all designers in 
de luxe industries. In 1920, he opened 
his own studio of design for service in 
Paris, Vienna, London and New York. In 
1932, Hiltz helped pioneer the lost wax 
process of casting. 





Benrus 
Appoints 


Thorne 


AARON THORNE 


Western Sales Manager 
Benrus Watch Co. 





Aaron Thorne has been appointed West- 
ern Sales Manager of the Benrus Watch 
Co. of New York, it was announced by 
S. Ralph Lazrus, president. He will direct 
operations for 12 western states and Hawaii 
from the new Benrus office in Los Angeles. 





Arrow Presents Employee Bonus 


The Arrow Manufacturing Co. of West 
New York, N. J., manufacturers of jewelry 
boxes and displays, marked the end of 
their 35th anniversary year, 1949, by dis- 
tributing for the 14th consecutive year, 
annual bonuses to its employees. 

In making the presentation, Milton 
Weill, president of the company pointed 
out to the employees that the company 
was paying out a little over 34 percent of 
its profits in the form of bonuses, pension 
plan, group insurance, and other welfare 
benefits. He also stated that the retirement 
pension plan existed at Arrow for many 
years. long before present day emphasis. 





Elgin American Appoints Seeds 

Allen B. Gellman, president of Elgin 
American, recently announced the appoint- 
ment of Russel M. Seeds Co., Chicago, to 
handle advertising on all Elgin American 
products. 
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Special Notices 


“Situation Wanted’”’—Regular type only $1.25 
_— 25 words; additional words, 5 cents per 
word. 


“Help Wanted’’—“Lines Wanted” and “Side 
Lines” —regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cente 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission, 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of rec »ndations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





= ————— 





A-1 watchmaker and fine engraver; 30 
years’ experience. Address “A., 4189,” 
care J C-K. 





WATCHMAKER; 25 years’ experience; 
must be permanent: best of references. 
Address “E., 4290,’’ care J C-K. 





APPRAISER-salesman ; window trimmer; 
show card writer; top flight man. Ad- 
dress “G., 4375,’”’ care J C-K. 





BOOKKEEPER, typist: many years’ 
jewelry experience; full charge; salary, 
$55. Address “E., 4313,” care J C-K. 





DESIGNER for fine and novelty jewelry; 
experienced ; typing besides; New York 
only. Address “A., 4336,’’ care J C-K. 





SALESMAN, retail; 25 years’ experience; 
desires permanent position with reput- 
att eee Address “R., 4383, care 





WATCHMAKER;; 23; single; H.I.A. cer- 
tified, Bradley trained; one year’s ex- 
perience; seeking permanent position. 
Address “F., 4315,” care J C-K. 





FOREMAN ; 30 years in jewelry business; 
45 years of age; would like to make a 
change for the better. Address “R., 
4401,” care J C-K. 





JEWELER: 22 years’ experience repairs 
and special orders, in platinum and 
gold: prefer fine retail store: Southwest 
or West. Address “H., 4392,” care J C-K. 





WATCHMAKER; 30 years’ experience: 
capable of taking complete charge: de- 
sires permanent position: good refer- 
ences. Address “V., 4403,” care J C-K. 





FIRST class watchmakers, experienced in 
all types of chronographs and timers; 
available at once. Write “A., 3301,” 
care J C-K. 





JEWELER; for high grade platinum hand 
made jewelry, wishes position with 
western or southern manufacturer or 
store. Address “P., 4367,’ care J C-K. 





MASTER jeweler and diamond setter: 35 
years’ experience: excellent references. 
George Kalish, 170 E. 5ist St., New 
York City 22. Pl 8-3146. 


MODEL making and casting; have my 
own equipment; desires connection with 
manufacturer or store, preferably in 
the West or the South. Address “R., 
4368,” care J C-K. 





GENTLEMAN; many years in the line; 
experienced salesman, with wide ac- 
quaintance in the trade, desires execu- 
tive position or sales manager. Address 
“S., 4331,” care J C-K. 





WATCHMAKER-clock and jewelry re- 
pairman; W. P. H. I. graduate; desires 
position ; five years’ experience; best of 
— Address “C., 4365,” care 





JEWELER; about 10 years’ experience on 
platinum, gold; can do light special 
orders and repairing; wishes position 
anywhere; moderate salary. Address 
“C., 4351,” care J C-K. 





YOUNG man, just finished watchmaking 
school, desires position as second watch- 
maker; own tools; go anywhere; South 
‘ Address “L., 4274,” care 
> &. 





SALESMAN-manager; 18 years’ retail 
credit store experience; employed at 
present; no borax; best of references ; 
honest and good worker. Address “H., 
4415,” care J C-K. 





WATCH importer; I am a young man 
with complete knowledge of orders, 
stock control, inventory, repairs, cor- 
respondence: highest references. Ad- 
dress “‘P., 4329,” care J C-K. 





VALUABLE salesman seeks good steady 
job in high grade store; successful ex- 
perience handling diamonds, watches, 
sterling and dinnerware; reference. Ad- 
dress “H., 4376,’ care J C-K. 





ENGRAVER: 20 years engraving and 
monogramming fine jewelry and silver- 
ware; would like position with better 
class retail store: South or West. Ad- 
dress “F., 4391,” care J C-K. 





DIAMOND man: experienced; good ref- 
erences: honest, extensive knowledge of 
diamonds: desires to connect with 
reputable diamond or ring concern. Ad- 
dress “D., 4372,” care J C-K. 





ESTIMATOR: watch and jewelry repairs ; 
excellent salesman; resourceful addi- 
tional qualifications; valuable asset to 
busy shop: highest recommendations. 
Address “N., 4380,” care J C-K. 





DESIGNER: student finishing the course 
in designing: also willing to do some 
office or benchwork. Jewelry Designing 
a een 217-01 Corbett Rd., Bay- 
Siae, iu. 1. 





YOUNG man: single: three years’ ex- 
perience retail trade: presently em- 
ployed: desires change for better op- 
portunities; references furnished. Ad- 
dress “‘K., 4396,” care J C-K. 





WATCHMAKER, with factory experience, 
desires permanent work in repairing; 
excellent references as to character and 
ability: New England area preferred. 
Address “E., 4258,” care J C-K. 





RETAIL salesman and manager: 32; 
eight years’ cash-credit experience in 
all phases of jewelry business; reliable 
references: desires position with Nevada 
concern. Address “C., 4311,” care J C-K. 








DESIGNER; young lady; experience with 
leading companies; good education: de- 
sires permanent position with well- 
established firm: prefer New York City. 
Address “P., 4309,” care J C-K. 





CLOTHING and jewelry: good man seeks 
responsible managerial job; intensified 
experience, large volume retail install- 
ment operations: first class reference. 
Address “‘TI.., 4379,” care J C-K 


JEWELER, engraver and diamond 
22 years better class work ; desires y 
tion with fine retail store ; South, South, 
west or West. Address “D., 4390,” cap. 
J C-K. » Cate 





$$ 

ASSISTANT credit manager; keen juq 
ment; top sales ability ; enviable knowL. 
edge jewelry industry ; age 44: married - 
many years’ experience; bondable Ad. 
dress “K., 4378,” care J C-K. ita 





—————______ 


JEWELER; New York City; capable of 
making spiral chain, watch attachments 
bracelets, lapels and earrings; also 

renc acks, hoop ear drops. A 
“Tl 4362,” care J C-K. pS. Adatees 


ee 


WATCHMAKER, 25 years’ experience: 
can do light jewelry and clock repairs: 
have had school training; can manage 
department if necessary; references 
Address “B., 4364,” care J C-K. , 








ee 


ENGRAVER; experienced; fine jewelry 
hollowware, monograms, crests; desires 
permanent position with first class firm: 
no trade shops; references. Address “N,, 
4241,” care J C-K. 








MANAGER; 44; married; outstanding 
reputation; sales, credits, collections, 
buying; advertising, window displays, 
personnel co-ordination; accustomed 
most successful voluminous operation. 
Address “K., 4219,” care J C-K. 





JEWELER; model maker on rings, able 
create original, own designed line: 
year prewar experience; familiar too] 
and casting production; metropolitan 
area preferred. Address “B., 2520,” 
eare J C-K. 








MANAGER: excellent retail salesman; 
38: married; 20 years’ experience all 
phases cash or credit store business: 
desires position New Jersey or New 
York: finest references. Address “L., 
4397,” care J C-K. 








WATCHMAKER; H.I.A. certified: Brad- 
ley graduate; prefer combination retail] 
sales and watch work: will however 
consider any position with future; pres- 
ently employed: New York City area 
only. Address “B., 4420,” care J C-K. 





MANAGER-salesman; 18 years’ retail in- 
stallment jewelry experience, now em- 
ployed: desires change; aggressive, 
neat-appearing and promotion-minded: 
best of references. Address “L., 4268,” 
care J C-K. 





DIAMOND man; experienced all branches 
diamond industry: enjoying good health 
and excellent character; available at 
$100 week to established, reputable New 
laric™ firm. Address “J., 4320,” care 





SALESMAN: fully experienced credit 
jewelry business: excellent diamond 
man; admirably qualified handling win- 
dows, advertising, strong promotions; 
early forties: married. Address “J., 
4377,” care J C-K. 





FACTORY office man: thoroughly experi- 
enced orders, inventory, stock control, 
taking care of accounts: seeks position 
with manufacturer or wholesale jeweler ; 
~~ Address “N., 4328,” care 





WATCHMAKER: salesman; B.T.S. grad- 
uate; 20 years’ experience; best of ref- 
erences: chronographs; capable of 
managing departments: permanent po- 
sition only replv: no floater. Address 
“J., 4296,” care J C-K. 








ADVERTISING manager; fully experi- 
enced credit jewelry chain, handled 
budgets of over $100,000; 39 years; 
married: interested only in nronosition 
with a future: minimum, $7,500. Ad- 
dress “V., 4333,” care J C-K. 


— 








VETERAN: 32; married: 12 years’ ex- 
perience as assistant office manager and 
salesman with leading watch and also a 
ring manufacturer: honest; dependable: 
reliable: neat appearance. Address “F., 
4293,” care J C-K. 
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SITUATIONS WANTED—Continued 
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ED position as watchmaker or 
prea of repair department; just re- 
covered from very serious accident, need 
employment, preferably Pacific south- 
west. A. Reid, 1803 Pine St., Paso 


Robles, Calif. 





—_—_ 


WATCHMAKER-jeweler ; 28 years of 
age; married; five years experience at 
bench; can also do fine engraving, 
jewelry repair, diamond setting and de- 
signing; California or Southwestern 
location preferred. Address “H., 4360,” 
eare J C-K. 








BOOKKEEPER; full charge, general 
ledger, trial balance; experienced dia- 
monds, precious stones, manufacturing ; 
extremely capable, efficient, trust- 
worthy ; personable; prefer small office ; 
Manhattan. Address “F., 4151,” care 
J C-K. 








MARRIED man; age 41; perfect knowl- 
edge of diamonds, pearls, precious 
stones, jewelry; nine years’ sales repre- 
sentative and wholesaler in Germany ; 
eight years own retail jewelry store 
South America; references. Address “J., 
4361,” care J C-K. 





nl 


A-1 watchmaker; 35; single; displaced 
German; 12 years’ experience, all kinds 
German, Swiss, 400 days, R.R., electric 
and domestic watches; wishes perma- 
nent position. Address, Jahn Denko, 
a Sanburn Ave., Los Angeles 27, 
Calif. 





SALESMAN, with opportunity to assist 
managing; fully experienced watch- 
maker, jeweler and engraver; studying 
to be certified gemologist; best of ref- 
erence; age 28; married; no drinking or 
es. Address “D., 4412,” care 





YOUNG man; single; full knowledge of 
nationally advertised brands of silver- 
ware, clocks and jewelry, seeks position, 
preferably in East, with progressive 
jewelry firm, wholesale or retail; best 
oy: aa Address ‘“H., 4294,” care 





THINK; what is this proven ability worth 
to your retail organization today? thor- 
oughly experienced chain and depart- 
ment store man who can really buy, 
promote, sell, supervise; deliver those 
extra sales, extra profits, now. Address 
“N., 4325,” care J C-K. 





WATCHMAKER;; experienced: 32; thor- 
oughly capable handling, purchasing and 
selling bands, cases, materials and 
allied lines; desires position with repu- 
table watch concern, in either or both 
capacities; New York preferred. Ad- 
dress “S., 4301,” care J C-K. 








CREDIT jewelry manager, with thorough 
knowledge of promotion, display and 
advertising ; excellent record: seeks op- 
portunity that will be a challenge and 
could prove remunerative; minimum of 
$8,000: east of Mississippi; age 39: 
married. Address “‘W., 4334,’ care J C-K. 


MANAGER, salesman; 15 years retail, 
cash, credit, collections, window dis- 
plays, purchasing, merchandising, pro- 
motional sales, advertising: volume 
operations; excellent qualifications; 
references; personality; appearance; 
38: _—. Address “E., 4373,” care 

“Kr. 





_ Ee 





MANAGER-salesman; 25 years’ experi- 
ence; thorough knowledge of diamonds 
and colored stones; fine jewelry and 
watches; special order work: now em- 
Ployed; desires change; employment 
with high class retail firm only. Ad- 
dress “B., 3303,” care J C-K. 


EXPERT watchmaker; first class rater 
on railroad work and small watches, 
looking for position where first class 
work is appreciated; with present em- 
ployer seven years; desires to make 
change for personal reasons. Address 
“G., 4124,’ care J C-K. 





TOPFLIGHT jewelry man now avail- 
able; complete knowledge of install- 
ment jewelry business; buyer, mer- 
chandiser, credits, collections, sales 
promotions and general manager; 
12 years with large New York chain. 
Address “B., 3806,” care J C-K. 





RETAIL jewelry salesman; age 40; de- 
sires permanent connection with New 
York concern or vicinity; excellent ap- 
pearance and background; coupled with 
10 years’ diversified experience; knowl- 
edge of Italian and Spanish; especially 
suited for owner who plans semi-retire- 
ment. Address “P., 4400,” care J C-K. 





MANAGER: 32 years old; married; has 
two children; 13 years’ experience in 
credit and cash stores doing $175,000; 
presently managing one and supervising 
two smaller stores; seven years’ experi- 
ence with optical department: desires to 

make a change. Address “G., 4295,” care 


— 
we 





SALESMAN: experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application are appreciated: thoroughly 
familiar with all departments of retail 
store; no preference on location: will go 
to any city. Address Circular 181, Room 
1415, Heyworth Bldg., Chicago 2. 





FIRST class watchmaker; 20 years’ ex- 
perience at the bench, with high grade 
stores; have complete set of tools in- 
cluding Watchmaster; interested in a 
position with a reputable concern of the 
better class; can furnish best of refer- 
ences as to my ability, honesty and in- 
tegrity. Address “D., 4312,” care J C-K. 





YOUNG man; 25; single; neat appear- 
ance; pleasant personality: college 
graduate; former naval officer: three 
years’ retail jewelry experience; de- 
sires opportunity to start at bottom with 
top flight manufacturer; places future 
above all: willing to travel: top refer- 
ences. Address ‘“‘N., 4308,” care J C-K. 





WATCHMAKER, jeweler and engraver; 
Bradley graduate; five years’ instru- 
ment and watchmaking in service; two 
and a half years’ benchwork since grad- 
uating: experienced takein and sales- 
man; have completed first part of gem- 
ology and one resident course: married, 
age 28; no drinking or smoking: own 
tools. Address “‘C., 4411,” care J C-K. 





RETAIL salesman; fine jewelry: special 
order man and assistant diamond buyer, 
with one of New York City’s finest 
houses, desires position; 29 years’ ex- 
perience; 10 years at bench, and 13 
years as estimator in charge of jewelry 
and watch repair department, in leading 
department store. Address “G., 4357,” 
care J C-K. 








WATCHMAKER - salesman - manager; 
age 37; capable; seasoned; 18 years’ 
association in business; complete 
tools and equipment including tim- 
ing, cleaning and soldering ma- 
chines; horological school trained, 
plus college with business adminis- 
tration major. Address “‘D., 4288,” 
eare J C-K. 





CERTIFIED watchmaker; combination 
front man; unusual ability; jewelry re- 
pairing, engraving, selling, window 
trimming: nearly 30 years’ experience ; 
fast, dependable; neat appearance; tops 
in references ; only going store with lots 
of repair work; South or West; salary 
or commission open. Address, ‘‘Watch- 
maker,” 234 South National, Springfield, 

lo. 





PRESIDENT and general manager of 
successful million dollar retail jewelry 
store, interested in any attractive offer ; 
25 years’ executive experience; proven 
ability to increase sales and net profit 
in a prestige store by modern aggres- 
sive merchandising; registered jeweler 
American Gem Society; certified gem- 
ologist Gemological Institute of Amer- 
ica. Address “K., 3932,” care J C-K. 





SALESMAN, manager, buyer, desires per- 
manent position with high class jewelry 
or department store; 20 years’ experi- 
ence with New York’s best jewelers and 
two department stores; thorough knowl- 
edge of the jewelry business, including 
estimating on special order work, re- 
pairs, etc.: excellent salesman; con- 
scientious; neat appearance: highest 
references; resident of New York. Ad- 
dress “P., 4348,” care J C-K. 





MANAGER, or salesman; I am a resident 
of New York, but would consider a per- 
manent position in Houston, Dallas, or 
California; have 20 years’ experience, 
with a thorough knowledge of fine jewel- 
ry and watches, also merchandising ; 
have been associated with New York’s 
finest jewelers and a large department 
store; I desire a position with a repu- 
table concern where a conscientious, 
excellent salesman is desired; neat ap- 
pearance and personable; best refer- 
ences; present earnings about $6000 per 
year. Address “O., 4347.” care J C-K. 








Lines Wanted 








EXPERIENCED salesman, with Chicago 
office, wants line for Midwest, for job- 
bers and large outlets. Address Circular 
183, Room 1415, Heyworth Bldg., Chi- 
cago 2. 





SALESMAN; rings, mountings or loose 
diamonds : many years’ experience, call- 
ing on jobbing trade and chain outfits; 
West to Cincinnati and Southern terri- 
tory. Address “R., 4330,” care J C-K. 





PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches; 
commission basis. Address “M., 2830,” 
care J C-K. 





SALESMAN ; covering New England with 
sterling silver line, seeks side line of 
plated silverware from manufacturer; 
many vears’ established clientele. Ad- 
dress “P., 4272,” care J C-K. 





PACIFIC Coast salesman; have covered 
better stores for over 20 years: desires 
factory line of platinum or 14kt. jewel- 

ry: commission basis. Address “K., 

2829,” care J C-K. 





JEWELRY manufacturers; salesman, 15 
years’ top New York-Providence stone 
importer: age 37; desires connection, 
reputable manufacturer, carrying line; 
references. Henry Edsforth, 98 Beekman 
Ave., Mount Vernon, N. Y. 





(Continued on page 256) 
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(Continued from page 255) 





DENVER, West representation; open 
for only one strong line, no side 
lines, covers better wholesalers; best 
of references; excellent personal 
financial standing. Address ‘M.., 


4300.” care J C-K. 





SALESMAN desires manufacturer’s line 
ladies’ platinum or gold mountings to 
sell to semi-jobbers and large retail 
jewelers; territory: Greater New York 
and vicinity Philadelphia down to Wash- 
ington ; also Boston. Address “M., 4398,” 
care J C-K. 


 —— 





SALESMAN; finest connections with 
better retail jewelers, wants to rep- 
resent established manufacturer; 
now representing top distributor of 
nationally advertised merchandise. 


Address “A., 4418,” care J C-K. 





VIRGINIA gentleman; college; age 22; 
one year’s experience in jewelry busi- 
ness as salesman; will represent line in 
Virginia or southern territory; wants 
connections with reliable firm; finest 
references; extensive contacts in Vir- 
ginia. Address ‘‘M., 4323,’ care J C-K. 





JEWELRY manufacturers, what have 
you? a high class sales representative 
can sell to his large clientele, comprised 
of jobber, catalogue and chain outlets in 
the Midwest; state all particulars; re- 
plies will be held in strictest confidence. 
Address Circular 182, Room 1415, Hey- 
worth Bldg., Chicago 2 





JEWELRY wholesaler, with office in Cali- 
fornia and good following, seeks new 
lines and items to be sold to better retail 
jewelers and department stores; we buy 
outright or take representation on com- 
mission basis; interested in a good 
watch line, carved wedding rings, an- 
tique reproductions, cluster rings, dia- 
monds, gold and platinum goods, travel- 
ing alarm clocks, and other good sellers. 
Address “K., 4321,” care J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing: basis, to add to their line: in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
wx: stores. Address “H., 2006,” care 





EXCELLENT opportunity for manu- 
facturers; lines wanted immediate- 
ly; one of the nation’s outstanding 
representatives for the past 30 years 
is in the market for gold and plat- 
inum lines; can use a good name 
watch line, also promotion lines; 
have most connections with jobbers, 
chain stores, large users; eastern 
territory; commission basis. Address 


“W.. 3999.” care J C-K. 





YOUNG man 26; neat, sober, reliable; 
pleasing personality ; high school gradu- 
ate, some college; graduate of Horo- 
logical School; desires position traveling 
Florida, Georgia, Alabama and any 
other southern state necessary, with 
large established watch and jewelry ma- 
terial house, jewelry wholesaler or man- 
ufacturer; has owned and operated own 
retail store successfully for a number of 
years; can furnish the best of character 

references. Write “C., 4287,’’ care J C-K. 


Side Lines 











SALESMAN wanted by well known manu- 
facturer of 14K gold bracelets and watch 
attachments, for New York City and 
vicinity. Address “P., 4382,” care J C-K. 





SALESMEN ; all territories, with retail 
following, to carry complete religious 
line of rosaries, medals, and crosses in 
sterling, gold filled and gold; 10% com- 
mission. Address “D., 4148,’ care J C-K. 





SALESMAN; with established following 
in South and Middle West, to carry line 
of fine diamond jewelry and watches; 
may carry non-conflicting line. Address 
“L., 4299,” care J C-K. 





LIVEWIRES; answer this little ad for 
top-quality smoker’s item; use and sell 
the article that earns plenty of extra 
profits for you “Seeing is Believing” ; 
retails $2; investigate. Address “A., 
4276,” care J C-K. 





SALESMAN wanted by New York 
house, for a very good side line 
diamond emblem rings. and assorted 
rings; well established trade for 
South; drawing against commission. 


Address “G., 4263.” care J C-K. 





SALESMAN wanted by manufacturer of 
ladies’ and gent’s 10k and 14k stone 
rings, diamond rings and wedding rings; 
also 14k crosses; to the retail stores on 
commission basis: Pacific Coast, also 
Chicago. Address ‘“‘T., 4332,” care J C-K. 





SALESMEN, with jewelry store follow- 
ing, to carry outstanding line of 
earrings, gold and _ gold-filled, to- 
gether with other good selling items; 
most territories open. Address “F., 


4215.”’ eare J C-K. 





MIDWEST salesman, represent Samuel 
Abrahamson, manufacturer’s exclusive 
line 14K gent’s mountings and ladies’ 
fancy rings; the right man has an op- 
portunity of a lifetime; large following 
7 —e Address “E., 4414,’ care 





SALESMAN; New England following, 
to sell exclusive line of cameras; 
protected territory; must have car; 
leading New England distributor. 
Ace Photographic Supply Corp., 163 
Oliver St.. Boston 10, Mass. 











SALESMAN; with established retail 
trade, wanted by manufacturer to carry 
complete, fast moving line of quality 
pearls, beautifully boxed and _ priced 
right; 15% commission; protected ter- 
ritory ; replies confidential. Address “C., 
4147,” care J C-K. 





—-— 


SALESMAN wanted, to travel Chicago 
and Middle West, to carry as a side 
line to fine retail trade, old estab- 
lished manufacturer’s line of ladies’ 
and men’s high grade 14K gold 
jewelry and novelties; commission. 


Address “B., 4337,” care J C-K. 






MANUFACTURER of _popular-n;; 
household electric clocks has oom ne 
tected territories open; prefer men }. “4 
ing on electrical appliance, jewelry “4 
furniture, hardware and departre 
stores; our clocks are strictly a quali 
product, guaranteed, and are outstang. 
ing in design and utility. Address “uy 
4394,” care J C-K. ~ 








a, 


SALESMEN; long established concern 
offers profitable complete side lines 
of popular priced diamond rings 
and 14K gold seamless wedding 
rings, to men with established retaij 
following; inquiries treated with 
utmost confidence. Address “¢.. 


4152,” care J C-K. 








AN excellent side line for salesman ¢a)}. 
ing on the southern and Midwest states 
featuring all the live numbers in the 
jewelry field, from a $1 retail on yp: 
especially strong is our line of earrings 
pins and rhinestone necks; will guaran. 
tee it will be your leading line in a very 
short time. Address “H., 3986,” care 
J C-K. 








LIVE wire, working out of Minneapolis 
or Chicago, wanted to take over 200 
of ring manufacturers most active 
retail, chain, credit accounts; Wis. 
consin, Minnesota; Iowa; Illinois, 
Dakotas; must know territory; per. 
manent, profitable tieup; car; com. 
mission: reply confidential. Address 


“T., 4371,” care J C-K. 





a 


KREMENTZ 14kt rolled gold overlay line 
of ladies’ and men’s jewelry, for towns 
which our salesmen do not cover, ina 
number of states; we will consider ap- 
plications of salesmen who carry non- 
competing lines, on a commission basis; 
give full particulars as to lines carried 
and states covered. Krementz & Co., 49 
Chestnut Street, Newark 1, N. J. 





SALESMEN; manufacturer of sterling 
silver novelties and outstanding baby 
line ; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade: proven volume sales to depart- 
ment stores: only top notch salesmen 
with strong following; good territories 
open: commission basis. Address “N., 
1253,” care J C-K. 











Help Wanted 








WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J C-K. 





WATCHMAKERS three, assistants two; 
steady: top salary or piece work. Ad- 
dress “C., 4339,” care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460, 
care J C-K. 








WATCHMAKER with optical experience; 
give age, experience and other refer- 
ences. Address “R., 3935,” care J C-K. 








JEWELER wanted; permanent position. 
Inquire at, Kahn-Oppenheimer, 917 F 
St., N.W., Washington 4, D. C. 





SALESMEN : to represent watch material 
and jewelers supply house in Middle 
Atlantic States; side lines allowable. 
Address “C., 4389,” care J C-K. 


a. 





ENGRAVER;; jewelry and silverware let- 
tering and monograms; must be com- 
petent; good proposition. Lee Kreisch, 
10 W. 47th St., New York 19, N. Y. 
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MAN; wanted by manufacturer of 
SALE sive line of men’s rings, sold direct 
to jewelers; non-conflicting lines per- 
mitted. Address “D., 4256,” care J C-K. 








—_—_—_——_—_—~Ss 


7 MAKERS ; wanted for trade piece 

wate good men with own tools; plenty 
of work; prefer Long Island residents, 
Suffolk; steady work for ight men. 
Address “M., 4269,”’ care J C-K. 








D; diamond setter and jewelry 
wa: permanent man only; give 


repair ; 2 & 
ience, references and wage in first 
eae. A. H. Bolender, 313 W. State, 


Rockford, II. 





—_—__-__ 


WANTED; experienced instructor in 
watchmaking ; capable of assuming re- 
sponsibilities; give full experience and 
references in first letter. Address “D., 
4289,” care J C-K. 








JEWELER, on platinum work and gold 
work; $2 per_hour, plus bonus; state 
experience and where in the past em- 
ployed, also age. Address “V., 4317,” 


care J C-K. 








EXPERIENCED silver, china, and jewelry 
saleswoman needed as department head ; 
good pay ; Decatur, Illinois ; state refer- 
ences and salary expected in first letter. 
Address “‘N., 4271,’ care J C-K. 





nl 


PROMOTIONAL-MINDED men, with re- 
tail jewelry experience, to supervise 
retail sales for a nationally known sales 
organization; salary and commission. 
Address “‘D., 4112,’’ care J C-K. 





a 


SALESMAN wanted; by old established 
firm to carry an exclusive line of fash- 
ionable silver and gold jewelry; experi- 
ence and references necessary. Address 
“P,, 4326,” care J C-K. 





SALESMAN;; to represent in New York 
City and nearby territory, an old 
established firm manufacturing 
jewelry boxes; answer in detail. Ad- 


dress ““M., 4277,”’ care J C-K. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





YOUNG MAN, wide awake, with ex- 
perience in diamond office; good 
opportunity for advancement with 
growing concern. Address “W.., 


4407.” care J C-K. 


ee 





SALESMAN wanted; opportunity for ca- 
pable salesman; permanent; good pay; 
good working conditions with leading 
Baltimore jewelers. Write, Hennegen- 
— 301 N. Charles St., Baltimore 1, 


Ee 





JEWELER; with about 20 years’ experi- 
ence on platinum and gold, to take 
charge of a small shop; unusually very 
fine opportunity ; give full information 
7 first letter. Address “Q., 4319,” care 


eee 


SALESMEN : thoroughly experienced, 
traveling by car; high class jewelry and 
watches ; retail following, Mid Western, 
Southern States; drawing against com- 
missions ; references. Address “B., 4388,” 
care J C-K. 





SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 





MANUFACTURER requires right type of 
salesman to sell finest 14K, S/S and 
G/F charms, men’s and ladies’ jewelry ; 
these now being sold in finest shops in 
New York and vicinity. Address “E., 
4214,” care J C-K. 








SILVER SALESMEN for West Coast, 
Midwest, Southwest, Deep South and 
New England territories; established 
lines of fine sterling and plated hol- 
lowware; commission basis. Asso- 
ciated Silversmiths, Inc., 900 Third 
Ave., New York 22, N. Y. 





SALESMAN; with a non-conflicting side 
line, to represment a manufacturer of 
wedding rings, mountings, etc.; attrac- 
tive and quick selling line; strictly com- 
mission basis; state territory and fol- 
lowing. Address ‘“G., 4316,” care J C-K. 





SALESMAN; for old established na- 
tionally known diamond and colored 
stone ring house, to cover Pennsyl- 
vania, Virginia, West Virginia and 
other tributary states. Reply in con- 
fidence to, “E., 4354,”’ care J C-K. 





WATCHMAKER; experienced and reliable 
for permanent position in Northern In- 
diana store; must have retail store ex- 
perience in taking in repairs; state age, 
references, experience and salary ex- 
pected. Address “K., 4266,” care J C-K. 





SALESMAN; diamond firm with fine 
following, has opening for young 
man; metropolitan New York, West- 
chester and New Jersey; diamond 
experience preferred. Address “‘A.. 


4408,” care J C-K. 


SALESMAN wanted; aggressive man with 


following among jobbers on Pacific Coast, 
to carry small line of watch bracelets; 
no objection to non-conflicting lines; 
state full details and references in first 
letter; all replies confidential. Address 
“K., 4417,” care J C-K 


Se 





SALESMAN; experienced to _ travel 


Baltimore, Washington, D. C., Vir- 
ginia and the Carolinas; represent- 
ing an established whoelsale jewelry 
concern, with nationally known 
lines; write stating age, experience, 


etc. Address “J., 4128,” care J C-K. 


rT 





WANTED: jewelry repairman and dia- 


mond setter; permanent position; good 
working conditions; in old established 
firm, in Middle West; if able to run shop, 
would consider partnership; no money 
required ; references required. Address 
“H., 4264,” care J C-K. 





MODERN watchmaking; learn watch- 


making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





WANTED: two salesmen; large manufac- 


turer of popular priced silver and 
chrome plated hollowware and electric 
table appliances, has the following terri- 
tories open: complete southern territory, 
New England, New York state and 
Pennsylvania. Address “‘A., 4340,” care 
J C-K. 








JEWELER wanted; must have thorough 
knowledge, with special emphasis on 
platinum work, to run own shop for high 
grade jewelry shop in Middle West; 
knowledge of diamond setting preferred, 
but not essential. Address “A., 4304,” 
care J C-K. 





MIDDLE WEST; with retail and depart- 
ment store following, to carry up-to-the- 
minute, moderate priced, solid gold 
jewelry line; non-conflicting lines O.K. ; 
give qualifications and references. Mor- 
ris Kaysen Co., 740 Sansom St., Phila- 
delphia 6, Pa. 








A leading watch importer is seeking a 
“topflight’” salesman to sell the whole- 
sale trade; qualified man will be given 
sufficient coverage to make good earn- 
ings possible, commensurate with his 
ability to produce results. Address “G., 
4393,” care J C-K. 





EXCEPTIONAL opportunity; nationally 
known diamond ring house wants sales- 
man with established following in retail 
jewelry stores; must have car; liberal 
drawing against commission: all infor- 
mation kept in strict confidence. Address 
“A., 4281,” care J C-K. 





SALESMAN; must be experienced, to 
travel Pennsylvania, West Virginia, 
representing an established whole- 
sale jewelry concern, with nationally 
known lines; write stating age, ex- 
perience, etc. Address “H, 4127,” 
care J C-K. 


WHOLESALE jewelry salesman; expe- 


rienced, with good following in In- 
diana and Illinois; marvelous oppor- 
tunity for right man with leading 
Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, ete. Address 


“P., 4243.” care J C-K. 





SILVER plated hollowware; established 
line for jobbers, department stores and 
jewelers; the following territories are 
open: New York City, New York state, 
New England states, Middle West and 
California; men with non-conflicting 
lines considered ; commission basis. Ad- 
dress “L., 4322,” care J C-K. 





WATCHMAKERS; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St., 
Toledo, Ohio. 





SALESMAN, to represent manufacturer, 
established over 25 years, of a popular 
priced line of sterling silver hollowware, 
in southeastern states, with following 
among jewelers, department stores, and 
wholesalers: give complete details, ex- 
perience, and present lines. Arrowsmith 
Silver Corp., 17-19 Bergen St., Brooklyn 

i # 


7 + . 








WHOLESALE jewelry salesman; expe- 


rienced; with good following in Vir- 
ginia and Carolinas; marvelous op- 
portunity for right man with lead- 
ing Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, etc. Address 


“T., 4244,” care J C-K. 
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WANTED; experienced jewelry man who 
knows jewelry business from A to Z;: 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit, and business 
promotion; no other man need apply; 
position in North Carolina with perma- 
nent future for the right man. Address 
““V., 4245,” care J C-K. 





WATCH salesmen, with following 
among retailers, wanted for western 
states, southern states, Middle West 
and Northern New England states, 
by established importer, for popu- 
lar priced, complete, up-to-date 
Swiss watch line; commission basis; 
no objection to non-conflicting line; 
state details in confidence. Address 


“fP., 4353,” care J C-K. 





COMPTROLLER-credit manager ; 


large 
wholesale jewelry firm, 150 miles from 
New York, seeks the services of a comp- 
troller-credit manager; a man who is 
completely familiar with all of the de- 
tails of office routine and management, 
and equally important, with credits; 
salary commensurate with ability. Ad- 
dress “‘P., 4280,” care J C-K. 





SALESMAN for Edwin Freed displays; 
regular salary, plus commissions; 
not much traveling; two or three 
days a week in showroom and two 
or three days a week calling on 
jewelers in New York City and ad- 
jacent territory; write full experi- 
ence, salary record at once; here’s 
truly an amazingly wonderful op- 
portunity. Edwin Freed, 1233 Sixth 
Ave., at 49th St... New York. 





EXCELLENT opportunity ; salesmen, call- 


ing on jewelry and specialty stores, to 
represent established manufacturer fine 
prong-set costume jewelry, for Midwest, 
except Illinois, East-Southern and West 
Coast territories; state age, past asso- 
ciation and references first letter ; replies 
confidential ; men residing near territory 
preferred ; drawing when qualified. Ad- 
dress “J., 4265,” care J C-K. 





SALESMEN wanted; important watch 


and clock importer wants experi- 
enced men for following territories, 
will consider small side line: New 
York state; New England states; 
Maryland, Washington, District Co- 
lumbia, Virginia, W. Virginia, North 
Carolina;  [Illinois-Missouri; Iowa- 
Minnesota-Wisconsin; write all de- 
tails to sales manager. Address “K., 


4297,”’ care J C-K. 





SALESMAN with established retail fol- 


lowing in New York area, Middle 
West, West Coast, wanted by watch 
importer, to carry low priced line of 
pin lever and military watches, also 
dress watches; popular priced to 
meet all competition; drawing 
against commission; no objection to 
non-conflicting lines; send full de- 
tails in confidence. Address ‘“‘J., 


4416.” care J C-K. 


SALESMEN; old established manufac- 
turer of platinum and gold wedding 
rings, covering 48 states, has several 
territories open; liberal commission; 
drawing account if sales merit it; can 
make $5,000 or more yearly; no objec- 
tion to one or two non-conflicting lines; 
reply in detail stating experience and 
territory covered. Address “C., 4252,” 
care J C-K. 





DIAMOND salesman, high calibre, ac- 
quainted with Ohio territory, to sell 
fine diamond line; must be thor- 
oughly acquainted with Ohio jewel- 
ers; right person is assured of per- 
manent position with reputable 
concern. Reply to “G., 4356,” care 
JC-K, with detailed information 
concerning past connections and in- 
formation regarding yourself; all 
replies held in strictest confidence. 





SALESMAN, with following among the 
retail jewelers of Eastern Pennsyl- 
vania, Delaware, Maryland and 
southern New Jersey, to sell the 
most intensively promoted watch 
line in this area, as well as a fine 
line of diamond jewelry and mount- 
ings; wonderful opportunity for a 
man with ambition and proven abil- 
ity; must have own car; salary and 
commission. Samuel Lashof & Co., 


700 Sansom St., Philadelphia 6, Pa. 





JEWELRY salesmen can you carry an- 
other line? We have streamlined our 
well known ring and mounting line 
so that it can be earried with a non- 
conflicting side line ; well established 
territory in Texas, Oklahoma and 
adjacent states, also Pacific Coast; 
gives opportunity for excellent in- 
come and assured future for ambi- 
tious salesmen; replies confidential ; 
we will not contact present employer. 
Goodman & Co., 42 W. Washington 
St., Indianapolis, Ind. 





SALESMEN:;: well established firm de- 
sires salesmen with following on Pa- 
cific Coast or Mid-West states; our 
line offers opportunity for substan- 
tial earnings; we manufacture a di- 
versified line including bridal sets 
in platinum and gold, smart dia- 
mond watches, diamond attachments 
and complete line of platinum and 
diamond ring mountings; merchan- 
dise is advertised and known to the 
trade; no objection to non-conflict- 
ing side line; correspondence held 
confidential. Address “T., 4402,” 
eare J C-K. 








SALESMEN wanted; old established, 
nationally known watch firm has 
openings for experienced, qualified 
men in the following states: New 
York, New York City excluded, 
Pennsylvania, Ohio, Illinois, Mich- 
igan, Indiana, North Carolina, South 
Carolina, Virginia, West Virginia, 
Kentucky, Tennessee, Georgia, Flor- 
ida, Texas, Louisiana, Oklahoma; 
an ideal line for salesmen now 
carrying non-conflicting merchan- 
dise; territorial rights guaranteed; 
all correspondence held in strictest 
confidence. Address “*F., 4374,” care 
J C-K. 





ll 
For Sale 


Stores, Stocks and Businesses 








St 


FOR x aged e* gr ye fine retaj) 
jewelry store, in West Virginia. 
A., 4419,” care J C-K. Sina. Address 





—————__ 


JEWELRY manufacturing plant for gale. 
completely equipped; ideally locateq 
ye retiring. Address “B., 4343.” care 

- ,- 





———————____ 


SMALL jewelry store in good southwesterp 
university town; 12 years same loca. 
tion; enough work for two; low inven. 
tory. Address “‘D., 4366,” care J C.K 





$$ 


SMALL jewelry store, county seat in 
Maryland; inventory and fixtures * 
500; can be reduced some; good oppor. 
tunity for watchmaker. Address “Pf 
4355,” care J C-K. 7 





ss 


FOR SALE; jewelry store; same location 
15 years; good repairs; inventory jp. 
cluding fixtures, $8,500; good reason for 
selling. A. A. Goodison, 2926 Deleware 
St., Oakland, Calif. 








JEWELRY business; one of California's 
fastest growing cities, home of Kaiser 
steel; this warrants your investigation: 
price $2,000; $1,200 will handle. 126 W. 
Merrill, Fontana, Calif. 








STORE for sale in Brooklyn, N. Y. : estab- 
lished same location over 25 years; na- 
tionally advertised watches and silver. 
ware; excellent for watchmaker: low 
rent. Address “T., 4303,’ care J C-K. 





$$» 


NEWPORT Harbor, California; going 
business, jewelry; have other interests: 
credit business; good for watchmaker 
and wife; excellent back room; reason- 
able rent; about $15,000. Address “D., 
4345,” care J C-K. 





CREDIT jewelry store for sale in the heart 
of downtown Miami, Florida; excellent 
location ; small inventory ; can be bought 
very reasonable; eight years at present 
lease. For particulars write, Box 149, 
Miami, Fla. 





FOR SALE: two jewelry stores in New 
Hampshire; low stock; stock and fix- 
tures sold at cost; no money required 
for good will; long leases on stores: 
must leave the state. Address “S., 4183,” 
care J C-K. 





EXCELLENT spot for chain store oper- 
ator; Racine, Wisconsin jewelry store, 
top location, long lease, finest fixtures; 
will sell with or without accounts and 
stock : priced low for quick sale. Address 
“S., 4370,” care J C-K. 


—— 





FIFTEEN years established jewelry store; 
good location; progressive town. of 
Southbridge; all nationally advertised 
brands of merchandise; must sell at 
once, due to poor health. Write, Box 579, 
Southbridge, Mass. 


mm 








LEADING credit jewelry store 20 years; 
long lease; clean $50,000 inventory; 
all national lines; good repair bust 
ness; 25,000 population; new front 
and fixtures; 50 miles Oklahoma 
City. Address “C., 4285,” care J C-K. 
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FOR SALE—Continued 
ee 


J established jewelry-pawnbroker in 
ag Ohio steel town of 80,000; due 
to other interests owner forced to sacri- 
fice this profitable business for quick 
sale at $15,000. Address “G., 4262,” care 


J C-K. 




















NG from ‘business after 16 suc- 
wn years; will sell jewelry store in 
progressive Florida town of 6,000; stock 
and fixtures complete can be purchased 
for less than $5,000; an excellent oppor- 
tunity for jeweler or watchmaker | to 
purchase going business. Address “L., 
4267,” care J C-K. 








STORE for sale, due to ill health; es- 
tablished in Jersey City, 73 years, 
adjacent to New York City; will sell 
complete to reliable party, including 
present firm name. C,. G. Rochat’s 
Sons, 829 Bergen Ave., Jersey City, 
N. J. 





— 


FOR SALE; small jewelry store located 
in Green Bay, Wisconsin ; good location ; 
enjoy profitable watch repair and jewel- 
ry business; a wonderful opportunity 
for two people; living quarters avail- 
able: $8,000 will buy; owner must sell 
due to poor health. Address “K., 4273,” 
care J C-K. 





————-- 


JEWELRY store, in center of Pennsylva- 
nia; new fixtures; 100,000 population; 
reason for selling, I don’t know the busi- 
ness; lots watch repairs and many 
chances to sell diamond rings; rent $125, 
which includes seven room apartment: 
$5 000 for stock and fixtures; good loca- 
ticn. Address “‘B., 4284,’ care J C-K. 





= —————— 


MIAMI’S oldest jewelry store, estab- 
lished 1899, forced to retire; very 
desirable lease with option for re- 
newal; cash store; best watch and 
silver franchises, Write, D. B. Sut- 
ton Jewelry Co., 72 W. Flagler St., 
Miami, Fla. 





RETAIL jewelry store, established 20 
years; tastest growing town on Long 
Island; population 17,000; more work 
than can handle; good prices; low rent: 
inventory $20,000; sales can be doubled 
with credit ; reason for selling, illness in 
family: require $25,000 cash. Address 
“Y., 4335,” eare J C-K. 





FOR SALE; jewelry store, Milwaukee, 
terrific traffic location; ideal volume 
spot for chain or smart operator; 
very profitable operation; estab- 
lished 1929; lease pending; haste 
vital; will reduce to suit. For facts 
wire, William Denis, 1254 Main, 
Green Bay, Wis. 








WATCH repairing business; established 
34 years, with excellent reputation and 
following, in the heart of Oakland’s 
business district; splendid opportunity 
for a watchmaker; rent $62.50, includes 
light, heat, janitor service; will sell safe 
and fixtures; watch material optional; 
widow wishes to dispose of business. 
Address “‘N., 4278,” care J C-K. 


a 





FOR SALE; inventory $6,000; long lease, 
or will sell property; rent $60.75; clean 
stock, nationally advertised . merchan- 
dise; plenty of repairs year around; 
doing $15,000 gross: with energetic man 
could be increased to $25,000; only 
Jeweler in city, with 35 hotels in opera- 
tion during summer. Charles Magoon, 
Jeweler, Main St., Stamford, N. Y. 





JEWELRY store chain; three stores in 
California; best locations, San Joaquin 
Valley towns; attractive leases; newly 
remodeled; stock clean and excellent; 
volume $175,000 net; jewelry only; in- 
ventory $65,000; dollar for dollar on 
stock; same basis accounts receivable, 
guaranteed; alterations, furniture, fix- 
tures at depreciated book values; shows 
large net profit. Qualified individuals 
write to, “C., 4344,” care J C-K. 





OLD established jewelr store in St. 
Augustine, Florida; 100% location; did 
over $50,000 gross in 1949: watchmaker 
or jeweler could have entire investment 
returned in less than one year: priced 
for quick sale approximately $11,000, 
for modern fixtures and stock: nothing 
has been added for good will or lease; 
reason for selling, owner has larger 
store in another town: will stand rigid 
investigation. Mack Woods, St. Augus- 
tine, Fla. Phone 1499. 





IN Chicago; rare opportunity to purchase 
beautiful, well located jewelry store 
with repair, optical and gift depart- 
ments; 100% salable fine stock, nation- 
ally advertised merchandise: same 
owner, same location for 30 years: never 
before offered for sale: excellent reputa- 
tion; plenty room and opportunity for 
expansion; have pursued only cash busi- 
ness: act quickly, 30 to $35,000 but can 
reduce if desired: don’t miss this un- 
usual opportunity. Address Circular 184, 
Room 1415, Heyworth Bldg., Chicago 2. 





FINE jewelry store; city population 
over 109,000, on the West Coast of 
Florida; annual volume $175,000 
to $200,000 cash sales and charge 
accounts; good lease and 100% lo- 
cation; will sell any amount of stock 
to suit the buyer; reason for selling, 
other enterprises take up time; 
grand opportunity for credit expan- 
sion; no auctioneers need apply; 
any further information will be fur- 
nished upon request. Address “M.., 


4275.”? eare J C-K. 





FOR SALE; jewelry store in Pennsyl- 
vania, doing about $50,000 to $75,000 
worth of business for the last 15 vears; 
a very good industrial town, including 
all kinds of foundries and factories: 
enough repair work for two or three 
watchmakers; inventory $35,000: lead- 
ing makes of watches: Hamilton, 
Gruen, Elgin, lLongines-Wittnauer, 
Omega, Bulova and Seelands; Keep- 
sake diamonds: Sunbeam and General 
Electric appliances, also Parker pens; 
population of town about 10,000 to 
15,000, including surrounding territory; 
long lease; reasonable rent: quitting 
ro 2 health. Address “K., 4107,” care 


For Sale 


Tools, Equipments 














USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





FOR SALE; two show cases, two wall 
cases, mirror back, glass shelves, glass 
front; best material: four pieces, $600. 
Jones Jewelry, Burlington, N. C 





STAKING tool, #130; 26 cutters: round- 
ing machine, 23 cutters; Swiss pivot pol- 
isher, other tools. Droz, 554 W 160th St., 
New York Citv. Wa 8-2713. 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors and 
sizes; send for catalog; factory and 
office moved to 277 Halsey St., New- 
ark 2, N. J. 





HOROLOGIST tools made particularly for 
watchmaker’s lathe of finest hardened 
steel, specially treated to hold cutting 
edge; can be sharpened on fine India 
stone; made in one size only, 3/32 x 
3/32 x 2% inches long; price, 75¢ each. 
Send money order to, W. W. Ellis, 17 
E. Sharon Ave., Glendale, Ohio. 





WILL sell, at fraction of original cost, 
large quantity used, genuine leather 
covered closed trays, holding 20 
men’s and 24 ladies’ watches; velvet 
lined; wooden frame; no reasonable 
offer refused. Write, Parker Watch 
Co., Inc., 580 Fifth Ave., New York 
City. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St., New York 10, N. Y. Algonquin 
4-2174. We ship open account, parcel 
post, or express to any part of the 
United States. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade _ references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





SPECIALIZING in auction, or flat sale, 
for profit for you; wire or write for 
dates and terms; confidential. S. G. 
Terban, 22 Tremont St., Boston, Mass. 





IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw, 
Chicago, Ill. 


os 





WANT to purchase; established jewelry 
store: southern California preferred ; up 
to $35,000 cash to invest. Address “K., 
4220,” care J C-K. 





OPTICAL concession wanted by optom- 
etrist in New York, or New Jersey, 100% 
location ; will consider space; state de- 
tails. Address “‘A., 4251,” care J C-K. 





JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations; will consider every store in 
any city; all replies confidential. Ad- 
dress “J., 2740,” care J C-K. 





WATCH and jewelry repair shop, or small 
jewelry store with repairing as main 
income, wanted by watchmaker; prefer- 
ably in or near New York City. Address 
“N., 4399,” care J C-K. 








(Continued on page 260) 
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BUSINESS OPPORTUNITIES—Cont. 





(Continued from page 259) 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
_ Blackstone Avenue, Chicago 





HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel; coast 
to coast ; all correspondence confidential. 
National Capital Co., 545 Fifth Ave., 
New York 17, N. Y. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





JEWELRY store wanted by jeweler and 
watchmaker; good turnover of better 
merchandise; preferred northeastern 
city over 25,000 population; partnership 
considered. Address “B., 4310,” care 





COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St.. 
Boston, Mass. 





JEWELRY store wanted; have $20,000 
cash; old established, reputable store 
only considered; California, Texas or 
Arizona location; replies strictly con- 
fidential. Address, M. Brenaman, 345 S. 
Alexandria, Los Angeles 5, Calif. 





ESTABLISHED jewelry store wanted; 
small, good location; New York or 
vicinity; prefer office building in city; 
give complete details; information 
strictly confidential. Address ‘‘A., 4423,” 
care J C-K. 





AUCTIONEER; 11 successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





A manufacturing jewelry firm, in a fine 
town, established many years, wishes a 
competent upright partner, with 10 or 
more years’ experience; it would re- 
quire about $75,000 or over; a fine op- 
portunity for a capable man who wants 
a future; confidential. Address “H., 
4318,” care J C-K. 


SALESMAN; splendid following 
amongst wholesale and retail jewel- 
ers, open for proposition; will invest 
substantial amount in good going 
business for expansion purposes; 
Metropolitan or nearby area pre- 
ferred. Address “A., 4363.’ care 
J C-K. 





LOUIS LENHOFF, America’s foremost 
auctioneer, says don’t gamble; have 
been conducting auctions for retail 
merchants the past 28 years; no 
deal too large, no deal too small. 
Louis Lenhoff, 3010 W. Chicago 
Blvd., Detroit 6, Mich. Phone Tyler 
6-9439. 





AUCTIONEERS interested in liquidat- 
ing stock profitably; we purchase 
inventories and conduct dignified, 
profitable auctions; 25 years’ suc- 
cessful experience, disposing of 
jewelry stock; finest references. 
Gabriel Flutie, 310 West End Ave., 
New York City. 





CASH for you immediately; R. A. 
Zanone & Co. will solve your prob- 
lem by paying cash for your store 
now, or conducting a_ successful 
auction or flat sale; more than 25 
years’ experience; write, wire or 
telephone. R. A. Zanone & Co., 110 
Madison Ave., Memphis, Tenn. 
Phone 5-0660. 





AUCTIONS; reputable auctioneer will 
conduct ethically and successfully 
auction sales to raise cash, or re- 
duce stock for reliable or retiring 
concerns, or purchase same _ for 
eash; bank and trade references. 
Max Harnik, 2160 Holland Ave., 
Bronx 60, N. Y. Western office: 
316 Central Ave., Hot Springs, Ark. 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben _ Tipp, 
Seattle; Noack-Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 
ton’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 








PROGRESSIVE Eastern jewelry chain 
desires additional stores in New 
York, New Jersey, Pennsylvania. 
Delaware, and the New England 
states; locations must be good and 
opportunity for decent sized vol- 
ume; whether your store is a cash 
or credit operation, we are inter- 
ested in buying outright; all replies 
will be held in the strictest confi- 
dence. Address “A., 4350,” care 


J C-K. 


eC 


ee eee»: 





I AM ready to pay you cash, dollar for 
dollar, for your stock, providing you 
have been an established cash jeweler 
for a period of years and enjoy a good 
reputation; will take the store over as 
a going, or going out of business; not 
interested in any credit stores; or if 
you are in financial difficulty I will help 
you finance your business, pay up your 
obligations, and help you stay in busi- 
ness; I have bought and sold over 100 
stores in my 40 years of business; all 
correspondence held in strict confidence. 
Herman Kimmel, 48 W. 48th St., Room 
703, New York, N. Y. 


WANT to sell out, raise cash, red 
stock, etc.; we will conduct flat a 
or auction, or buy your entire “- 

and fixtures for cash; have m 

than 500 letters on file from jen 

ers endorsing our methods of an, 
erations; highest bank and ie 
references: for immediate acti 
write, wire, telephone. Ear] Wilson 
of Wilson Sales System, 424 Madi 
son Ave... New York. Teleph : 
Plaza 8-2110-2111. ” 





———_____ 
BEN JACOBS, America’s wel] known 


reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui. 
dated seven outstanding jewelers in 
1949; firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave., New York City; 
401 Jewelers’ Bldg., Boston, Mass,; 
324 Irwin Keasler Bldg., Dallas, 


Texas. 








ae a 


ACTION by auction; only a special 
auction sale will convert your in. 
ventory into top cash prices; we 
guarantee your cost plus a profit 
and good will of your customers; 
we advance money and supply mer. 
chandise; we conduct auction or 
flat sale and will buy or sell you 
credit accounts and fixtures; high 
type personnel; our firm has over 
35 years’ experience in the jewelry 
store field; best bank and _ trade 
references. National Capital Co., 
545 Fifth Ave... New York 17, N.Y. 





AUCTIONEERS; V. C. Kelley and As. 
sociates; for over 20 years America’s 
most successful jewelry auctioneers; 
rich in experience, outstanding in 
ability; capable of handling the big. 
ger stocks and the finer goods; and 
above all, we possess the skill to get 
the most for your stock; recently 
sold over $350,000 for the five fol- 
lowing stores; Brackins, Pensacola, 
Florida; Sterling, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; Stewarts. Little Rock, Arkansas; 
Shaws, Lima, Ohio; best references. 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, Ill. 











MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige W 
even be enhanced in your commv- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 
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BUSINESS OPPORTUNITIES —Cont. 


—SS So 

4, E. Gates & Associates, jewelry aue- 
‘tioneers; if you are retiring from 
business, or wish to- reduce your 
stock, a dignified auction conducted 
by experts in selling jewels, art ob- 
jects, all classes of goods carried in 
first class stores, with the ability to 
describe each piece correctly and 
convincingly, inspiring the most dis- 
criminating customers to buy during 
and long after your auction is over; 
our proven ability of many years’ 
successful selling for leading jewel- 
ers throughout the United States, 
will also apply to you; we can sell 
all or any part of your stock, quick- 
ly and profitably; write or wire for 
terms and dates. A. E. Gates, Great 
Southern Hotel, Hollywood, Fla. 
Tel. 3544. 

















WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be soid 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business; unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, Ill. 








Wanted to Purchase 








OUTDOOR clock wanted: interested in 
case; movement need not be in running 
order; send picture, with price. Address 
“C., 4305,”’ care J C-K. 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





MODERN jewelry store within 20 miles of 
Boston, Mass. ; will invest up to $25,000 ; 
write me particulars and reason for sell- 
ing. Address “F., 4261,” care J C-K. 





RETAIL store in Washington, D. C., is 
looking for earrings and costume jewel- 
ry; dollar sellers; big flashy numbers. 
Phone, Hobart 6642, or come in; no ap- 
pointment necessary. Warren’s Inc., 1830 
ith St., N.W. 


EE 








HIGHEST prices for 12 and 16 size, 7 to 
21 jewel American movements; check 
mailed immediately; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. 


(eee 





WANTED, used sterling flatware or hol- 
lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 





SPOT cash for your surplus stock 
watches, diamonds, and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments heid 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
ehases; old spectacle frames, goid 
filled serap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; refer- 
ences; National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
men’s, Dept. K, 108 Beale Ave.. 
Memphis, Tenn. 








Watch Work, etc., for 
the Trade 





SINCE 1921; reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





GOOD watch repairing for the trade; rea- 
sonable prices; price list sent on request. 
Leslie Hammond, 1112 Mahantongo St., 
Pottsville, Penna. 





STAFF fitting, only $2.25; send complete 
balance only and model number; we sup- 
ply staff, fit and true. Watchmakers 
Supply, 4 Corlott Bldg., Akron, Ohio. 





WATCH repairing, for the trade; de- 
mand and get the best; guaranteed 
service; reasonable rates. H. B. 


Bover, Box 662, Greenville, S. C. 





EXPERT watch repairing for the trade; 
chronograph cleaning $6: all work 
tested on Watchmaster; fast service. 
Shein, Room 900, 68 Nassau St., New 
York City. 





WATCH repair to the trade; chronograph 
and complicated watches our specialty ; 
all work timed and Watchmaster tested. 
Ace Watch Makers, 35 S. Dearborn St., 
Chicago 3, Ill. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. YY. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer St. 





WATCH repairing; skilled workmanship ; 
moderate prices; work guaranteed one 
year; out-of-town orders attended to 
promptly. Howard Paschburg, 520—6th 
St., Lyndhurst, N. J. 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
wn New York 32, N. Y. Lorraine 
8-6370. 





BEST workmanship; plain and compli- 
cated watch repairing; a thorough and 
well done job at lowest possible prices; 
special attention to mail orders; price 
list on request. Carl Lieberman, 116 
Nassau St., New York 7, N. Y. 





QUALITY watch repairing for the 
trade; every detail carefully attend- 
ed to and all work guaranteed; mail 
orders invited. O. Aron, 62 W. 47th 
St., New York 19, N. Y. Luxem- 
burg 2-3599. 





PERFECT Watch Repair Service, 323 W. 
Fifth St., Room 201, Los Angeles 13, 
California; 18 years’ experience ; mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists; Watch- 
master tested for perfection: two to 
three days’ service; no better workman- 
ship at any price; send us your trial 
order now. 





IMPORTANT; your watch repairs; any 
make, any size watch accurately re- 
paired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 





KNOW your vibrator; mail direct; same 
day service; flat $1.75; Breguet $2.50; 
staffs fitted, $1.25 with vibration, $1.75 
without; jewel pins fitted $.75; deal 
with an established concern and enjo 
these advantages; free services, restud, 
recollet, poise, hairsprings unraveled, 
regulator pins fitted; ask for Vibra-P 
an exclusive patent pending method o 
returning a hairspring in beat and at- 
tached to both balance and cock; no 
further adjusting necessary; write for 
free envelopes and containers. Hair- 
spring Vibrating Co., 406 32nd St., P.O. 
Box 330, Union City, N. J. 





TWENTY-FIVE years of experience 
in fine watch repairing; services 
include repair on _ chronographs, 
vibrate hairsprings and all types of 
complicated watch repairing; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery in three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 








Special Order Work and 
Repairs for the Trade 


ee ee 








PEARLS and beads restrung; rosaries 
repaired by experts for the trade; right 
prices; prompt service: monthly billing. 
on 55-B Eddy St., Providence, 

+ 





ENGRAVING of the better grade. 
Weiss & Hauck, 10 W. 47th St., 
Room 1209, New York 19, N. Y. 


LU 2-1916. 
(Continued on page 262) 
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SPECIAL ORDER WORK AND RE- 
PAIRS FOR THE TRADE — CONT. 








(Continued from page 261) 


BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser- 
vice ; can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, Pa., 
near Reading. 





FOUNTAIN pen and lighter repairing; 
experts on all makes; authorized ser- 
vice station Parker, Shaeffer, Water- 
man, Eversharp. Personal Pen Co., 333 
Washington St., Boston 8, Mass. 





JEWELRY repairing and special order 
work for the trade; finest workman- 
ship; one day’s service on sizing and 
minor repairs; no job too small; no 
job too large. Progressive Mfg. Jewel- 
ers, 11 John St., New York City. 





GOLD and platinum special orders, 
repairs, assembling and finishing 
castings and findings; work guaran- 
teed; references; very rapid service. 
Melart Jewelry Co., 93 Nassau St., 
New York City. WO 4-5584. 





LAPIDARY ; complete service; stones re- 
cut, repolished, repaired, drilled, en- 
graved, encrusted; new stones for 
replacements; special opal, star sap- 
phire doublets. Ace Lapidary, Red Cross 
Bldg., Jamaica, N. Y. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








To Let 








PROMINENT corner window available, 
corner Canal and Mulberry Sts.; rent 
reasonable; ideal for watchmaker. Ca 
6-8612. Jewelcraft Dealers Exchange, 
203 Canal St., New York City. 





100% location, New Jersey, Bergenline 
Ave., West New York; same block with 
national chains; approximately 9%’ x 
60’; ideal for watch repairs, jewelry, 
gifts, etc.; available now. J. I. Kislak, 
Inc., Realtors, 32 Journal Sq., 2-7100, 
Jersey City. 





Miscellaneous 





WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15c. stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 





WANTED; “Souvenir Spoons of Amer- 
ica,’’ published in 1891 by the Jewelers’ 
Circular Publishing Co.; also by Gor- 
ham; souvenir spoons wanted, with 
— bowls. Address “A., 4094,” care 





EXECUTIVES and Salesmen; why 
own a car? travel the carefree way; 
rent a 1949 sedan by month or year; 
write or *phone for complete details. 
Carservice, Inc., Northern Blvd., at 
50th St., Long Island City 1, N. Y. 
Surrey Building. RA 6-4960. 
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Esquire Exceeds Goal on 
Christmas Store Tie-Ups 


A total of 1540 retail stores tied-up with 
Esquire magazine’s Christmas promotion 
program in 1949, exceeding the maga- 
zine’s announced goal by 190 stores. 

There were two merchandising programs 
for retailers, one for department men’s 
stores and the second for the other classi- 
fications. In both, retailers actually paid 
nominal sums for Esquire-built merchan- 
dising aids which they used in conjunction 
with displays of Esquire-advertised mer- 
chandise. 


Floor Case 
By Parker 


A new floor case has been announced by 
the Parker Pen Co. for its line of “51” and 
“91” writing instruments. 





Sixty-four pocket pens, plus four pen- 
and-pencil sets, are displayed in the top 
section, while provision is made for desk- 
set display in the lower part of the case. 
Made of white oak, the display is 31 in. 
wide, 40 in. high and 20 in. deep. 





Paulson's New Steel 
Stock Cabinets 


Paulson’s new cabinets are made of 
sheet steel finished in green with 10 easily 
operated drawers with a holder on each 
for labels. The label holders are gq 
forward from the cabinet with a gpa 
behind them so that they can be grasped, 
The cabinets are 8 in. deep, 8 in. wide 
and 7 in. high; the size of the drawers js 
3% in. by 7% in. by 1% in. 





The base is fitted with non-skid rubber 
pads to prevent scratching of any surface 
and for stacking. The cabinets have been 
built especially for watchmakers’ and 
jewelers’ use, and are priced at $5. each. 


New Dinnerware Racks 


Ernest Tatcher, of Miami, Fla., has de- 
signed a rack for displaying 952-piece 
dinnerware sets. He has designed two 
individual racks to be set side by side. 
The dinnerware racks may be divided 
and the combination sale merchandise 
placed between, showing all as a unit. 

In addition, racks for skeleton dinner- 
ware sets are available. These racks 
make it possible to display every part 
of many dinnerware sets. Address 266 


N. W. 26th St., Miami, Fla. 








te 


ALBERT EZER 
(Ailis-Kaufman) 


MELVIN HARRIS 
(J. Engel & Co.) 


Harvey Kaufman, president of Allis- 
Kaufman, announces the appointment of 
Albert Ezer to represent his firm in the 
states of Arizona, New Mexico, Colorado, 
Wyoming, Utah and part of Nevada. 

Leon Saroff has been named Pacific 
Coast publicity manager, according to Ber- 
nard M. Kliman, advertising director. 
Saroff will expedite the handling of many 
Gruen Watch publicity and advertising 
matters. 











LEON SAROFF 
(Gruen Watch Co.) 


PETER ANNAU 
(Gruen Watch Co.) 


Peter Annau, formerly with the Frigid- 
aire advertising department, has_ been 
added to the creative staff to assist with 
the preparation of promotional material 
and general advertising designed to at- 
tract more traffic for Gruen dealers. 

J. Engel & Co. of Baltimore, recently 
named Melvin Harris to their sales staff. 
He will represent them in Virginia, Ten- 
nessee, New Jersey and the Eastern Shore 


of Maryland. 
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... mn Conelusion 


A GOVERNMENT OF THE PEOPLE 


If this is a government of the people, we can justly 
expect it to be subject to the same moral responsibilities 
which we would expect of the individual. So, if the war- 
time excise taxes are not completely eliminated (as prom- 
ised) before they cost the affected industries a serious 
quantity of their life blood, the present administration in 
Washington must be labelled irresponsible or at best 
confused. 

If our industry or any of the other industries which 
are fighting for the fulfillment of a promise made to them 
by their government in 1941, settle for anything less than 
a complete fulfillment of the agreement (to remove these 
taxes six months after termination of the war) then they 
are disloyal to their convictions on right and wrong. 
What’s more, they must be prepared to pay the price of 
the weak; continue to serve the strong as unpaid collec- 
tors of a discriminatory tax which handicaps them in the 
normal pursuit of their business. 

Also, for us to accept half a loaf is to acknowledge we 
are not entitled to the whole. For us to accept a partial 
elimination is to acknowledge that we are not entitled to 
complete elimination. 

Too much emphasis cannot be put on the business facts 
which prove the economic stupidity of currently imposed 
wartime excise taxes. At the same time, we think too 
little emphasis has been placed on the less complicated, 
easy-to-understand truth that continuation of these taxes 
is morally wrong. On that basis alone, our government 
which is the hope of the oppressed in a dictator-ridden 
world, cannot afford to continue these taxes on the statute 
books. 

Every day they continue, they stand as a broken prom- 
ise to scores of industries, hundreds of manufacturers. 
thousands of retailers, millions of consumers. 

We repeat, “the ‘face’ of our svstem cannot afford a 
continuation of this injustice.” 


. * % 


DON'T OVERLOOK THE FOREST 


So you want part of that two billion, eight hundred 
million National Service Life Insurance refund being dis- 
tributed to veterans? 

Good. We hope you are going after your share. 

But meanwhile don’t overlook the lasting value of 
sound horizontal merchandising plans which will carry 
you through the year to a successful twelve months. 

The total value of the N.S.L.I. checks represents only a 
little more than 1 per cent of the total personal income 
that is anticipated during the year 1950. 


*% * + 


TIME TO PROMOTE 


An old merchant friend of ours says there are only 
two times to hold promotions—one when the people are 
receptive to your merchandise and the other when they 
are indifferent to it. 

In the first case, you are trying to add to your already 
easy profits; in the second, you are working to stay in 
business until easy profits return again. 
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LOOKING FOR A SALES Alb? 


Fashion sells jewelry. 

The more you understand fashion, the more 
you can sell. 

Most jewelers are men. 

Most men are scared stiff of the subject of style. 

Yet fashion is an evolutionary subject, characterized 
by relatively slow changes. Any jeweler can get in the 
style parade, become a part of it, with very little briefing, 
Once in step he can learn more about it, feel a part of 
the big spectacle. 

You don’t have to wait till you know “everything” 
about it before you can use it to sell more jewelry. Read 
the first of a regular series of practical fashion articles 
which appears in this issue on page 116. ‘ 

It is written for men; contains no salon chit-chat, 
assumes no pose of hauteur in explaining the subject, 
Although it may occasionally stretch its neck to provide 
a better view of fashion; it always keeps at least one foot 
on the floor. 


jewelry 
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SHOWS YOU WHAT CAN BE DONE 


In addition to the many retail excises which have been 
repealed and then re-established, there are many which 
have been repealed and stayed repealed. 

During the past thirty years there have been retail 
excises taxes on lighting fixtures, patent medicines, car- 
pets and rugs, chewing gum, picture frames, sculpture, 
paintings and stationery, tooth paste and toilet soap, 
umbrellas, more expensive articles of wearing apparel. 
All these taxes have been removed and none is in 
existence today. 


As the rooster, pointing to the ostrich egg. said to the 


hen, “ 
*% ~~ * 


BE SURE YOU COUNT 


The 1950 census (starting April 1) will provide a huge 
amount of information on consumer market characteris- 
tics. It will tell you what kind of income groups live 
where—what they have and what they need in the way 
of the commodities you have to sell them. 

The census taker is not just counting people, he’s mak- 
ing a survey of existing conditions in industry, business, 
employment and other significant etceteras. 

Cooperate with the census-taker when he calls on you— 
and alert your employes to do the same. It’s more than 
a duty to your country, it’s a service to your own 


business. 
it eo v 


The railroads sell transportation; the people who pay 
for it are buying distance. 

The coal dealer sells fuel; his customers buy heat. 

You, offer jewelry; your prospects will buy romance. 
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